Consumer Discretionary Briefing Book

OPTIMAL

April 2026

David Schick
Managing Partner & Co-Founder
david.schick@optimaladv.com

David Katzman
Vice President
david.katzman@optimaladv.com

Jonathan Feeney, CFA
Managing Partner & Co-Founder
jonathan.feeney@optimaladv.com

Jack Hermann
Senior Associate
jack.hermann@optimaladv.com



OPTIMAL
Summary

Spendi

Ng - :

- ﬂeCted% 20/32 categories e

|' egatively in April ptimal Subsctor SPENDING

slightly wor: I Broadline Retai TAW Y/Y

A 1 tail
. the lopn [ emmeree T12WY, TRA
) 93 | e 4 69 Y , NSACT

nega’uve rsethantie 1952 .. com ommerce Lo 48% 449 Inflection ION COUNT

- : arch. Ave ST Consumer Fintech 770/4/0 ,,,,,,,,,,,, 0.2 TAW Y/Y AVERAG

is up in 25/32 cat rAgetichet | umer Fintech | D— el V... X COhD o SYEMER TR

0 G T | ocery T S gy -0. o T .0/

positive tegories. Apri | e 2l R 20% QI ... 00% 3.0% .| 0.6% T12W Y/Y

tat clotsioudeges | el B S T = oen 9.8%. .| .. oo L

S a |OnS m cludegas | . R a .....,,,e,livery /o .............................................. _1 1% | 0 .60 1 66/ .......................... 20% _10 ...............
) eal dellve ................. Ride Share T .3“..0% .................................. -0.4% D70 -0.39 8A)

alJtO ......................... | eShare .......................... 96@ .................................. _'] 9% ...................................... _O 30/ ...................... A) ...... O o, T

partS |UXU d ry’ .............. G are L 18% 86%  09% | 03% 1 070 0o TS 4%

; di o as stations " I dew 1ew 0.9% | 549 S ) %  20%
golf Apr" nréatsi\?e?gr;} reta”, and ....................................... Fast Foods .......................................... 2 09(;; AAAAAAAAAAAAAAAAAAAAAAAAAA 11361Cy00/ ........................ _3302 ............................. 53 4% 132;2 ............................. 0.7% ??ZO .............
golf. Apri negative callouts | DlSCO T _2 60 .......................................... 0 '''''''' 7 ----- o ............................... _7% [ - /A | 39% ............................... R O .............
include eve outs | phe S 6% A L go T e T R 3.79

nts beaUty """"""""""""" Pharmacy sou 14%  12% | 55%  6.5% (I 0% s 1%
’ | Accommod cy.. 89w eT% a0% | aoew A 0% . 57%
190 nsumer electronics, home. | Accommodations T 2.2% S — 2.2% | ... P S 146% -
umishi : home | Ent cumes | 0.6% T — 1o T, 1% esw | 15%  16%
hings, pizza, andfastfood. | e g 32% . ¥y 02% - P 27% %
Bl e = T . o, 15% | 19% .

R AUtOPar‘[S ............................................. _35% ------------- 20%) .......................... _13% ....................... 75% ..................... _2 """ 00 ............................ 19% OO .............
Eaﬂy ‘Cana I poPare e 1.0% AE A 67% 3 d% 8.8% ... 18%
traction dlry T . e 7ok - A . SEn B 34% L sz 6.1%. .

