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“It was the best of times, it was the worst of times’. The famous opening line of Charles
Dickens' ‘A Tale of Two Cities’ captures a period of contradiction: the French aristocracy
indulging in opulence and privilege, the peasantry experiencing poverty and oppression.

While 2026 is thankfully not 1 gt century France, shifting class dynamics remain more
topical than ever, from the US K-shaped economy to the squeezed Chinese middle class. In
this note, we examine the changes in how high- vs. low-income Americans spend their time
and money over the last two decades and what it means for investing today.

US income and wealth inequality is rising; the US is experiencing a K-shaped
economy. A smaller share of the population controls income earned and health vs. two
decade ago. Consumer confidence, especially low and middle income, has collapsed.

Time is money. And money talks. Our analysis leverages two rich and long-running
databases from the US Bureau of Labor Statistics. (1) The American Time Use Survey
covers 7,700 nationally representative individuals and examines how they spend their
time across distinct activities. (2) The Consumer Expenditure Survey examines average
household expenditure across specific products and services.

Over the last two decades, high-income Americans are spending less time on work
and more on leisure; it’s the reverse for low-income. This trend is amplified when
looking at the last five years only. Within leisure, in 2024 high-income Americans overindex
to socializing, reading and participation in sports & exercise. Low-income overindex to
watching TV, playing games/computer and general relaxation. Looking at the change in the
last five years, high-income Americas spent incremental leisure time on playing games/
computer, general relaxation, reading and sports & exercise. Lost leisure time for low-
income has mainly come from watching TV, sports & exercise and reading.

Low-income Americans have experienced increasing pressure on necessities, high-
income Americans are saving and investing more. Housing, health insurance and food
have increasingly been eating into household expenditure for low- and middle-income
Americans. This is especially true for housing pressures on middle class Americans in

the last five years. High income Americans have been increasing allocations to savings/
investments, pensions, and vehicles.

Over the last five years, certain categories/sectors have become significantly
more K-shaped, while others have seen a moderation. Within our coverage, vehicle
purchases are the most K-shaped, with the top 20% of earnings spending 6.9x more

in 2024 than the low income earners. This is followed by alcoholic beverages (5.7x),
food away from home (4.6x) and personal care products and services (4.2x). Medical
services (3.5x), apparel (3.4x) and health insurance (2.9x) sit middle of the pack. Most
egalitarian are housekeeping supplies (2.6x), food at home (2.4x), drugs (2.3x) and
tobacco (0.8x). Over the last five years, vehicle purchases, food away from home and
personal care products have become more K-shaped. Alcoholic beverages, medical
services, apparel, housekeeping supplies and good at home have become less K-shaped.
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INVESTMENT IMPLICATIONS

“It was the best of times, it was the worst of times”. The famous opening line of Charles Dickens’ ‘A Tale of Two Cities’ captures
a period of contradiction: the French aristocracy indulging in opulence and privilege, the peasantry experiencing poverty and

oppression. While 2026 is thankfully not 18t century France, shifting class dynamics remain more topical than ever, from the
US K-shaped economy to the squeezed Chinese middle class. In this note, we examine the changes in how high- vs. low-income
Americans spend their time and money over the last two decades and what it means for investing today.

EXHIBIT 1: The famous opening line of Charles Dicken’s ‘A EXHIBIT 2: ... the French aristocracy indulging in opulence
Tale of Two Cities’ captures a period of contradiction...  and privilege, the peasantry experiencing poverty and
oppression.

“BUT BUOH AWFUL WORKERS, ANIP SUCH AWFUL WORK."—Page 153.

Source: A Tale of Two Cities (The First American Edition) John McLenan (1859)

Source: A Tale of Two Cities (The First British Edition) Phiz or Hablot Knight
Browne (1859)

American & European Alcoholic Beverages. The K-shaped economy has taken centre stage in cyclical camp of the ongoing
cyclical vs. structural debate in US alcohol. At a macro level, the Bureau of Economic Analysis’ data finds that Americans spent
~1.93% of their personal expenditure on alcohol in 2025. This is actually 4bps higher than in 2019, which we believe is likely
driven by three potential factors (i) higher on-premise spending, especially due to higher pricing in the on-premise vs. off-
premise, (i) premiumization during COVID, and (iii) the growth of spirits-RTDs. By income cohort, we have seen relatively more
pressure alcohol spending for lower-income Americans. Looking at the Bernstein K-Shaped index, between 2014 and 2018,
the ratio increased from ~4.5x to almost ~8.0x. Alcohol consumption per capita was largely stable (on average) over this time
period, and so a major contributor to the increase in multiple is likely premiumization, especially amongst spending of high
earnings. 2020 also saw a spike in the multiple, reflective of the premiumization seen during COVID. However since then, the
multiple has contracted to just below ~6.0x in 2024 (albeit still above 2004 levels).

US Restaurants. With low-income QSR spending down LDD% for the second consecutive year while high-income consumer
spending grew by +MSD%, we believe concepts tied to middle- and upper-income consumers should continue to outperform
lower-income-oriented QSRs that remain exposed to pressured discretionary budgets, particularly in a scenario where grocery
inflation once again outpaces restaurant pricing. We expect QSRs to remain under pressure, while independents and casual
dining continue to outpace peers on stronger value perception, protein-forward menus, and lower dependence on breakfast
and snacking occasions, which supports names such as DRI. Similarly, companies skewing toward middle- and higher-income
consumers, including CAVA, SBUX, and CMG, should benefit disproportionately from the K-shaped economy, especially as
these companies have taken less price than inflation in FY25, supporting a recovery of lower income consumer spending.
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Overall, we think the K-shaped economy favors operators with the right income exposure, stronger perceived value, and the
scale or execution discipline to defend traffic and margins.

US Food. We've seen several notable, and seemingly more structural, changes in consumer behavior with respect to food

at home spending and time spent preparing food in the U.S. since the pandemic began. For Americans with a lower level

of education, we've seen a marked increase in overall time spent on eating and drinking, which could well be driven by the
increased interest in cooking from scratch that began in the early days of the pandemic and seems to have been spurred by
continuing health and wellness trends. In terms of spending patterns, Food at home spending was generally declining modestly
as a % of total annual expenditures before the pandemic. But there was a marked upward reset between 2020 and 2022 as
more people started to work from home and as food prices escalated sharply, followed by some fairly stable years since then.
Overall, our concern for U.S.-centric packaged food makers is that Americans are increasingly shunning more heavily-processed
foods with complex ingredients and we see a need for companies to focus on innovation that helps families to eat healthily while
reducing time taken for meal preparation.

European Food & General Retail. Food retailers are the likely beneficiaries of increased trading down from restaurants and
out of home occasions, particularly at the lower end of the spectrum, whilst more affluent consumers will continue to be more
resilient in their food at home spending. The lowest income consumers have seen the largest change in their % spend on food
at home as inflation bites whilst more affluent consumers have been more resilient. Ahold Delhaize is skewed to a slightly more
affluent consumer which provides some greater defensiveness. For apparel retail, apparel has been decreasing as a % sales
as the category remained deflationary over the last few decades. Recent trends which show less affluent consumers spending
more on clothing likely reflect greater levels of price increases in the very bottom end of the category. This increased pricing at
the bottom end could put further pressure on low income consumes, affecting businesses like JD Sports, H&M and Pandora.
The higher end consumer is likely to be more resilient and has experienced less overall price increases. Brands like Inditex are
more likely to be resilient.

US Apparel and Specialty Retail. Apparel spend as a share of wallet has declined across income cohorts over time, reflecting
the rise of fast fashion, growth in private label, and a shift in consumer budgets toward necessities, with spend remaining
structurally skewed toward higher-income consumers. Within this context, Sportswear continues to take share of Apparel,
supported by higher participation in sports, exercise, and recreation - particularly among higher-income cohorts. As health and
wellness trends continue, coupled with casualization and premiumization trends, we expect Sportswear growth to continue to
outpace that of Apparel overall (The Long View: Global Sportswear - Evolution of the sector over the next decade).

European Food & HPC; US Tobacco. Across consumer staples, whether in Food, HPC, or Tobacco, the low income consumer
is especially important because (1) spending is generally less skewed to high-income consumers than in other areas, and (2) the
low income consumer tends to be the driver of incremental changes in consumption. As such, pressure on income growth or
consumer confidence for the low income consumer tends to be quite important in these areas, as we have seen in the US over
the past two years. To combat this, we need to see the companies doing a better job of innovating at premium price points to
attract higher spend from more affluent consumers (as we have seen to extent in the personal care space), and continuing to
focus on R&D/innovation to drive intrinsic differentiation of their offerings and re-inforce their value proposition to low-income
consumers, even in times of economic pressure.

US Media. Media companies in transition from Linear to Streaming have remained resilient through this K-shaped economic
period. After all, Netflix ad-tier costs less than two cappuccinos per maonth, and every player has SKUs to cover “cheap” to “how
much?”. Players in the space have grown both DTC subscribers and pricing while managing Linear/PayTV decline that remains
- and will remain - a material premium to SVOD alternatives given the cost of live content/sports. As the market transitions to
streaming as the next standard, the primary constraint appears to be already high household penetration, rather than weakness
among lower-income consumers. If anything, switching from traditional pay-TV packages to a few streaming subscriptions

can ease pressure on consumers’ wallets. One potential scenario is streaming subscribers increasingly downgrading to ad-

~40% of subs (from “0%” just 3 years ago) will be on ad-tier by 2030. The rise of free social media content courtesy of TikTok,
Instagram and YouTube (covered by Shmulik) has weighed on “long-form” engagement in recent years, and we anticipate
shifting consumer expectations (to cheap/free, instant, mobile, and non-committal) to shape price points and monetization
models that would keep everyone glued to the screen—one way or the other.

European Autos. The record-low consumer confidence that we see in the US is a misleading predictive factor regarding the
automotive market due to the relative affluence of most new vehicle buyers. The current US Administration's withdrawal of
support for clean vehicles such as the abolition of the IRA tax and lease credits for BEVs and the dismantling of the Obama-
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Biden greenhouse gas regulations has forced a rethink of certain investment decisions but provides further opportunities for
selling ICE and PHEV technologies in a market where the average car buyer is getting wealthier. US vehicle average transaction
prices (ATP) have doubled from around $25,000 in 2010 to over $50,000 in 2025, with a marked acceleration visible post
COVID (ATPs in 2020 were around $35,000). This has provided some relief for the German carmakers as US profitability levels
exceed their global average, and they have been increasingly squeezed in the last three years in China. BMW, Mercedes and
Porsche have increased their unit sales in the USA between 2019 and 2025 by 19%, 5% and 25% respectively (despite the 4%
contraction in the overall market during this period) while increasing their ATPs between January 2019 and April 2026 by 22%,
25% and 26% respectively. The higher mix/higher price environment and the elimination of the requirement to sell margin-
sapping BEVs whose high battery costs significantly reduce contribution margin vs equivalent ICE models has also led to strong
returns in North America for certain auto companies. Stellantis on the other hand stands as a stark warning of the dangers of
losing sight of one’s customers. Encouraged by the strong recovery in new vehicle demand as the US emerged from COVID
lockdowns, it raised its prices at a faster rate than its cross-town rivals and was slower to course correct when vehicle supply
became more plentiful, especially once post-COVID semiconductor shortages eased. Meanwhile, rises in interest rates were
also eating into affordability. Data from Cox Automotive shows that between January 2019 and February 2024, Jeep had raised
its average US transaction price by 54% to $56,087 and Ram's ATP was up 48% to $70,312, so well above the 29% increase
to $47,244 over the same period in the average new vehicle transaction price. Over the same period, Ford raised its ATP by
29%, Chevrolet by 27% and GMC by 40%. Why is this problematic. It led to a short-lived boost to profitability for Stellantis up
to 1H24 but revenues and earnings subsequently collapsed and remain on the floor. Stellantis brand customers have typically
lower incomes than those buying GM and Ford products - data from October 2023 from Motor and Wheels (link) shows that
Stellantis’ Dodge customers had a median household income of $62,000, Jeep customers were at $68,000, and Ram were

at $69,000. The same data set shows Ford customers at a median household income of $77,000 while GM's GMC, Buick and
Chevrolet customers were at $82,000, $80,000 and $75,000 respectively. By comparison, the average median household
income for BMW buyers was >$100,000, > $100,000 for Mercedes buyers (our estimate) and >$300,000 for Porsche buyers.