N ICatOI" . ... Bea Cialty SN (NNSNN Y= 2/ OBN— 50‘7 --------------------------- 07% | 1 40 ................................. .'..2-1% ------------------------- o 15%
.............................................. ) L 1.4% i} 2270
Z) positive callo ,tss('.nC:udlng Gen | et [ o — 2 B o 24% L S — 32%......
7 e ek oI B T6% aih S 3% e | 5%, ... 5%
S€\||OK, CMG, CAVA; ne%eatTi‘P‘ R, oo sposRel 53% ... 22?;’ .......................... 51% | ;;é" .......................... A 82% ... . 72;2 """""""
C u‘tS|n ) ‘negatve | Hom Appare[ .................................................... 5.1% 2% 26.‘.? ------------------------------ 82% _ ......................................... Q,G% .................... A —
C .................................................................... 3 o 6| 12% 4 8‘7 ................................ 1.59
ude WEN. PZZA HD. | Home Furnishings S 4%; ,,,,,,,,,,,,,,,,,,,,,,,,,,,,, B 10 2;//0 ....................... i 2 7% 252 .............
) | FaSt ............................................. _4- S 44%  18% | 03% 5% | O(y """"""""""""""""" N
Macrotherme: aes orices isnear. | . Casual | 3 ... o4 18% .l Vi 1.5%. .. fa 0.2%
eme: gas pri ' ~ CasualDining | -3.2% . . N L 7 L 54%
term. frozen h . pricesisnear- | Depar Coee ae% _10@ .......................... :.1“”4% """""""""""""""" 29% o590 | 13% _01(; .............
m edi’um o ousing activityis |- Department Stores T 36% 379;) .......................... e gg;& ........................ B e 220/0 ,,,,,,,,,,,,
- rm, Unempl ..................................... GO|f .................................................. ‘260/ ,,,,,, (S OOO ,,,,,,,,,,,,,,,,,,,,,,,,,,,, 83% 7 8% | 19% 1 EIQ
L L B 1 I 0 0%.....|. T a—— -7.5%. 1.9% o 1%
Clalm InaCCUraCy iS |O y ent ................... O utdOOrReCreatlon lllllllllllllllllllllllllllllllll 1 06% llllllllllllll O6cyo ............................ 14% ------------------ 41(? ................................ 1 O% ......................... 51% .................... 600/2 """""""
ng—term ............................................. Piza 2.7% R~ £ 4 S T 41% _540/ ............................. 26% 20 ................
........................ Ga -1 1022% 09 8% P ML, 1 50/6/0
----------------- Embhng 35/0 7 9%05/0 _140/53% 080/0 1.4%
.............................................. Vent 19 ‘360 140 ) 9/ |l U.o/ _
Consumer El T — — 07% 2.4 5'/9 ------------------------- 90% - 0:3% ] 400 4.5% .
ents . [ T— 249 | 43% = o T ey
: tronics -1 S % | 43% 63% |  29% 2 5%
April 2026 9 20 .142% s S 43%  38% CHR Doy 4 D70
93%  8a% (amo T e 38% |4 9% x
83%  1.0% O -14.9% A) ........ _ or -17%
10% | 1. J/0 849 | 12@ .................
11% 5 AJ ,,,,,,,,,,,,,,,,, 15.8% _30% """"
51% 00 —62%
83%  35%
-3.5%
2



OPTIMAL

Attention Economy
Inflections



OPTIMAL

Spending vs. Mindshare Inflections
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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

Mixed media sentiment has improved m/m for NKE, ROST, & DPZ while NCLH & RL are seeing m/m declines in both

metrics.
Media Sentiment Analysis
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OPTIMAL Digital Traffic Breakouts & Breakdowns

We note digital breakouts for Comfrt, Quince, Trader Joe's, Coach, JD Sports, Alo Yoga, Depop, & Lululemon
among age 18-34 consumers.
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OPTIMAL Digital Traffic Breakouts & Breakdowns

We note digital breakdowns for Grailed, Coach Outlet, Crumbl Cookies, Wendy’s, The Knot, ChowNow, Pizza Hut, &
GOAT among age 18-34 consumers.
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OPTIMAL

Consumer Spending

Broadline retail (including WMT & TGT) spending is inflecting positively on accelerating transaction growth, even as
ticket softens. E-Commerce (including AMZN, EBAY, & Shein) mirrors this with spending reaccelerating despite

ticket deceleration.