US Biopharma. In most developed countries around the world, drug spend has primarily been covered by insurance (private
or government). However, things are changing with the GLP1 and anti-obesity market shifting the spend directly from the
consumers' wallet instead. Now more than 50% of new anti-obesity medication prescriptions in the US are being paid for by
cash, with insurance (government or employer) only contributing a minority. Mix this dynamic with Affordable Care Act rebates
rolling off for the lowest income consumer - so coverage is thinning, GLP1 prices coming down & new BRIDGE/BALANCE
access opening up & we expect to see meaningful inflections in Drug-spend as access broadens, particularly for the top 3
income quintiles. Despite price-reductions, revenues are increasing as utilization expands and more and more patients are
encouraged to use these products. Generally, pharmaceutical companies are highly resilient due to the need for these products,
but new dynamics are at play for the still relatively nascent & under-penetrated GLP1 market. As such, we rate LLY OP (high
GLP1 exposure), we also rate GILD OP, as well as MRK, PFE, BMY, AMGN, ABBV, MRNA MP and expect to see most of our
coverage as highly resilient to the impacts of the K-shaped economy.

U.S. Healthcare Services. The K-shaped economy will be LT drivers of growth in safety net programs such as Medicaid and
Marketplace. These two areas are currently out of favor due to recent policies to shrink enrollment, but we would expect the
long term growth to resume and see this as a buying opportunity. Over the 30 years pre-COVID we saw US population grow
around 1% per year, while safety net health insurance coverage grew 4x this rate. This growth in coverage will require MCOs to
act as agents of the government to control this expanding expenditure pressure.

Global Luxury Goods. Questions abound on the long-term rate, trajectory and drivers of global luxury goods demand. If China
was to go back to producing wealth to a larger and larger aspirational consumer audience, global luxury goods would go back
to being a global middle class play. In that context, best in class mega-brands would once again lead growth and returns (See
Global Luxury Goods: The Six Rings of Quality). These would include LVMH with LV, Hermés, Richemont with Cartier and Van
Cleef & Arpels. If instead income and wealth inequality continued to increase, the richest consumers would be driving the global
luxury market growth, putting smaller and higher brands at an advantage. Given its flexibility and credibility to serve both the
high-end and the aspirational consumers, we see Richemont thriving in both scenarios. Which confirms it as our most preferred
long-term exposure in the sector.
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I. EXECUTIVE SUMMARY

US income and wealth inequality is rising; the US is experiencing a K-shaped economy. A smaller share of the population
controls income earned and wealth vs. two decade ago (Exhibit 3). Consumer confidence, especially low and middle income, has
collpased.

Time is money. And money talks. Our analysis leverages two rich and long-running databases from the US Bureau of Labor
Statistics. (1) The American Time Use Survey covers 8,100 nationally representative individuals and examines how they spend
their time across distinct activities. (2) The Consumer Expenditure Survey examines average household expenditure across
specific products and services. In both cases, the latest available data is to 2024, though the long-term trends are often
indicative of underlying trends in each category. Furthermore, our Bernstein analysts offer analysis and commentary on more
recent trends and implications for their sectors.

EXHIBIT 3: US income and wealth inequality is rising; the US is experiencing a K-shaped economy

Share of Household Wealth (Net Worth) by Income Quintile
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Source: Federal Reserve, Bernstein analysis

Over the last two decades, high-income Americans are spending less time on work and more on leisure; it’s the
reverse for low-income (Exhibit 4 and Exhibit 5). This trend is amplified when looking at the last five years only. Within leisure,
in 2024 high-income Americans overindex to socializing, reading and participation in sports & exercise. Low-income overindex
to watching TV, playing games/computer and general relaxation. Looking at the change in the last five years, high-income
Americas spent incremental leisure time on playing games/computer, general relaxation, reading and sports & exercise. Lost
leisure time for low-income has mainly come from watching TV, sports & exercise and reading.
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EXHIBIT 4: Over the last two decades, high-income EXHIBIT 5: ...it’s the reverse for low-income
Americans are spending less time on worlc and more on
leisure... Change in average hours spent per day on leisire

Change in average hours worked on an average

day WatchingTv (0-14)
by income grou .
Socializing
0.10 - & communicating
Playing games /

0.05 4 computer for leisure

= Relaxing/thinking
(0.05) 7 1 Reading
(0.10) - Participating in sports,
(0.15) exercise and recreation
' (0.07)
i Other (0.03)

(0.25) - BIncome quartile1 @ Income quartile 4
Quartile 1 Quartile 2 Quartile 3 Quartile 4

2004-24 2019-24
W20 |2 Source: US Bureau of Labor Statistics' American Time Use Survey, Bernstein

analysis

Source: US Bureau of Labor Statistics' American Time Use Survey, Bernstein
analysis

Low-income Americans have experienced increasing pressure on necessities, high-income Americans are saving and
investing more. Housing, health insurance and food have increasingly been eating into household expenditure for low- and
middle-income Americans. This is especially true for housing pressures on middle class Americans in the last five years. High
income Americans have been increasing allocations to savings/investments, pensions, and vehicles.

EXHIBIT 6: Low-income Americans have experienced increasing pressure on necessities, high-income Americans
are saving and investing more

Share of expenditure, by type & income (2024)

OOther
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23.2 23.3% ; :
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O Apparel and services

H Entertainment

B Health insurance
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B Food at home

B Vehicle purchases (net outlay)

@ Utilities, fuels, and public services

26.2%

22.8% ; ;
W Personal insurance and pensions

M Shelter
Lowest 20% Third 20% Highest 20%

Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein analysis

Over the last five years, certain categories/sectors have become significantly more K-shaped, while others have seen
a moderation (Exhibit 7 and Exhibit 8). Within our coverage, vehicle purchases are the most K-shaped, with the top 20%

of earnings spending 6.9x more in 2024 than the low income earners. This is followed by alcoholic beverages (5.7x), food
away from home (4.6x) and personal care products and services (4.2x). Medical services (3.5x), apparel (3.4x) and health
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insurance (2.9x) sit middle of the pack. Most egalitarian are housekeeping supplies (2.6x), food at home (2.4x), drugs (2.3x)
and tobacco (0.8x). Over the last five years, vehicle purchases, food away from home and personal care products have become
more K-shaped. Alcoholic beverages, medical services, apparel, housekeeping supplies and good at home have become /ess K-
shaped.

EXHIBIT 7: Bernstein’s K-shaped index captures which EXHIBIT 8: Over the last five years, certain categories/
sectors see more or less K-shaped spending sectors have become significantly more K-shaped, while

others have seen a moderation
Bernstein K-Shaped index (annual expenditure
ratio top 20% earner to bottom 20% earners

Change in Bernstein K-Shaped index
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Has become less Has become
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein

analysis Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein

analysis

GLOBAL COLLABORATION BERNSTEIN \ SOCIETE GENERALE GROUP 8



Nadine Sarwat, CFA +44 20 7676 6849 nadine.sarwat@bernsteinsg.com 8 June 2026

Il. INTRODUCTION

Income and wealth inequality has widened over the last two decades

The US has seen widening income inequality over the last 45 years, as evidenced by growing Gini coefficient / index (Exhibit
9). Gini index measures the extent to which the distribution of income or consumption expenditure among individuals or
households within an economy deviates from a perfectly equal distribution. A Lorenz curve plots the cumulative percentages
of total income received against the cumulative number of recipients, starting with the poorest individual or household. The
Gini index measures the area between the Lorenz curve and a hypothetical line of absolute equality, expressed as a percentage
of the maximum area under the line. Thus a Gini index of O represents perfect equality, while an index of 100 implies perfect
inequality. In 2024, the index has a value of ~42, close to all-time highs.

EXHIBIT 9: The US has seen widening income inequality over the last 45 years, as evidenced by growing Gini
coefficient

US Gini Coefficient
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Source: FRED, Bernstein analysis

The growth in equality is even more stark when examined on the basis of wealth (Exhibit 10 to Exhibit 12). The top 1% in terms
of household by income account for 25% of US wealth today vs. just’ 17% in 1980. The next highest 19% account for 47% of
wealth, vs. 44% in 1990. In contrast, the middle 20% of Americans - the very definition of middle class - account for only 8% of
wealth, down from 13% in 1990.

EXHIBIT 10: The growth in equality is even more stark...  EXHIBIT 11: ... when examined on the basis of wealth
US Household Wealth (Net Worth) by Income Indexed US Household Wealth (Net Worth) by

Quintile ($tn, adjusted to 4Q25 dollars) Income Quintile ($tn, adjusted to 4025 dollars)

Source: Federal Reserve, Bernstein analysis Source: Federal Reserve, Bernstein analysis
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EXHIBIT 12: The top 1% in terms of households by income account for 25% of US wealth today vs. ‘just’ 17% in 1980

Share of Household Wealth (Net Worth) by Income Quintile
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The composition of that wealth is also dramatically different by group (Exhibit 13). The bottom 50% have almost half of their
wealth in real estate, with another 20% in consumer durables. In contrast, the top 0.1% only have 8% of their wealth in real
estate. Instead, it largely comprises corporate equities & mutual fund shares (53%) and private businesses (18%).