Broadline Retail Spending
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OPTIMAL Consumer Spending

Grocery spending remains positive y/y, sustained by ticket growth as transaction counts dip. Casual dining

(including Applebee's, CRBL, & CAKE) is moving more negative y/y on a T12W basis, with transactions decelerating
again while ticket holds +6% V/y.
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OPTIMAL

Consumer Spending

Fast casual (including CMG & PNRA) spending inflecting negatively driven by transaction decel while ticket is

inflecting positively. Fast food (including MCD, Taco Bell, & Chick-fil-A) spending with a similar trend driven by
negatively inflecting transaction growth.
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OPTIMAL Consumer Spending

Home improvement (including HD & LOW) spending & transactions inflecting negatively but running up on T12W

trend. Home furnishing (including HomeGoods & lkea) spending moving lower off negatively inflecting ticket while
transactions now running down -2% y/y on T12W trend.
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OPTIMAL Consumer Spending

Meal delivery (DASH, GrubHub, Uber Eats) spending continues to run up +9% y/y as transaction growth moves less

positive and ticket continues to accelerate. Ride share (UBER & LYFT) ticket inflecting negatively sharply in recent
weeks while transaction growth remains negative.
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OPTIMAL Consumer Spending

Airlines (AAL, DAL, LUV, etc.) spending and ticket growth have moved up sharply, a byproduct of higher
transportation and fuel costs in the short term. Accommodations (ABNB, HLT, EXPE) with similar trends while
spending & ticket run up while transactions inflecting negatively.
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OPTIMAL Consumer Spending

Gas station spending continues to move higher driven by higher gasoline prices. There is some short-term trends of

easing from peak prices. We continue to monitor energy price volatility in our weekly Macro Monday report and
impacts on the consumer / economy.
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OPTIMAL Consumer Spending

Gambling (including DKNG, PENN, CZR) spending approaching flat y/y with a short term pickup in spending as

ticket approaches flat y/y. Entertainment (including NFLX, Hulu, LYV) transactions running down while spending and
ticket both inflecting negatively in recent weeks.
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OPTIMAL Consumer Spending

Coffee (SBUX, DNKN, BROS) spending running up +4% y/y on T12W trend while ticket growth continues to
accelerate more positive y/y. Pizza (including DPZ, Pizza Hut, & PZZA) spending declines driven by transaction
declines and inflecting negatively this week while ticket growth moving sharply lower y/y.
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OPTIMAL Consumer Spending

Luxury (including Tiffany, Louis Vuitton, & Coach) spending and transaction inflection normalizing and running close

to flat y/y. Beauty (including ULTA & Sephora) spending is inflecting negatively, but ticket growth leading spending
higher despite transaction growth running down.
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OPTIMAL Consumer Spending

Golf spending & transaction growth normalizing after winter weather halted many outdoor activities. Sports retailers
(including ASO & DKY) ticket continues to run up y/y and inflect positively.
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OPTIMAL Valuation Snapshot

Retail Comps
Eggﬁrﬂm Stock Price Market Cap ($8) EV/EBITDA CY Ev*rlfﬁm“ Ewlf,;'m“ P/SFY1 P/SFY2
AMZN Amazon " §20827  $2,714.69 16.7 13.3 10.7 3.8 3.4 3.0
WMT Walmart Inc . —— 312428 $1,02904 24.1 223 204 14 1.4 13
COST Costeo Wholesale Corp 399643 $444 08 325 295 273 16 14 13
HD Home Depot Inc/The R Tsasae $345.28 16.5 16.1 15.2 2.1 2.0 19
TJX TJX Cos Inc/The 315970 §177.17 213 208 19.1 23 28 26
LOW Lowe's Cos Inc AN 236 28 §141.97 15.3 141 13.4 16 15 15
ROST Ross Stores Inc 321683 §7316 229 206 191 32 30 28
TGT Target Corp e~ $12120 353,96 a0 9.0 86 0.6 0.6 0.6
TSCO Tracter Supply Co e §45.30 52119 13.8 12.9 12.0 14 13 1.2
WSM Wiliams-Sonoma Inc T §18233 52424 15.0 145 13.8 3.1 3.0 28
DG Dollar General Corp e~ $11873 327 84 13.1 12.2 115 0.7 0.6 0.6
DKS Dick's Sporting Goods Inc o ~———— 319829 320 52 13.4 114 10.6 1.2 0.9 0.9
DLTR Dollar Tree Inc TN e~ $108.51 $21.66 12.1 11.0 10.2 1.1 1.0 1.0
BURL Buriington Stores Inc e~ $32538 §21.76 205 17.7 15.5 19 1.7 16
BEY Best Buy Co Inc T 86420 314.08 6.3 6.2 6.0 0.3 0.3 0.3
DECK Deckers Outdoor Corp N $100.09 §15.77 10.5 10.7 10.0 23 28 26
BJ BJs Wholesale Club Holdings | ______— o~~~ $98.42 §12.28 12.9 12.3 115 0.6 0.5 0.5
UREN Urban Outfitters Inc T~ 36335 $6.51 a0 82 75 11 1.0 0.9
BBWI Bath & Body Works Inc N $1887 $4.19 5.0 6.3 65 0.6 0.6 0.6
M Macy's Inc N §18.09 $5.38 5.3 5.4 5.8 0.2 0.2 0.3
ASO Academy Sporls & Outdoors Inc v~~~ $56.45 $3.76 8.0 75 71 0.6 0.6 0.6
KSS Kohf's Corp S~ $1290 $1.78 5.8 6.6 6.6 0.1 0.1 0.1