EXHIBIT 13: The composition of that wealth is also dramatically different by group

Assets by Wealth Percentile Group as a % of Total Assets (2025, Federal Reserve)

W Other assets

W Private businesses

@ DC pension entitlements

@ DB pension entitlements

@ Corporate equities and mutual fund shares
W Consumer durables

M Real estate

Top 0.1% 99-99.9% 90-99% 50-90% Bottom 50%

Source: Federal Reserve, Bernstein analysis
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EXHIBIT 14: Within the top 0.1%, corporate equities and mutual fund shares as a % of total assets has drastically
increased

Top 0.1%: Asset Type as a % of Total Assets Over Time (Federal Reserve)
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Source: Federal Reserve, Bernstein analysis

EXHIBIT 15: Of the bottom 50%, the mix of asset types has remained relatively steady, with real estate making up
~50% of total assets

Bottom 50%: Asset Type as a % of Total Assets Over Time (Federal Reserve)
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Source: Federal Reserve, Bernstein analysis

In BLS’ Consumer Expenditure Survey, the lowest 20% of the Americans by income have an average income of
$17k vs, the highest 20% at $265k; this gap has widened over the last two decades

Much of the analysis in this note uses the US Bureau of Labor Statistics’ Consumer Expenditure Survey, which splits Americans
into income quintiles. (Exhibit 16) In 2024, the lowest 20% earned, on average $17k per year. This will include individuals who
earned higher than this (i.e. the upper limited of the quintile) as well as students and individuals who are unemployed. The middle
20% of Americans earned $74k. The top 20% earned $265k. Indexed to 2004, the top 20% saw the strongest increase in their
income, followed by the next highlight 20% (Exhibit 17).
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EXHIBIT 16: In BLS’ Consumer Expenditure Survey, EXHIBIT 17: Indexed to 2004, the top 20% saw the
the lowest 20% of the Americans by income have an strongest increase in their income, followed by the next
average income of $17k vs, the highest 20% at $265k highlight 20%.

US income by quintile, indexed to 2004

US income by quintile (2024)
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein
Lowest 20% will included individuals such students and unemployed. i P ¥
Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein 4

analysis
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lll. TIME IS MONEY: KEY CONCLUSIONS

US Bureau of Labor Statistics; American Time Use Survey

For years (except in 2020 during COVID), the US Bureau of Labor Statistics has been running the American Time Use Survey.
Its goal is to provide “nationally representative estimates of how, where, and with whom Americans spend their time”. It is

also “the only federal survey providing data on the full range of non-market activities, from childcare to volunteering”. Sample
cases for the survey are selected monthly, ,,and interviews are conducted continuously throughout the year. Estimates are
released annually. In 2022, ~7,700 nationally representative individuals were interviewed. We note that sometimes categories
appear irrelevant for today’s world (i.e. time spent on “household and personal mail”) while others that are relevant today

were shoehorned into existing categories (i.e. video games are included in an overall ‘playing games’ category). This is likely
an attempt at maintaining the long-term consistency and integrity of the survey. Nevertheless, it can still directionally reveal
meaningful findings.

Low income Americans have steadily been working more, while higher income Americans have steadily been
working less

Over the last two decades, high-income Americans are spending less time on work and more on leisure; it's the reverse for low-
income. This trend is amplified when looking at the last five years only (Exhibit 18 and Exhibit 19).

EXHIBIT 18: Over the last two decades, high-income EXHIBIT 19: This trend is amplified when looking at the
Americans are spending less time on work and more on  last five years only
leisure
hange in aver hours work n an aver
Average hours worked on an average day day
(by income group) (byincome group)
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o _.
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8:2i 5 (0.08) 1
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T 4
76 +—+—m"—"7T"—"T"""—"T""""—"T"T"—"—""+—""—"1+—— (0257
IREEQEecdeTouOorosa a0 Quartile 1 Quartile 2 Quartile 3 Quartile 4
00 0000000000000 0000 C o
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Quartile1 === ====- Quartile 2
----- Quartile 3 Quartile 4
Source: US Bureau of Labor Statistics' American Time Use Survey, Bernstein
Source: US Bureau of Labor Statistics' American Time Use Survey, Bernstein analysis
analysis

Over the last five years, Americans with only a high school diploma saw reduced time spent on leisure and sports,
while Americans with a Bachelor's degree (and higher) saw increased time spent on leisure and sports

The US Bureau of Labor Statistics doesn’t have easily accessible data for time spent in total across the day by income (Exhibit
20). However, it does provide this by level of education, which we use as a proxy. In 2024, Americans with at least a bachelor's
degree spent ~17% of their day working or on work related activities (note that this average will include those who are
unemployed or choose not to work), this compares to ~14% for those with a high school diploma. This difference in work hours
comes largely at the expense of leisure & sports time. But when looking at the change over the last five years, Americans with
only a high school diploma saw reduced time spent on leisure and sports, while Americans with a Bachelor’s degree (and higher)
saw increased time spent on leisure and sports (Exhibit 21).
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EXHIBIT 20: Americans with at least a bachelor’s degree
work more and have less leisure time than those with
only a high school diploma

Share of average day, by activity (2024)
W Other

8.8% O Caring for and helping
household members

B Purchasing goods and
services

O Eating and drinking

@ Household activities

O Working and work-related
activities

B Leisure and sports

M@ Personal care activities

High school graduates,
no college

Bachelor's degree and
higher

Source: US Bureau of Labor Statistics' American Time Use Survey, Bernstein
analysis

8 June 2026

EXHIBIT 21: But over the last five years, Americans with
only a high school diploma saw reduced time spent on
leisure and sports, while Americans with a Bachelor’s
degree (and higher) saw an increase.

r activit

hange in aver hour nt

(2019-24)

Personal care activities

. (0.21)
Leisure and sports

Woarking /

work-related activities  (g.21)

Household activities

Eating and drinking

W High school graduates, no college @ Bachelor's degree and higher

Source: US Bureau of Labor Statistics' American Time Use Survey, Bernstein
analysis

Low income Americans have reduced their time spent watching TV (though still watch more than higher income
Americas);high income Americans spent more time (and have also increased relative time spent on) playing

games / computer for leisure use and sports / exercise

Within leisure, in 2024 high-income Americans overindex to socializing, reading and participation in sports & exercise (Exhibit
22). Low-income overindex to watching TV, playing games/computer and general relaxation. Looking at the change in the

last five years, high-income Americas spent incremental leisure time on playing games/computer, general relaxation, reading
and sports & exercise (Exhibit 23). Lost leisure time for low-income has mainly come from watching TV, sports & exercise and

reading.
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EXHIBIT 22: Within leisure, in 2024 high-income
Americans overindex to socializing, reading and
participation in sports & exercise

nton leisure an rt tivi

(2024)
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O Other
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exercise and recreation

@ Reading

M Relaxing/thinking

@ Playing games /
computer for leisure

46.8% s
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@ Watching TV

Income quartile 1 Income quartile 4

Source: US Bureau of Labor Statistics' American Time Use Survey, Bernstein
analysis
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EXHIBIT 23: Looking at the change in the last five years,
high-income Americas spent incremental leisure time
on playing games/computer, general relaxation, reading
and sports & exercise

WatchingTy (0-14)

Socializing
& communicating

Playing games /
computer for leisure

Relaxing/thinking

Reading

Participating in sports,
exercise and recreation

(0.07)

Other (0.03)

B Income quartile1 @ Income quartile 4

Source: US Bureau of Labor Statistics' American Time Use Survey, Bernstein
analysis

Exhibit 24 and Exhibit 25 repeats the above analysis but by education level, and we find a similar (though not exact) pattern.

EXHIBIT 24: We repeat the above analysis but by
education level...

O Other

M Participating in sports,
exercise and recreation

O Reading

B Relaxing/thinking

O Playing games /
computer for leisure

47.3%

B Socializing
& communicating

@ Watching TV
High school graduates, Bachelor's degree and
no college higher

Source: US Bureau of Labor Statistics' American Time Use Survey, Bernstein
analysis

GLOBAL COLLABORATION

EXHIBIT 25: ... and we find a similar (though not exact)

pattern
: i leisi
and sports, by activity (2019-24)
watchingTv  (0-30)
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computer for leisure 0.18
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Source: US Bureau of Labor Statistics' American Time Use Survey, Bernstein
analysis
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IV. MONEY TALKS: KEY CONCLUSIONS

The lowest 40% of American by income tends to spend more than they earn (incl. relying on savings, loans and
pensions); in contrast the highest 20% save / invest a considerable amount of their income

Exhibit 26 illustrates total expenditure as a share of income over the last two decades by income quintile using data from the
US Bureau of Labor Statistic’s Consumer Expenditure Survey. The lowest 40% of American by income tends to spend
more than they earn (incl. relying on savings, loans and pensions). All Americans spent a smaller share of their income during
the COVID years, but this was especially pronounced for the bottom 20%. In contrast, the highest 20% if households by
income save / invest a considerable amount of their income, only spending ~70% of their income on what BLS defines as
“expenditure” (see definitions in appendix).

EXHIBIT 26: The lowest 40% of American by income tends to spend more than they earn (incl. relying on savings,
loans and pensions); in contrast the highest 20% save / invest a considerable amount of their income

Expenditure as % of post-tax income
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein analysis

Low income Americans have experiences increasing pressure on necessities, high come Americans are saving and
investing more

Exhibit 2 7illustrates the share of expenditure by type for the lowest, third and highest 20% of Americans by income. A few
things stick out. Shelter accounts for ~26% of expenditure for the lowest 20% vs. ~18% for the highest 20%. In contrast,

the highest 20% allocate 20% to personal insurance/pensions vs. just 2% for the lowest 20%. The lowest 20% spend
disproportionately more of their income on utilities/fuel food at home and health care.
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EXHIBIT 27: The lowest 20% spend disproportionately more of their income on shelter, utilities/fuel food at home

and health care.

Share of expenditure, by type & income (2024)

23.2% 23.3%

26.2%

Lowest 20% Third 20%

Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein analysis

20.4%
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O Apparel and services
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O Food away from home

B Food at home

B Vehicle purchases (net outlay)

@ Utilities, fuels, and public services
B Personal insurance and pensions

M Shelter

Low-income Americans have experienced increasing pressure on necessities, high-income Americans are saving and
investing more. Housing, health insurance and food have increasingly been eating into household expenditure for low- and
middle-income Americans. This is especially true for housing pressures on middle class Americans in the last five years. High
income Americans have been increasing allocations to savings/investments, pensions, and vehicles (Exhibit 28 and Exhibit 29).
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EXHIBIT 28: Low-income Americans have experienced
increasing pressure on necessities...

Change in expenditure, by type & income (2004-
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EXHIBIT 29: ... high-income Americans are saving and

investing more

Change in expenditure, by type & income (2019-
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analysis

Over the last five years, certain categories/sectors have become significantly more K-shaped, while others have

seen a moderation

Each sectors’ implied sales are distributed across income cohorts in a different way (Exhibit 30). Within our coverage, vehicle
purchases are the most K-shaped, with the top 20% of earnings spending 6.9x more in 2024 than the low income earners
(Exhibit 31). This is followed by alcoholic beverages (5.7x), food away from home (4.6x) and personal care products and
services (4.2x). Medical services (3.5x), apparel (3.4x) and health insurance (2.9x) sit middle of the pack. Most egalitarian
are housekeeping supplies (2.6x), food at home (2.4x), drugs (2.3x) and tobacco (0.8x). Over the last five years, vehicle
purchases, food away from home and personal care products have become more K-shaped. Alcoholic beverages, medical
services, apparel, housekeeping supplies and good at home have become less K-shaped. (Exhibit 32).
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EXHIBIT 30: Each sectors’
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lied sales are distributed across income cohorts in a different way
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EXHIBIT 31: Cars, alcoholic beverages and food away from
home are some of the most K-shaped sectors, with
tobacco and food at home being the least

Bernstein K-Shaped index (annual expenditure
ratio top 20% earner to bottom 20% earners,

2024)
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and public services

Tobacco products
and smoking supplies

Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein
analysis
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EXHIBIT 32: Over the last five years, vehicle purchases,
food away from home and personal care products have
become more K-shaped. Alcoholic beverages, medical
services, apparel, housekeeping supplies and good at
home have become less K-shaped.
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V. CONSUMER CONFIDENCE

The University of Michigan publishes a monthly consumer sentiment index to assess near-time consumer attitudes on the
business climate, personal finance, and spending in the US. The index is normalized to have a value of 100 in the first quarter

of 1966. At an aggregate level, consumer confidence has plummeted to peak-pandemic levels in May-26, reaching 51.6 ona
3mth trailing basis (Exhibit 33).

EXHIBIT 33: Consumer sentiment have fallen to record lows in 2026
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Source: University of Michigan, Bernstein analysis

Whilst consumer sentiment has weakened in all income terciles, with all income groups more pessimistic about their prospects,
the bottom income tercile has consistently seen the lowest consumer confidence over the last 3 years (Exhibit 34). The bottom

income tercile has sustained a large consumer confidence discount against the other two income terciles, which has worsened
sequentially in 2026 (Exhibit 35).

EXHIBIT 34: In particular, the bottom income group have seen the lowest consumer confidence over the last 3
years...
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Source: University of Michigan, Bernstein analysis
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EXHIBIT 35: ...Sustaining a large consumer confidence discount to the other two income groups

Bottom 33% by income consumer sentiment vs. other income groups - premium/(discount) (3mth trailing)
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Source: University of Michigan, Bernstein analysis
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VI. SECTOR DEEP-DIVES
ALCOHOLIC BEVERAGES - NADINE SARWAT & TREVOR STIRLING

Time: Socializing & communicating

We have long emphasized the role of alcohol as a social lubricant in society, and therefore the fact that its consumption centers
around social occasions (see: Weekend Consumer Blast: Health & wellness has reached a fever pitch for alcohol... The fever
might be starting to break. and Weekend Consumer Blast: Confessions of a 'Sin' Analyst... What covering booze and weed has
taught me). Over the last two decades, the average time spent socializing and communicating has fallen for all income cohorts

and was most pronounced in the 1% quartile (i.e. low-income) Americans. Over the last five years, the reduction in time spent
socializing and communicating has been most pronounced in the middle class (quartile 2 & 3).

EXHIBIT 36: Over the last two decades, the average time  EXHIBIT 37. Over the last five years, the reduction in time
spent socializing and communicating has fallen forall  spent socializing and communicating has been most
income cohorts and was mast pronounced in the 1st pronounced in the middle class (quartile 2 & 3).
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Expenditure: alcoholic beverages

Between 2007 and 2019, the share of annual household expenditure spent on alcoholic beverages (in the off-premise, as
measured by BLS' consumer expenditure survey) was broadly flat at ~0.9%. This has stepped down to ~0.8% over 2020 to
2024. However, we note that part of this is explained by the on-premise (see further below).

EXHIBIT 38: Between 2007 and 2019, the share of annual household expenditure spent on alcoholic beverages (in
the off-premise, as measured by BLS’ consumer expenditure survey) was broadly flat at ~0.9%. This has stepped
down to ~0.8% over 2020 to 2024
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein analysis

The share of household expenditure allocated to alcohol differs by income. The lowest 20% of households by income spent
~0.7% of household income on alcoholic beverages, the lowest of all cohorts. This income cohort has also seen the biggest
decline in the share of household expenditure allocated to alcohol over the last two decades. In contrast, the higest 20% of
households spend almost ~19% of their expenditure on alcohol. This has reduced over the last two decades, but by the lowest
amount vs. other cohorts. It has also seen little change over the last five years.

EXHIBIT 39: The share of household expenditure EXHIBIT 40: The lowest 20% of households by income
allocated to alcohol differs by income have seen the biggest decline in the share of household
expenditure allocated to alcohol over the last two
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An alternative dataset is the Bureau of Economic Analysis's (BEA) personal expenditure data (Exhibit 42 and Exhibit 43).
Crucially, this dataset is superior to BLS’s Consumer Expenditure Survey because (i) it takes into account both off-premise and
on-premise spending, and (i) it is updated on a monthly basis. We also find a strong historical correlation between this dataset,
and our bottom-up estimates of per capita alcohol consumption (Exhibit 41). However, the dataset cannot be dissected at an
income level.

This BEA dataset reveals that Americans spent ~1.93% of their personal expenditure on alcohol in 2025. This is actually 4bps
higher than in 2019. We see three potential reasons for this:

¢ On-premise spending. The entirety of this increase is from on-premise spending. In 2015, Americas spent 0.82% of
personal expenditure on beverage alcohol in the on-premise. This is 3bps higher than what they spent in 2019. Part of this
is due to pricing. On-premise pure pricing has increased faster off-premise categories for all alcohol categories. This is
especially true for spirits, where on-premise spirits pricing exceeded CPI by 3%pts (Exhibit 44). For more see: US Spirits: A
$20+ cocktail... in this economy? No thanks. A deep-dive into spirits pricing.

¢ Premiumization during COVID. Premiumization has been a constant (on average) in US alcohol for decades. COVID saw
even greater premiumization (especially in full-strength spirits) as consumers were stuck at home and flush with stimulus
checks. Consumers might not have been drinking dramatically more, but they were drinking better. We are seeing selective
downtrading today as wallets are under pressure, but clearly this has contributed to higher expenditure.

* The growth of spirits-RTDs. Spirits-RTDs have seen strong growth in the last few years. Part of the volume is being
sourced from light beer, and part from full-strength spirits. In both cases, spirits-RTDs on a per-alcohol-unit basis is more
expensive than the volume that they are cannibalizing (i.e. beer or full-strength spirits). However, today’s cash strapped
consumer is primarily concerned with cash outlay, rather than price per unit. The result is that while alcohol volume
consumed is down, spending can be similar.

EXHIBIT 41: We also find a strong historical correlation between the BEA dataset, and our bottom-up estimates of
per capita alcohol consumption.

US Per Capita Alcohol Consumption, LPA

105 4 | 1984 National Minimum
' Drinkil
rinking Act
10.0 A g
1
1
9.5 1
1
1
1
9.0 4 I
1
1
85 A :
1
1
. 1
8.0 - .
! \
7.5 A 1 1
1 -
1
1
O e o e S B EE S S m s m e e e e S S A E E s m s s s s e p S B E S e e
N OO A M s~ OO A M n s~ OO A o0 NSNS S OO S MmN NSO A NS DA MmN SNSO  MNon
S ST NN W W W W W W WO NSNS MSMDMNMTMSMODOOXN OO O OOy O OO OO0 ™ o oo = = o &N
a0 OO0 O O O OO0 0 0 000 0O o0
L T T T T B T T e B B T T B I T I O I o B T T O R IO T O TR o IR o B VA O o B o I o I N I SV S A o I SN I o

Source: DISCUS, BMI, Nielsen, NABCA, Bernstein analysis and estimates

GLOBAL COLLABORATION BERNSTEIN \ SOCIETE GENERALE GROUP 25



Nadine Sarwat, CFA +44 20 7676 6849 nadine.sarwat@bernsteinsg.com 8 June 2026

EXHIBIT 42: This BEA dataset reveals that Americans spent ~1.93% of their personal expenditure on alcohol in
2025. This is actually 4bps higher than in 2019

US Alcohol: Share of Personal Expenditure
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Source: BEA, Bernstein analysis
EXHIBIT 43: This BEA dataset reveals that Americans spent ~1.93% of their personal expenditure on alcohol in
2025. This is actually 4bps higher than in 2019.

US Alcohol: Share of Personal Expenditure by Type
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EXHIBIT 44: On-premise pure pricing has increased faster off-premise categories for all alcohol categories. This is
especially true for spirits, where on-premise spirits pricing exceeded CPI by 3%pts.

US Cumulative Inflation: 2020-25
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Source: BLS, Bernstein analysis

Exhibit 45 illustrates the Bernstein K-shaped index for alcohol, capturing the ratio of annual expenditure on alcohol for the top
20% of earnings to the bottom 20% of earners. The higher the multiple, the more unequal spending is. Between 2014 and
2018, the ratio increased from ~4.5x to almost ~8.0x. Alcohol consumption per capita was largely stable (on average) over this
time period, and so a major contributor to the increase in multiple is likely premiumization, especially amongst spending of high
earnings. 2020 also saw a spike in the multiple, reflective of the premiumization seen during COVID. However since then, the
multiple has contracted to just below ~6.0x in 2024 (albeit still above 2004 levels) (Exhibit 46).

EXHIBIT 45: The Bernstein K-shaped index for alcohol EXHIBIT 46: While the multiple has contracted since the
captures the ratio of annual expenditure on alcohol for peaks of COVID, it is still above the levels seen in the
the top 20% of earnings to the bottom 20% of earners. 2000s
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FOOD & RESTAURANTS - DANILO GARGIULO, ALEXIA HOWARD & CALLUM ELLIOTT

Time: eating and drinking

In the past we argued that the continued efforts of restaurants to increase speed of service and convenience has resulted in
greater efficiencies in the store and in less time spent eating and drinking by consumers. This effect is also explainable by the
growth of fast food continuing to outpace the demand growth for full service restaurants - with evident results that consumers
spend less time overall eating away from home when they do dine out.

While on average the number of hours spent per day eating and drinking has declined secularly, after the pandemic we note
that consumers with less than a high school diploma are now spending much more time on eating and drinking (Exhibit 47
and Exhibit 48). We believe this may be the consequence of two main factors: (1) The increase in cooking from scratch that
occurred early in the pandemic, (2) Compression of spending of food away from home for low income consumers, who tend to
disproportionately visit fast food establishments relative to higher income consumers.

The increase in cooking from scratch occurred early in the pandemic, and has been spurred by the Make America Healthy
Again movement. We also note that older people who are on lower fixed incomes but have more time on their hands because
they are retired may well be using cooking from scratch with cheaper ingredients (e.g. a smaller portion of animal protein with
more emphasis on beans and pulses) to make their food dollars go further, particularly after the intense food inflation we saw in
2022/3.

EXHIBIT 47: Less educated Americans are now spending  EXHIBIT 43: Time spent on eating and drinking was

more time on eating and drinking than they were before generally decreasing across most educational cohorts

the pandemic. before the pandemic, but this has picked up across all
groups since then
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Expenditure: food by channel

Food at home spending was generally declining modestly as a % of total annual expenditures before the pandemic. But there
was a marked upward reset between 2020 and 2022 as more people started to work from home and as food prices escalated
sharply, followed by some fairly stable years since then (Exhibit 49 and Exhibit 50).

The ratio of spending on food at home between top earners and bottom earners has remained fairly stable over the long
term, although it compressed during the financial crisis of 2008/9 and again as pandemic stimulus spending kicked in during
2021/22. More recently this ratio has restabilized to more normal levels (Exhibit 51 and Exhibit 52).
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Food away from home spending was broadly stable as a share of total annual expenditures prior to the pandemic (around 5.5%),
followed by a sharp contraction in 2020 and a recovery thereafter. However, this recovery has been:

¢ Incomplete: On average, consumers are now spending ~5% of their total annual expenditures on food away from home vs
~5.5% pre-pandemic.