April 2026 Sources: Optimal Advisory Analysis, Bloomberg 22



OPTIMAL Valuation Snapshot

Autos Comps — Brands, Repairs, Dealers

3 Yr Stock Price EV / EBITDA EV / EBITDA

Ticker Name S———— Stock Price Market Cap ($B) EV/EBITDACY EY1 Y2 PIS P/SFY1 P/SFY2
TSLA Tesla Inc e T B3TALTS $1,461.08 98.1 =R 78.0 154 14.3 122
ORLY O'Reilly Automotive Inc T BB2.3 $78.34 21.8 204 19.1 4.4 4.1 3.9
CVNA Carvana Co e T 531438 584 .68 38.7 30.2 23.3 4.2 3.1 26
AZO AutoZone |nc e B33TTTE $59.68 17.1 15.5 14.1 3.0 28 26
GM General Motors Co — " §7450 §72.16 28 32 3.0 0.4 0.4 0.4
F Ford Meator Co ey e v §1154 $51.56 3.5 3.5 3.1 0.3 0.3 0.3
GPC Genuire Parts Co T $105.75 $15.73 109 10.2 9.4 0.6 0.6 0.6
RIVM Rivian Automotive Inc ~ AN~ §1505 $21.36 MLA. MN.A. MA. 4.0 3.0 1.8
PAG Penske Automotive Group Inc e §148.52 $10.59 10.5 104 20 0.3 0.3 0.3
AN AutoMation Inc e T §195.26 $7.10 8.0 7.7 74 0.3 0.3 0.2
LAD Lithia Metors Inc e e, 524072 $6.61 116 114 10.5 0.2 0.2 0.2
LCID Lucid Group Inc e~ o %953 $2.41 NLA. MNA. NA. 1.8 1.1 0.6
KM CarMax Inc N e $41.58 $5.68 135 10.1 9.0 0.2 0.2 0.2
GPI Group 1 Automotive Inc T T~ 33063 $4.10 74 7.7 72 0.2 0.2 0.2
ABG Asbury Automotive Group Inc =N 519541 $4.02 7.8 7.9 7.5 0.2 0.2 0.2
WV Valvoline Inc T e A $3368 $4.27 122 10.5 0.5 24 2.0 18
AAP Advance Auto Parts Inc e . 85275 $3.47 123 9.7 8.5 0.4 0.4 0.4
HOG Harley-Davidson Inc TN 2022 $2.65 MLA. 228 122 0.6 0.7 0.7

April 2026 Sources: Optimal Advisory Analysis, Bloomberg 23



OPTIMAL Valuation Snapshot

Apparel & Golf Brand Comps

3 ¥r Stock Price

EV / EBITDA EV / EBITDA

M Stock Price Market Cap ($8) EV/EBITDA CY = o P/SFYl P/SFY2

NKE NIKE Inc e $5282 $68.79 20.0 19.0 15.0 15 15 14
TPR Tapestry Inc T 1411 $30.50 18.5 17.1 15.6 4.1 3.8 3.6
LULU Lululernon Athletica Inc e $15310 $19.45 72 7.6 7.3 18 17 16