¢ Uneven: lower-income households have trailed other income cohorts on the speed of recovery.

Stepping back, over the past two decades, lower-income cohorts have reduced their share of wallet allocated to restaurants
by ~40bps, with the most pronounced pullback occurring in the last five years. By contrast, higher-income households have
demonstrated greater resilience, with more modest long-term declines in spending share, which highlights increasingly
discretionary nature of restaurant spending and its sensitivity to income (Exhibit 53 and Exhibit 54).

Similarly, the ratio of spending on food away from home between top earners and bottom earners narrowed gradually from the
mid-2000s through the late 2010s, declining from ~5.0x to ~4.3x—4.4x as participation broadened across income groups, likely
thanks to increasing disposable income that resulted in greater spend at restaurants for consumers who previously could not
afford eating away from home. However, this trend has reversed in the post-COVID period. The top-to-bottom spending ratio
has re-expanded to ~4.6x, increasing by ~0.4x since 2019, only marginally retracting in 2024 as restaurants started pursuing
a discounting and promotional strategy to re-entice consumers back to restaurants amid falling traffic trends (Exhibit 55).

We think lower- and middle-income households are increasingly trading down or substituting toward food at home or other
discretionary items, as the pricing inflation gap between restaurants and other consumer categories has widened during the
Pandemic. On the other hand, higher-income households continue to sustain frequency and, in some cases, trade up - resulting
in an increased need for a barbell pricing and menu strategy to attract both ends of the consumer spending spectrum. (Exhibit
56).

EXHIBIT 49: Food at home spending was generally EXHIBIT 50: This upward step in spending on food
declining modestly as a % of total annual expenditures at home since the pandemic began has been most
before the pandemic. But there was a marked upward pronounced among lower income households
reset between 2020 and 2022
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EXHIBIT 51: The ratio of spending on food at home
between top earners and bottom earners compressed
during the financial crisis of 2008/9 and again as
pandemic stimulus spending kicled in in 2021/22.
More recently this ratio has restabilized to more normal
levels
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EXHIBIT 53: Food away from home spending declined
modestly as a % of total annual expenditures pre-
pandemic, followed by a sharp contraction in 2020 and
a partial recovery thereafter. The recovery remains
incomplete, particularly for lower-income cohorts.
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EXHIBIT 52: The ratio of spending on food at home
between top earners and bottom earners has remain
fairly stable over the long term, although certain events
like the financial crisis or stimulus spending seems to
have compressed this ratio temporarily
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EXHIBIT 54: The decline and subsequent recovery in food
away from home spending has been uneven across
income groups, with lower-income households seeing
the largest sustained reduction in share of wallet
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EXHIBIT 55: The ratio of spending on food away from
home between top earners and bottom earners
compressed over the long term through the mid-2010s,
but has re-expanded after the pandemic only to dip
againin 2024
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EXHIBIT 56: Food away from home has become more
K-shaped in recent years. While the long-term trend
showed mild compression (2004-2019), the top-to-
bottom spending ratio has widened by ~0.4x since 2019
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SPORTSWEAR AND APPAREL - ANEESHA SHERMAN & WILLIAM WOODS

Time: participating in sports, exercise and recreation

The data points to a clear and persistent income-based divergence in participation in sports, exercise, and recreation. Higher-
income cohorts, particularly in quartilis 3 and 4, have steadily increased the time allocated to these activities over the past
two decades, while low-income consumers (quartile 1) have showed the opposite trend off of an already lower base (Exhibit
57-Exhibit 58). This gap has widened meaningfully over time, suggesting that engagement in health and wellness trends has
become increasingly skewed toward more affluent households, who are now spending less time on work and more time on
leisure, while the reverse is true for low-income cohorts.

Looking ahead, we expect structural tailwinds to remain supportive of participation in sports, exercise, and recreation, especially
for higher-income consumers. Ongoing health and wellness trends should continue to benefit higher-income consumers, who
have greater access, ability to afford, and willingness to invest in such lifestyles. However, improving access to GLP-1 therapies
— particularly as costs decline — could help broaden participation over time. As a result, while the current gap is likely to persist,
we expect to see some moderation once lower-income participation in sports, exercise, and recreation stabilize, even as higher-
income cohorts remain the primary drivers of growth.

EXHIBIT 57: Over the last two decades, the average time  EXHIBIT 58: Over the past five years, increases in time
sepnt on sports, exercise, and recreation has increased spent on exercise and recreation have been most

for higher-income cohorts, but has decreased for 1st pronounced among upper-middle-income consumers
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Expenditure: apparel and services

The share of annual expenditure spent on Apparel and Services in the US has been declining over the past two decades

across income cohorts (Exhibit 59). Apparel & Footwear (A&F) price increases have lagged wage inflation, while the increasing
prevalence of fast fashion has lowered the cost of staying on trend. At the same time, consumers have allocated a greater share
of their budgets toward necessities (e.g., housing, healthcare, food), putting pressure on discretionary categories like apparel.

While the overall trend is consistent across income groups, spending remains structurally skewed toward higher-income
consumers. High-income cohorts continue to spend significantly more on apparel in absolute terms, with the gap versus lower-
income consumers broadly stable at ~3.4x over time (Exhibit 6 1). More recently, however, there has been some divergence

in direction of spend: over the past five years, low-income consumers (1 . quartile) have are spending more on apparel as a
percent of their total expenditure, while higher-income cohorts have continued to modestly reduced their share of spend on
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apparel (Exhibit 60).

8 June 2026

However, Sportswear continues to take share within Apparel, supported by rising participation in sports, exercise, and
recreation, particularly among higher-income cohorts (as discussed above). As participation intensity increases and health
and wellness become more embedded in daily routines, this is driving higher frequency of use, faster replacement cycles,
and greater willingness to spend on Sports Apparel and Footwear. As a result, Sportswear remains well positioned to grow
ahead of GDP and Apparel and Footwear (A&F), supported health and wellness trends as well as continued casualization and
premiumization trends. More detail: The Long View: Global Sportswear - Evolution of the sector over the next decade

EXHIBIT 59: Apparel’s share of annual expenditure has
been steadily shrinking as the relative cost of clothing
has declined and consumers allocate a greater share of
their budgets to neccessities (e.g., housing, healthcare,
food)
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EXHIBIT 60: In contrast to the overall trend, over the

past five years, low-income consumers (1st quartile)

are spending more on apparel, as they've spent less on
vehicle purchases, food away from home, and education
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EXHIBIT 61: While apparel has become less K-shaped over
the last two decades, the sector remains moderately K-
shaped, with high-income consumers still spend 3.4x

8 June 2026

EXHIBIT 62: High-income consumers spend 3.4x more
than low-income consumers on apparel as of 2024, vs.
4.3xin 2004
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HOUSEHOLD & PERSONAL CARE PRODUCTS - CALLUM ELLIOTT

The data across HPC varies markedly between Household and Personal Care. Across Household, we see broad-based declines
in share of wallet over the past twenty years and five years across all income cohorts. Counter to the K-Shaped narrative, the
ratio of spending between high-income consumers and low income consumers has actually narrowed consistently over the past
twenty years and the past five years. What K-Shaped Economy? (Exhibit 63 to Exhibit 66).

The personal care data show the opposite. Whilst the data are volatile, with no obvious concerted trend over the longer term,
there is some evidence of K-Shaped pressures over the past couple of years, with a higher proportion of spending being driven
by higher-income consumers, perhaps as a result of the PC companies doing a better job of innovating at premium price points
(Exhibit 67 to Exhibit 70).

EXHIBIT 63: Across Household, we see broad-based EXHIBIT 64: ... over the past twenty years and five years
declines in share of wallet... across all income cohorts
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EXHIBIT 65: Counter to the K-Shaped narrative, the ratio
of spending between high-income consumers and low
income consumers has actually narrowed consistently...

EXHIBIT G6: ... over the past twenty years and the past
five years
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein
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analysis
EXHIBIT 67: The personal care data show the opposite EXHIBIT 68: Whilst the data are volatile, with no obvious

concerted trend over the longer term...
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EXHIBIT 69: there is some evidence of K-Shaped
pressures over the past couple of years, with a higher
proportion of spending being driven by higher-income
consumers...

PERSONAL CARE PRODUCTS AND SERVICES
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EXHIBIT 70: ... perhaps as a result of the PC companies
doing a better job of innovating at premium price points

PERSONAL CARE PRODUCTS AND SERVICES

Change in Bernstein K-Shaped index

0.3x

2004-24

2014-24 2019-24

BERNSTEIN \ SOCIETE GENERALE GROUP

Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein

37



Nadine Sarwat, CFA +44 20 7676 6849 nadine.sarwat@bernsteinsg.com 8 June 2026

TOBACCO - CALLUM ELLIOTT

Tobacco is very unusual in the sense that it's the only category of consumer spending captured in the BLS data, to which high-
income consumers “under-index” - the top 20% of US earners are responsible for only around 15% of spending on tobacco
products, which is also reflected in it being the only category which scores less than 1.0x on our K-Shaped Index. In this sense,
our view is that this “K-Shaped” debate is somewhat less relevant for the tobacco sector than most other areas of consumer
spending (Exhibit 71 to Exhibit 74).

EXHIBIT 71: Tabacco is very unusual in the sense that it's EXHIBIT 72: Share of household expenditure on tobacco

the only category of consumer spending captured in has fallen across all income cohorts over the last two
the BLS data, to which high-income consumers “under- decades
index”
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TOBACCO PRODUCTS AND SMOKING SUPPLIES
SUPPLIES hange in aver hare of annual
Average share of annual expenditure expenditure (2004-2024)
1.8% - Lowest 20% Second 20% Third 20% Fourth 20% Highest 20%
- 0.05%
1.4% -
1.2% A (0.05%)
1:0% (0.10%)
0.8% A
—— (0.15%)
0.4% {0.20%)
0.2% A (0.25%)
) (0.30%)
(0.35%)

02004-24 W2019-24

Highest 20%

Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein

Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein ~ analysis
analysis

EXHIBIT 73: The top 20% of US earners are responsible EXHIBIT 74: In this sense, our view is that this “K-
for only around 15% of spending on tobacco products, = Shaped” debate is somewhat less relevant for the

which is also reflected in it being the only category tobacco sector than most other areas of consumer
which scores less than 1.0x on our K-Shaped Index. spending.
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MEDIA - LAURENT YOON

Time: watching TV

TV viewing time per person has declined over the past 20 years, with the drop becoming particularly pronounced since

2019 (Exhibit 77). We attribute this primarily to three key factors: (1) the number of traditional pay-TV households has fallen
sharply as users rapidly switched to cheaper streaming subscriptions during the lockdown period, and as traditional media
companies launched their own alternatives to Netflix (e.g., Disney+ in November 2019 and HBO Max in May 2020) (Exhibit 75);
(2) streaming users spend less time watching (<2 hours per day) than traditional linear TV viewers did (around 5 hours per day
in 2019), as linear schedules encouraged “appointment viewing”; and, most importantly, (3) the expansion of entertainment and
attention alternatives, particularly with the rise of social media.