AS Amer Sports Ine T §3200 $20.82 19.1 15.5 13.1 3.2 2.7 2.3
OMON On Halding AG T $3402 §12.24 16.9 13.5 11.0 34 2.7 2.2
BIRK Birkenstock Halding Ple ol $35.83 $7.79 11.8 10.4 9.1 3.2 2.8 2.4
GAP Gap Inc/The e §24.20 $9.94 78 7.3 6.8 0.6 0.6 0.6
VFC F Carp M 31699 $8.59 15.0 14.6 134 0.9 0.9 0.9
BOOT Boot Barn Holdings Inc AT §146.36 $5.07 15.2 13.0 112 2.3 2.0 18
KTB Kontoor Brands Ine e e §7029 %4.36 109 10.0 9.4 14 13 12
CROX Crocs Inc —~ e, %8302 $5.51 7.1 7.1 7.0 14 1.4 13
PVH PVH Corp ., 6076 $4.55 77 7.6 74 0.5 0.5 0.5
COLM Columbia Sportswear Ca e, 35481 $3.35 116 9.5 8.5 1.0 1.0 0.9
AEO American Eagle Outfitters Inc e N $16.70 $3.33 8.9 75 6.9 0.6 0.6 0.6
SHOO Steven Madden Ltd — T~ $3382 $2.86 15.6 13.3 11.4 1.1 1.0 1.0

UA Under Armour Inc M. $5.79 $2.85 19.1 14.4 11.8 0.6 0.6 0.6
VW Wolverine World Wide Inc S 31632 $1.54 10.8 10.4 9.4 0.8 0.8 0.7
GOLF Acushnet Holdings Corp " %9348 $5.77 16.5 16.0 15.4 2.3 2.2 2.1
CALY Callaway Golf Co TN~ $1388 $2.78 15.9 18.7 16.7 13 1.4 1.3

April 2026 Sources: Optimal Advisory Analysis, Bloomberg 24



OPTIMAL Valuation Snapshot

Restaurant Comps

ST Ol0KIN®  StockPrice Market Cap ($8) EV/EBITDACY =/ ZoTPA  EVIEAIDA PISFY1 P/SFY2

MCD MeDonald's Corp e 5310.79 5215.84 20.6 17.0 16.0 8.0 7.5 7.1
DASH DoorDash Inc e ™ $150.15 b80.92 28.0 2186 16.3 5.9 4.5 3.8
SBUX Starbucks Corp e Y N 58059 $110.83 255 229 194 29 2.9 2.7
CMG Chipotle Mexican Grill Inc e T 532,01 B47.43 22.1 223 192 4.0 3.7 3.3
UM Yurn! Brands Inc e e §155.48 h44 .42 19.6 18.2 16.8 5.4 4.9 4.6
QSR Restaurant Brands Internationa T e e T390 b35.87 17.0 16.0 15.1 3.8 3.6 3.6
DRI Darden Restaurants Inc T $196.04 $22.61 14.8 13.2 126 1.8 1.6 16
DPZ Darming's Pizza Inc e e $358.79 51240 16.6 15.3 14.5 2.9 2.4 2.3
TXRH Texas Roadhouse Inc T B165.14 51067 16.9 16.0 13.7 1.8 16 1.5
BROS Dutch Bros Inc — TN 55066 £8.97 33.1 27.5 217 5.8 4.4 3.6
CAVA Cava Group Inc et P~ 58090 $11.12 7343 61.3 484 9.4 7.6 6.3
WING Wingstop Inc T e 15497 $5.39 26.5 23.7 202 7.7 6.8 5.8
EAT Brinker International Inc T 427 $6.45 9.8 9.3 8.6 1.1 1.1 1.0
SHAK Shake Shack Inc TN 58BAT b4.41 238 20.7 17.5 3.1 2.7 2.3
CAKE Cheesecake Factory Inc/The e T §54T5 $3.10 16.9 14.7 13.5 0.8 0.8 0.7
WEN Wendy's CofThe T $6.95 $1.35 sl 1.2 10.8 0.6 0.6 0.6
PZZA Papa Johr's International Inc e 83241 $1.24 10.7 106 10.1 0.6 0.6 0.7
CEBRL Cracker Barrel Old Country Sto T —_ 52B1 $0.68 122 13.5 102 0.2 0.2 0.2
BJRI BJ's Restaurants Inc SN §35.10 $0.81 9.5 8.8 82 0.6 0.6 0.5
BLMN Bloamir' Brands Inc T — 5.40 $0.56 17.1 g2 8.5 0.1 0.1 0.1
JACK Jack in the Box Inc T e b9.67 b0.24 13.7 14.4 13.9 0.2 0.2 0.2

April 2026 Sources: Optimal Advisory Analysis, Bloomberg 25



OPTIMAL Valuation Snapshot

Leisure, Accommodations & Travel Comps

3 Yr Stock Price EV / EBITDA EV / EBITDA

Ticker Name Performance Stock Price Market Cap ($B) EV/EBITDACY EY1 EY2 P/S P/SFY1 P/SFY2
BRNG Booking Holdings Inc T~ B168.41 $151.68 154 13.7 12.3 5.6 5.1 4.7
RCL Rayal Caribbean Cruises Ltd e~ §275.18 $73.47 135 124 112 4.1 3.7 3.5
ABNB Adirbnb Inc N — o~ 512628 $87.72 184 16.4 146 7.2 6.4 5.8
MAR Marriatt International Inc/MD e e §327.07 $90.43 2186 19.7 184 3.8 Ao 34
HLT Hilton Worldwide Holdings Inc """ §304.08 $78.02 243 224 206 6.5 6.0 S
CCL Carnival Corp T T 06 BE $38.22 B9 B9 8.2 14 1.4 1.3
EXFE Expedia Group Inc — " §230.89 $33.84 10.2 9.1 83 2.3 2.1 20
VI Viking Holdings Ltd ———" 7348 $37.11 208 18.2 15.5 5 i 5.0 4.4
H Hyatt Hatels Corp TN B143.79 $16.05 174 17.1 154 2.3 23 2.1
WY NN Wynn Resaorts Ltd i~ 510155 $11.21 10.5 10.0 9.5 186 1.5 15
NCLH Morwegian Cruise Line Holdings e T N T B1B.T0 $8.93 B9 BY 7.8 0.9 0.8 0.8
MGM MGM Resorts Internatianal NN e 53T.01 $10.07 86 B6 83 0.6 0.6 0.6
BYD Boyd Gaming Caorp e T SB2 18 $6.55 6.6 6.8 6.7 16 1.6 1.5
WH Wyndham Hotels & Resorts Inc e e~ 3B1.23 $6.61 12.7 12.3 115 4 6 4.5 4.2
MTH Vail Resorts Inc T N $128.32 $4.70 99 10.0 9.0 1.6 1.6 1.5
CHH Choice Hotels International In e . $103.50 $5.50 118 1.7 114 34 3.4 3.3
THL Trawvel + Leisure Co e §BG.19 $4.76 B2 7.8 7.4 12 1.2 1.1
DAL Delta Air Lines Inc T SRR AR $46.53 7.5 7.8 6.0 0.7 0.7 0.7
AL United Airlines Holdings Inc T BB20T $32.00 6.3 6.9 5.3 0.5 0.5 0.5
LU Southwest Airlines Co e 3757 $20.16 109 6.9 4.9 0.7 0.6 0.6
AAL American Airlines Group Inc N e 31074 $7.86 10.8 15.7 7.2 0.1 0.1 0.1
ALK Alaska Air Group Inc —r— NN, $36.78 $4.78 7.8 B85 4.2 0.3 0.3 0.3

April 2026 Sources: Optimal Advisory Analysis, Bloomberg 26
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OPTIMAL Thematic Analysis

Across constituents of the Russell 3000, Optimal tracks key themes in EPS transcripts; Al mentions have
accelerated again among CD names (+146% y/y on a T3M basis). Inflation mentions up m/m off war in Middle East

& higher energy prices. Economic Slowdown mentions however remain unchanged.
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OPTIMAL Thematic Analysis

Discretionary outperformed staples from 2010-2020. After a hot start to 2026, Staples & Discretionary performance
moving lower off global conflict.
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OPTIMAL Thematic Analysis

Year to date, the SPDR Staples ETF (XLP) has performed well (+5.7%); Consumer Discretionary ETF (XLY) has
returned +0.3%.