Additionally, the K-shaped economy appears to be influencing TV viewing behavior. The maost notable insight is that lower-
income quartile has reduced their viewing time significantly more than the highest quartile in recent years (Exhibit 76). We
attribute this pattern to the lower-income segment increasing its working hours, shifting consumption to social media/short-
form content on mobile devices.

The decline in viewing time appears to have affected the traditional linear TV model, but has not had a negative impact on the
streaming business. Subscriber numbers among major platforms in the U.S. have continued to rise (Exhibit 78), as have prices
(Exhibit 79), despite a slowdown in engagement growth on some platforms (Exhibit 80).

EXHIBIT 75: The number of traditional pay-TV households has fallen sharply as users rapidly switched to cheaper
streaming subscriptions

Number of Linear TV Subscriber in US (in 000's)
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= Total Traditional Pay TV = Total vYMVPD ==a==Traditional YoY growth %
=== \MVPD YoY growth %  ==e==Total YoY growth %

Both the traditional Pay TV and vMVPD subscribers are based on the sum of the major players in the industry.
Source: Company reports, SNLK, Bernstein estimates and analysis
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EXHIBIT 76: Lower-income quartiles have reduced their
TV viewing time significantly more than the highest
quartile
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EXHIBIT 77: TV viewing time per person has declined over

the past 20 years, with the drop becoming particularly

pronounced since 2019
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EXHIBIT 78: Streaming subscribers in the US have continued to rise despite the (-shaped economy dynamics

Domestic Subscriber Number (in millions)
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Source: Company reports, SNLK, Bernstein estimates and analysis
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EXHIBIT 79: Netflix has raised prices every 12 to 18 months, but Ad-tier remains an affordable option
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EXHIBIT 80: US CTV viewing time has been stable in recent quarters

Note: Nielsen had a methodology change in 1026 so total viewing minutes may not be comparable to prior quarters

US CTV Total Viewing Time (in billion minutes) and Share by DTC Service
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AUTOS - STEPHEN REITMAN

According to data published by Cox Automotive in January 2026, the proportion of new-car buyers with incomes of less

than $100,000 had dropped from 50% in 2020 to 37% in 2025, while the proportion of buyers with incomes of more than
$200,000 has risen from 18% to 29% during the same time period. In short, the average auto buyer is getting wealthier, the
very definition of the K-shaped economy. Indeed, the record-low consumer confidence that we see in the US is a misleading
predictive factor regarding the automotive market due to the relative affluence of most new vehicle buyers. Carmakers have
increasingly been pricing millions of Americans out of the new-vehicle market, including by cutting entry-level vehicle lines such
as small cars. Cox data shows that the average transaction price (ATP) of a new vehicle in the US has risen from $37,851 in
January 2020 to $50,326 in December 2025, an increase of 33%. Meanwhile, the median household income in the US was
$83,730in 2024, according to the US Census Bureau, an increase of 24% since 2020 ($67,5621) so materially below the rate of
new vehicle ATP growth.

A study by consultants Plante Moran found a third of the US population cannot afford new vehicles, with very limited choices for
those who may be on the fence. There are ~110 “affordable” models, in relative terms, for household incomes of $65,000 or
less compared with more than 250 “affordable” models for those with incomes of up to $105,000, according to the study (link).
In2010, 96 models sold at a sticker price at or above $40,000 according to Edmunds. In 2025, 156 models were offered
$60,000, the inflation adjusted equivalent to 2010’s $40,000. At the other end of the spectrum, there has been a marked
reduction in budget models. In 2010, there were 25 models priced at around $20,000 or less. In 2025, there were only 20
models available at ~$30,000, the inflation adjusted equivalent to 2010's $20,000. An exemplar of this trend can be found with
Stellantis’ Jeep brand. Back around 2016, Jeep's US lineup of about a half-dozen nameplates ranged in starting price from ~
$17,000 to $30,000. Today, starting prices on Jeep's US vehicles range from just shy of $30,000 for the Compass to $64,000
for the Grand Wagoneer, which tops out at just over $100,000. The surge in Jeep pricing drove profitability up to 1H24 (as Jeep
recognizes revenue and profit when the vehicle is wholesaled to the dealer, not when the vehicle is retailed by the dealer), but
caused a disastrous drop in US market share. Jeep’s share of the US market fell from 5.3% in 2016 to only 3.6% in 2025.

The inexorable rise in ATPs has put more pressure on monthly household budgets. According to data from Edmunds, the share
of new-car buyers committing to monthly payments of $1,000 or more reached a record high of 20.3% of all financed new-
vehicle purchases in 4Q25, up from 19.1% in 3Q25 and 18.9% in 4Q24. The average monthly payment on financed new-
vehicle purchases reached a new all-time high of $772 in 4Q25 compared to $754 in 3Q25 and $754 in 4Q24. The average
amount financed for new-vehicle purchases climbed to a record $43,759 in 4025 compared to $42,647 in 3025 and $42,113
in 4Q24. Edmunds also reports that 84-month or longer loans made up 20.8% of financed new-car purchases in 4Q25, well
above the 17.9% share seen in 4Q24, underscoring consumers' continued reliance on extended loan terms as an affordability
tool.
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EXHIBIT 81: Auto purchases average share of annual EXHIBIT 82: Auto purschases - change in share of annual
expenditure expenditure
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EXHIBIT 83: Auto purchases EXHIBIT 84: Auto purchases
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The US has increasingly come back into focus as China, once the main growth engine for German premium car manufacturers,
has become a major headache. Demand in the Middle Kingdom has shifted at a dizzying pace away from combustion engines to
fully battery electric and plug-in hybrid vehicles. The German carmakers do offer zero emission vehicles, although until recently
they have struggled to match the pace of technical innovation of Chinese brands such as Xiaomi and BYD. But their biggest
challenge is that the main growth in BEV demand continues to be in lower priced sub-premium sectors where the Germans
have tended not to operate - there is simply very constrained demand for premium BEVs in China as affluent buyers prefer
combustion ICE vehicles. So the German makers have held on to or even grown their share of the ICE market in China, but this is
a share of a rapidly shrinking pie. This is why maintaining and growing their presence in the US market is so critical.

The US Administration’s withdrawal of support for clean vehicles such as the abolition of the IRA tax and lease credits for BEVs
and the dismantling of the Obama-Biden greenhouse gas regulations has forced a rethink of certain investment decisions but
provides further opportunities for selling ICE and PHEV technologies in a market that has continued to support rising prices and
strong profitability, even with the tariff headwinds that were introduced last year. US vehicle average transaction prices (ATP)
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have doubled from around $25,000in 2010 to over $50,000 in 2025, with a marked acceleration visible post COVID (ATPs

in 2020 were around $35,000). This has provided a bonanza for the German carmakers whose US profitability levels exceeds
their global average. BMW, Mercedes and Porsche have increased their unit sales in the USA between 2019 and 2025 by 19%,
5% and 25% respectively Exhibit 85 , against an overall market decline of 4%, while increasing their average transaction prices
between January 2019 and April 2026 by 22%, 25% and 26% respectively.

EXHIBIT 85: ATPs in the US auto market since January EXHIBIT 86: Detroit Three manufacturers have priced
2019 have on average risen by 35% more aggressively in the US autos market relative to
foreign brands
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The higher mix/higher price environment and the elimination of the requirement to sell margin-sapping BEVs whose high
battery costs significantly reduce contribution margin vs equivalent ICE models has also led to strong returns in North America
for GM and Ford (both not covered). Stellantis on the other hand stands as a stark warning of the dangers of losing sight of
one's customers. Encouraged by the strong recovery in new vehicle demand as the US emerged from COVID lockdowns, it
raised its prices at a faster rate than its cross-town rivals and was slower to course correct when vehicle supply became more
plentiful, especially once post-COVID semiconductor shortages eased. Meanwhile, rises in interest rates were also eating into
affordability. Data from Cox Automotive shows that between January 2019 and February 2024, Jeep had raised its average US
transaction price by 54% to $56,087 and Ram’s ATP was up 48% to $70,312, so well above the 29% increase to $47,244 over
the same period in the average new vehicle transaction price. Over the same period, Ford raised its ATP by 29%, Chevrolet by
27% and GMC by 40% Exhibit 86.

Stellantis brand customers have typically lower incomes than those buying GM and Ford products - data from October 2023
customers were at $68,000, and Ram were at $69,000. The same data set shows Ford customers at a median household
income of $77,000 while GM’s GMC, Buick and Chevrolet customers were at $82,000, $80,000 and $75,000 respectively. By
comparison, the average median household income for BMW buyers was >%$100,000, > $100,000 for Mercedes buyers (our
estimate) and >$300,000 for Porsche buyers.

Back in October 2024, a Stellantis US dealer succinctly summed up to us in a Bernstein webinar the problem the group was
facing after the market turned, “/ have customers coming in to buy a Jeep Grand Cherokee expecting to pay $40,000 and I've

got rows of Grand Cherokees in my lot at over $60,000 with luxury features such as massaging seats that our customers just
cannot afford” (link). While GM reported North America adjusted EBIT of $14.5bn in 2024 (9.2% margin) and $10.5bn (6.8%) ,
Stellantis North America reported a €2.7bn adjusted operating income (AOIl) in 2024 (4.2% margin) after a €1.7bn negative AOI
in 2H24 and a €£1.9bn negative AQI (-3.1%) in 2025. As of April 2026, Stellantis’ Jeep and Ram ATP’s were 12% and 6% below
their peak levels of February 2024. On the other hand, Ford, Chevrolet and GMC ATP's in April 2026 were 8%, 6% and 2%
above their levels in February 2024, This helps explain the delta in the North America margins of Stellantis and GM. Stellantis
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reported on 30 April 2026 a positive 1.6% adjusted operating income (AOI) margin in North America on the back of an already
reported 17% yoy increase in shipments and a 3.8% increase in US registrations. But some €400m of IEEPA tariff refunds had
been booked in Stellantis’1Q26 North America AOI. Excluding this one-timer, the underlying margin was a far less impressive
negative 0.9%. Its crosstown rival GM had already reported for the same period a North America AOl margin of 10.1% or 8.6% if
its IEEPA refund was similarly excluded, despite a 9.6% yoy decline in US registrations in 1Q26.
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HEALTHCARE - LANCE WILKES & COURTNEY BREEN

Expenditure: health insurance, medical services, drugs & medical supplies

The K-shaped economy will be LT drivers of growth in safety net programs such as Medicaid and Marketplace. These two areas
are currently out of favor due to recent policies to shrink enroliment, but we would expect the long term growth to resume and
see this as a buying opportunity. Over the 30 years pre-COVID we saw US population grow around 1% per year, while safety net
health insurance coverage grew 4x this rate. This growth in coverage will require MCOs to act as agents of the government to
control this expanding expenditure pressure.

EXHIBIT 87: Health insurance - average share of annual EXHIBIT 88: Health insuranc e0 change in share of annual
expenditure expenditure
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EXHIBIT 89: Health insurance - Bernstein K-shaped index EXHIBIT 90: Health insurance - change in Bernstein K-

shaped index
HEALTH INSURANCE

Bernstein K-Shaped index (annual expenditure HEALTH INSURANCE
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein

analysis Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein

analysis
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EXHIBIT 91: Medical services - average share of annual
expenditure

8 June 2026

EXHIBIT 92: Medical services - change in average share of
annual expenditure
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein
analysis

EXHIBIT 93: Medical services - Bernstein K-shaped index
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein

EXHIBIT 94: Medical services - Change in Bernstein K-

shaped index

MEDICAL SERVICES
Bernstein K-Shaped index (annual expenditure
ratio top 20% earner to bottom 20% earners)
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein

analysis Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein

analysis

Expenditure: drugs

While we've seen some changes in the relative drug spend between the quintiles evolve over the past two-decades, there are
new dynamics that are likely to continue to shake up the relative spends across the socio-economic quintiles. Implementation
of the Affordable Care Act between 2010-14 likely drove the relative lowering of drug costs for the lowest quintile, swinging
their share down to below the second 20% and equal with the third 20%. Additionally, GLP 1s have opened a new consumer-
driven market for pharmaceuticals in a way that we haven't seen before. Patients are reaching into their own wallets, separate
to any insurance coverage that they may (or may not) have to pay directly as a consumer for their weight loss products. While
possible for all drug classes, and over all years, the telehealth integration & the new direct to consumer net-price offerings from
the manufacturers have made this more appealing and accessible since 2024 (an inflection year in drug spend for most). In
fact, now more than 50% of all new obesity prescriptions are being paid for exclusively through the consumer channels, with
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insurance (commercial or government) only covering a minority of these new obesity prescriptions. As we look forward, beyond
this data - there are some major changes to insurance accessibility and GLP1 drugs that are likely to drive in more divergent

spends on drugs for these quintiles.

For the lowest quintile - these patients are likely to experience less coverage or higher deductible plans translating to greater
drug spend as the Affordable Care Act subsidies roll off. Additionally, while the White House did negotiate new prices and
access for Medicaid to the GLP 1s for obesity (part of the BRIDGE/BALANCE program), the States are on the hook to find the
budget to provide access to their Medicare enrolled. Given most states are already struggling to make their budgets work
without offering new benefits, we don't expect low-to-no patient cost GLP1s will expand with any pace. In sum, the average
individual at the lowest end of income, is likely to be paying more for less.

For the over 65s (who tend to concentrate towards above average economic status) - these are the patients where the White
House BRIDGE/BALANCE program will deliver the most meaningful impact. The Federal Government is footing the bill to
expand access to the anti-obesity medications through Medicare, with the patient only needing to pay $50 per month for their
weight loss shot or pill. We recognize that there is a wide range of fortunes for this group, but they do skew higher-income than
younger age-categories will see their monthly costs for these anti-obesity products drop from $350-450 per month to just $50.
In sum, this higher-income exposed cohort are the biggest winner, with out-of-pocket anti-obesity drugs coming down.

More broadly, the weight-loss pills have launched & at prices that are two-thirds current prices of the injectables, approximately
50% of the price of injectables last year. This is leading to a massive expansion in utilization of these products beyond what
was previously the highest utilization by the richest. Elasticity associated with the price reductions in the consumer market for
both the pills & the injectables is translating into greater revenues, so we do expect that 2026 data may drive an even greater
inflection for the top three quintiles in drug spend from 2025 to 2026 than we may even see from 2024 to 2025. While drug
spend is likely to increase for these top-quintiles faster than for the bottom - it's important to recognize they are getting much
more with that inflection, rather than paying more for the same (or less) like the lowest quintiles.

EXHIBIT 95: While there has been a steady decline in
spend - we've seen upswing in most recent years -
across almost all cohorts

DRUGS
Average share of annual expenditure

2.5% A

2.0%

1.5%

1.0%

0.5%

Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein
analysis
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EXHIBIT 96: While both ends are increasing - we see the
relative increase from ‘19-'24 most exaggerated for the
lower quintiles

DRUGS
Change in average share of annual
expenditure (2004-2024)
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein
analysis
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EXHIBIT 97: Relative drug spend for top 20% pealced at EXHIBIT 98: We saw index impacted by ACA
almost 2.8x in ‘15, however recent years have stabilized implementation in ‘14, expiry of rebates in ‘25-"26 and

close to 2.2x GLPs are likely to evolve the dynamics futher
DRUGS DRUGS
Bernstein K-Shaped index (annual expenditure Change in Bernstein K-Shaped index
ratio top 20% earner to bottom 20% earners)
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Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein ~ Source: US Bureau of Labor Statistics' Consumer Expenditure Survey, Bernstein
analysis analysis
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VI. APPENDIX

BLS Consumer Expenditure Survey: Glossary

Full list available here: Glossary : U.S. Bureau of Labor Statistics

Consumer unit - Consumer units consist of families, single persons living alone or sharing a household with others but who are
financially independent, or two or more persons living together who share major expenses.

Education of reference person - The number of years of formal education of the reference person, on the basis of the highest
grade completed. If enrolled at time of the interview, the interviewer records the grade currently attended. Persons not reporting
the extent of their education are classified under no school or not reported.

Income after taxes - Income before taxes less personal taxes, which include Federal, State, and local income taxes and other
taxes.

Quintiles of income before taxes - For each time period represented in the tables, complete income reporters are ranked in
ascending order, according to the level of total before-tax income reported by the consumer unit. The ranking is then divided
into five equal groups. Incomplete income reporters are not ranked and are shown separately.

Food at home refers to the total expenditures for food at grocery stores (or other food stores) and food prepared by the
consumer unit on trips. It excludes the purchase of nonfood items.

Food away from home includes all meals (breakfast and brunch, lunch, dinner and snacks and nonalcoholic beverages)
including tips at fast food, take-out, delivery, concession stands, buffet and cafeteria, at full-service restaurants, and at vending
machines and mobile vendors. Also included are board (including at school), meals as pay, special catered affairs, such as
weddings, bar mitzvahs, and confirmations, school lunches, and meals away from home on trips.

Alcoholic beverages includes beer, ale, and other malt beverages, distilled spirits at home, and wine.

Utilities, fuels, and public services includes natural gas; electricity; fuel oil and other fuels, such as wood, kerosene, coal, and
bottled gas; water and other public services, such as garbage and trash collection, sewerage maintenance, septic tank cleaning;
and telephone charges.

Housekeeping supplies includes laundry and cleaning supplies, paper towels, napkins, and toilet tissue, stationery supplies,
postage, delivery services, miscellaneous household products, and lawn and garden supplies.

Vehicle purchases (net outlay) a net outlay is defined as the household's total payment or purchase amount of a good or
service minus any reimbursements. A net outlay is commonly referred to as the total out-of-pocket spending. Vehicle purchases
(net outlay) include the purchase price minus trade-in value on new and used domestic and imported cars and trucks and other
vehicles, such as motorcycles.

Health insurance includes traditional fee-for-service health plans, preferred-provider health plans, health maintenance
organizations (HMQ's), commercial Medicare supplements, and other health insurance.

Medical services includes hospital rooms and services, physicians' services, service by a professional other than a physician,
eye and dental care, lab tests and X-rays, medical care in a retirement community, and care in convalescent or nursing home.

Drugs includes nonprescription drugs and vitamins and prescription drugs.

Personal care products and services includes products for the hair, oral hygiene products, shaving needs, cosmetics and
bath products, electric personal care appliances, other personal care products, and personal care services for males and
females.

Reading includes subscriptions for newspapers and magazines; books through book clubs; e-books and digital reading
material; and the purchase of single-copy newspapers, magazines, newsletters, books, and encyclopedias and other reference
books.
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Education includes tuition; fees; and textbooks, supplies, and equipment for public and private nursery schools, elementary and
high schools, colleges and universities, and other schools, and prepaid tuition.

Tobacco products and smoking supplies includes cigarettes, e-cigarettes, cigars, snuff, loose smoking tobacco, chewing
tobacco, and smoking accessories (such as cigarette or cigar holders, pipes, flints, lighters, and pipe cleaners).

Cash contributions includes cash contributed to persons or organizations outside the consumer unit, including alimony and
child support payments; care of students away from home; and contributions to religious, educational, charitable, or political
organizations.

Life, endowment, annuities, and other personal insurance includes premiums for whole life and term insurance;
endowments; income and other life insurance; mortgage guarantee insurance; mortgage life insurance; premiums for personal
liability, accident and disability, and other nonhealth insurance other than for homes and vehicles.

Retirement, pensions, and Social Security includes all Social Security contributions paid by employees; employee

contributions to railroad retirement, government retirement, and private pension programs; and retirement programs for the
self-employed.
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BERNSTEIN TICKER TABLE