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

40% - 40% -

30% A 30% A

20% A 20% A

10% 10%
0% 0% A

-10% - -10% A

-20% A -20% A
-30% - -30% A
-40% - -40% -

= DN N DN DN DN DN DN DD DD DD DNDDNDDNDDNDDNDDNDNDDNDDNDNDDNDNDNDDNDDNDDNDDN = NN DN NN NN NN DNDDNDDNDDNDDNDDNDDNDDNDNDDNDDNDDNDDNDDNDDNDDNDDNDDNDDN

© O O O O O O o o o O O O O O O O o o o O O O O O O O O O O O O O o o o O O O O O O O O O O O O O O o O O

© O O O O O O O O O O = = =2 2 & & a8 N NN NN DN DN O O O O O O O O O O O = = 2 A A A A A A N NN NN DN DN DN

O© O =~ N W > OO N 00 O© O =~ N W s o o N OO O o -~ N W s~ o o O© O© =~ N W b O O N0 O© O -~ N W P> o o N0 O O =~ DN whs~ oo o

< <

s O

B Discretionary ™ Staples B Discretionary - Staples

April 2026 Sources: Optimal Advisory Analysis, Bloomberg 30



OPTIMAL Thematic Analysis

The average short ratio for the more than 250 consumer staples and discretionary names in the S&P 1500 has
turned higher from a recent bottom. 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

Ticker  Company M/ T3M T3M vsT 3P'(1/|orYear TeM vsT 6P':;lorYear
_NWL _ NewellBrandsInc ~ -322% 2049% 195.9%
_KMB__ Kimberly-Clark Corp r1% 2485% 17r9%
_GME__ GameStopCorp 63% 1191% 162.9%
______ ACl _ AbertsonsCoslnc  -32%  1925%  1048% |
______ KDP _KeurigDrPepperinc  211%  106.7/%  (87%
CorY  Cotylne 51% .. 3% . (12% ]
________ F___FodMotorCo  54%  9596%K  627% |
______ UAA  UnderArmourinc  ~ 44%  9540%  998% |
_____ WEN WendysCo . 97%  657%  965%
_______ KR ___KrogerCo 219  882%  -183% |
______ BBY BestBuyColnc ~ -224%  -11.9%  -146%
______ CPB _ Campbells Company -255%  -88%  -148% |
_______ PG___ Procter&GambleCo  34%  -101%  -195%
______ VFC _VFCop 228K 026 -158%K |
_____ CMG___ Chipotle Mexican Grill  7.1%  458%  -167% |
.TSCO _ Tractor SupplyCo 50% 34.0% -18.0%
e rrrrrrrrrrirrrrrrrrrr ey LW LambWestonlnc [ :689% - 19.0% -25.9%
2323222838252 %31r5532a8%%g8288 | KVUE _Kenvelnc  692% _ -53% 277%
______ CCL _CamivalCorp . 222% 296K 298%K |

= Staples  ===Discretionary GAP  Gap Inc -1.3% 12.6% -40.0%

April 2026 Sources: Optimal Advisory Analysis, Bloomberg 31
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OPTIMAL Inflation & Prices

Headline CPI up sharply in March to +3.3%, the highest level in 23 months off conflict with Iran. PCE price index not
yet capturing higher energy prices but expecting to move higher in line with CPI, especially for energy dependent
categories.
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OPTIMAL Consumer Sentiment

Preliminary Headline Sentiment for April has reached an ALL-TIME LOW of index 47.6. Declines are particularly
strong among age 35-54 (-12.1% y/y) and lower-income (-14.5% y/y) respondents.
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OPTIMAL Housing Analysis

Mortgage rates have turned sharply higher off energy driven interest rate increases. Higher borrowing costs will
continue to lock-in the already stagnant housing market. Roughly 18% of US GDP is related to the selling, building,
fixing, lending, and furnishing of homes — velocity matters for the broader economy.
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