5Jun 2026 T™ Adjusted EPS Adjusted P/E (x)
Closing Price Rel.
Ticker Rating Cur Price Target Perf. Cur  2025A 2026E 2027E 20256A  2026E 2027E
CUERVO*.MM (Cuervo) O MXN 14.02 23.00 (52.3)%  MXN 2.41 1.39 1.64 5.8 10.1 8.5
BF/B (Brown-Forman) M USD 26.16 29.00 (28.3)% usb 1.83 1.71 172 135 15.3 15.2
CGC (Canopy Growth) M  USD 1.03 1.80 (49.1)% CAD (5.56) (0.32) (0.23) (0.3) (4.5) (6.3)
WEED.CN (Canopy Growth) M CAD 1.44 250 (46.9)% CAD (5.566) (0.32) (0.23) 0.3) (4.5) (6.4)
STZ (Constellation) O usDb 140.91 197.00 (41.7)% usD 11.82 12.00 13.11 11.9 AT 10.7
CRON.CN (Cronos) M  CAD 3.85 3.45 23.2% usbD (0.02) 0.07 0.10 {112.1) 40.7 27.4
CRON (Cronos) M USD 2.74 2.50 19.1% usD (0.02) 0.07 0.10 (111.2) 404 271
TAP (Molson Coors) M USD 39.06 4500 (49.0)% usb 5.42 4.81 5.356 7.2 8.1 7.3
SAM (Boston Beer) M  USD 164.72 210.00 (49.8)% usbD 9.89 995 11,51 16.7 (28.0) 14.3
TLRY (Tilray) M USD 4.94 10.00 2.9% usbD (2.46) (0.65)  (0.19) (2.0) (7.6)  (25.7)
TLRY.CN (Tilray) M  CAD 6.89 13.60 3.3% usD (2.46) (0.65) (0.19) (2.0) (7.6} (25.7)
ABI.BB (AB InBev) O EUR 67.70 88.00 (3.9)% usbD 3.67 4,52 5.00 21.2 17.3 15.6
BUD (AB InBev) O usb 78.50 103.00 (13.7)% usD 3.67 4.562 5.00 21.4 17.4 15.7
HEIA.NA (Heineken) O EUR 66.74 120.00 (28.3)% EUR 4.78 5.71 6.32 14.0 11.7 10.6
HEIO.NA (Heineken Holding) O EUR 61.00 111.00 (24.3)% EUR 4.78 8,74 6.32 18.0 12,0 10.7
DGE.LN (Diageo) O GBp 1,495.00 240000 (36.0)% usbD 1.64 1.69 1.70 124 11.8 11.7
DEO (Diageo) O usDb 80.43 130.00 (47.9)% usD 6.57 6.74 6.81 12.2 11.9 11.8
RI.FP (Pernod Ricard) O EUR 62.10 117.00  (42.1)% EUR 7.26 5.86 6.19 8.6 106 10.0
CPR.IM (Campari) O EUR 552 10.20 (14.5)% EUR 0.31 0.33 0.41 18.0 16.8 13.6
RCO.FP (Rémy Cointreau) O EUR 41.76 5400 (24.1)% EUR 1.72 1.83 2.16 24.3 229 19.3
BRBR (BellRing) M  USD 877 11,00 (110.1)% usbD 217 1.38 1.57 6.1 7.0 6.9
CAG (Conagra) U usb 13.01 12.00 (65.9)% usbD 2.30 1.70 1.68 B.7 7.6 8.2
CPB (Campbell Soup) U usb 21.68 19.00 (60.8)% usD 297 2.20 1.99 7.3 9.8 10.9
GIS (General Mills) U usb 33.15 31.00 (63.6)% usbD 4.21 3.45 2.93 79 9.6 1.3
HSY (Hershey) M USD 184.568 208.00 (10.9)% usD 6.32 8.32 9.75 29.2 22.2 18.9
KHC (Kraft Heinz) U usb 2258 21.00 (39.5)% usb 2.60 1.97 1.91 8.7 11.4 11.8
LW (Lamb Weston) M  USD 4212 42,00 (48.1)% usbD 3.34 2.76 2.88 12.6 16.2 14.6
MDLZ (Mondelez) O usb 62.04 74.00 (30.8)% usbD 2.92 3.04 3.32 213 20.4 18.7
MKC (McCormick) O usDb 47.24 77.00 (59.5)% usD 3.00 3.10 3.41 15.7 15.2 13.9
SIM (SIM) O usb 103.54 13400 (31.1)% usbD 10.13 9.05 1025 10.2 11.4 10.1
SMPL (Simply Good Foods) M USD 11.94 12.00 (88.5)% usD 1.92 1.64 1.69 6.2 7.3 74
TSN (Tyson) M USD 58.73 72.00 (18.0)% usb 412 4.09 4.65 14.2 14.4 12.6
ABBV (AbbVie) M  USD 227.23 225.00 (3.1)% usbD 9.98 1429 1593 22.8 15.9 14.3
AMGN (Amgen) M USD 349.568 335.00 (2.6)% usbD 21.85 2249 2282 16.0 16.5 16.3
BMY (Bristol-Myers Squibb) M USD 57.27 58.00 (4.6)% usD 6.15 6.31 6.02 9.3 9.1 9.5
MRK (Merck) M USD 120.79 100.00 31.3% usbD 8.97 5.06 9.21 135 23.9 13.1
GILD (Gilead) O usb 120.16 160.00 (7.4)% usD 8.15 (0.69) 9.65 168 (188.3) 13.4
LLY (Eli Lilly) O usb 1,131.42 1,300.00 23.4% usb 24.20 37.41 47.99 46.7 30.2 23.6
PFE (Pfizer) M  USD 26.04 30,00 (11.7)% usbD 3.23 2.92 2.67 8.1 8.9 10.1
MRNA (Moderna) M USD 47.44 45.00 57.3% usbD (7.27) (8.39) (4.18) (6.5) (5.7)  (11.4)
NFLX (Netflix) O usDb 82.18 110.00 (58.6)% usD 253 3.20 3.80 325 25.7 21.7
DIS (Disney) O usb 99.71 128.00 (35.7)% usbD 5.93 6.85 7.37 16.8 14.6 135
WBD (Warner Bros) M USD 26.24 27.75 147.6% usD 0.29 (1.23)  (0.32) 90.5 (21.4) (82.9)
PSKY (Paramount Skydance) U usb 10.22 12.00 NA usb 0.52 0.66 0.60 19.7 15.5 17.0
CMCSA (Comcast) M  USD 23.82 32,00 (50.0)% usbD 4.30 3.34 3.90 55 T4 6.1
FOXA (Fox) M USD 66.89 73.00 (0.1)% usbD 4.47 5.16 5.81 14.9 13.0 11.5

O - Qutperform, M - Market-Perform, U - Underperform, NR - Not Rated, CS - Coverage Suspended

BF/B, CGC, WEED.CN, CRON.CN, CRON, TLRY, TLRY.CN, GOOGL, META estimate is Reported EPS; CGC, WEED.CN, CRON.CN, CRON, SAM, TLRY,
TLRY.CN, HEIO.NA, DRI, CAVA, SBUX, CMG, PNDORA.DC, GOOGL, META valuation is Reported P/E (x); BRBR valuation is EV/EBIT (x); STZ, RCO.FP,
CFR.SW base year is 2026;

Source: Bloomberg, Bernstein estimates and analysis.
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Ticker

AGL (agilon health)
CNC (Centene)
CVS(CVS)

ELV (Elevance)

HUM (Humana)

HCA (HCA)

UNH (UNH)

MOH (Molina)

Cl (Cigna)

DRI (Darden)

CAVA (Cava)

SBUX (Starbucks)
CMG (Chipotle)
AD.NA (Ahold Delhaize)
HMB.SS (H&M)
JD/.LN (JD Sports)
PNDORA.DC (Pandora)
ITX.SM (Inditex)
GOOGL (Alphabet)
META (Meta)
STLAP.FP (Stellantis)
STLA (Stellantis)
MC.FP (LVMH)
RMS.FP (Hermes)
CFR.SW (Richemont)
RACE (Ferrari)
BMW.GR (BMW)
MBG.GR (Mercedes)
PAH3.GR (Porsche SE)
EDME

SPX

Rating

=E 2000002 =20=Z20CO0OC=00O00O0O0OO0ZE=Z=20O0O00Z=

Cur
usD
usD
usD
usD
usD
usbD
usbD
usD
usD
usD
usD
usbD
usbD
EUR
SEK
GBp
DKK
EUR
usbD
usD
EUR
usD
EUR
EUR
CHF
usD
EUR
EUR
EUR

5Jun 2026
Closing
Price
96.85
62.33
95.93
41553
350.08
372.13
399.47
190.86
289.48
198.12
72.60
95.29
29.34
35.85
166.30
84.48
579.20
56.00
368.53
593.00
6.23
711
479.05
1,619.00
164.65
346.99
70.16
48.11
30.56
1,644.13
7,383.74

Price
Target
86.00
68.00
106.00
424.00
425.00
413.00
492.00
208.00
371.00
230.00
95.00
110.00
50.00
38.00
130.00
100.00
370.00
60.00
390.00
850.00
6.20
7.30
600.00
2,150.00
200.00
402.00
108.00
61.00
35.00

TT™
Rel.
Perf.
60.2%
(10.7)%
27.8%
(16.3)%
29.8%
(26.8)%
10.7%
(59.3)%
(31.2)%
(32.2)%
(31.6)%
(14.8)%
(68.5)%
(13.6)%
8.5%
(7.7)%
(65.0)%
4.5%
94.8%
(37.7)%
(40.0)%
(50.9)%
(10.6)%
(43.3)%
(3.5)%
(52.1)%
(20.5)%
(18.4)%
(23.2)%

Cur
usb
usb
usD
usb
usb
usD
usb
usb
usD
usb
usb
usD
usb
EUR
SEK
GBP
DKK
EUR
usb
usb
EUR
usb
EUR
EUR
EUR
EUR
EUR
EUR
EUR

Adjusted EPS

2025A
(24.46)
2.08
6.75
30.30
16.60
28.21
16.35
11.03
20.84
9.55
0.54
213
119
2.67
7.73
0.12
67.90
2.00
10.81
23.49
(0.42)
(0.46)
22.73
4312
5.96
8.96
11.89
5.34
8.66

2026E
(4.81)
3.38
7.37
26.93
9.12
30.44
18.86
5.35
30.38
10.66
0.60
2.36
1.21
2.80
7.52
0.11
57.08
2.97
14.47
33.54
0.63
0.74
22,22
4433
6.89
9.71
10.72
5.76
8.91

2027E
(4.52)
493
8.14
28.88
15.41
33.14
21.99
9.65
33.00
11.82
0.86
3.05
1.43
3.10
8.60
012
42,61
251
14.32
37.04
1.39
1.63
26.71
52.47
7.71
10.51
12,03
7.69
10.89

8 June 2026
Adjusted P/E (x)

2025A  2026E 2027E
(4.0) (20.1)  (21.4)
29.9 18.4 14.7
14.2 13.0 11.8
13.7 15.4 14.4
211 384 22.7
13.2 12.2 11.2
24.4 21.2 18.2
17.3 35.7 19.8
9.7 9.5 8.8
22.3 18.7 16.8
134.7 121.7 84.2
58.4 51.7 31.1
25.2 259 21.0
13.4 12.8 11.6
2156 22.1 19.3
7.2 7.7 6.9
85 10.1 13.6
27.6 24.2 21.9
341 255 25.7
25.2 A7 16.0
(14.9) 9.9 45
(15.5) 9.6 4.4
211 21.6 17.9
376 36.5 30.9
30.1 26.0 23.3
33.6 31.0 28.7
59 6.5 5.8
9.0 8.4 6.3
35 34 2.8

O - Outperform, M - Market-Perform, U - Underperform, NR - Not Rated, CS - Coverage Suspended
BF/B, CGC, WEED.CN, CRON.CN, CRON, TLRY, TLRY.CN, GOOGL, META estimate is Reported EPS; CGC, WEED.CN, CRON.CN, CRON, SAM, TLRY,
TLRY.CN, HEIO.NA, DRI, CAVA, SBUX, CMG, PNDORA.DC, GOOGL, META valuation is Reported P/E (x); BRBR valuation is EV/EBIT (x); STZ, RCO.FP,

CFR.SW base year is 2026;

Source: Bloomberg, Bernstein estimates and analysis.
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DISCLOSURE APPENDIX
. REQUIRED DISCLOSURES

References to "Bernstein" or the “Firm" in these disclosures relate to the following entities: Bernstein Institutional Services LLC
(April 1, 2024 onwards), Sanford C. Bernstein & Co., LLC (pre April 1, 2024), Bernstein Autonomous LLP, BSG France S.A. (April 1,
2024 onwards), Sanford C. Bernstein (Hong Kong) Limited Z1E % G R4 7], Sanford C. Bernstein (Canada) Limited, Sanford
C. Bernstein (India) Private Limited (SEBI registration no. INHOO0006378), Sanford C. Bernstein (Singapore) Private Limited,
Sanford C. Bernstein Japan KK (#> 7+ — K - C - /N— > 2 & A »#iF £%) and analysts employed by Société Générale
Africa Technologies & Services to produce Bernstein research under a Global Services Agreement in place between Bernstein
and Société Générale.

Bernstein is part of a joint venture between Société Générale (SG) and AllianceBernstein, L.P. (AB). Unless specifically noted
otherwise, for purposes of these disclosures, references to Bernstein’s “affiliates” relate to both SG and AB and their respective
affiliates.

VALUATION METHODOLOGY

This research publication covers six or more companies. For valuation methodology and other company disclosures:

Please visit: https:/bernstein-autonomous.bluematrix.com/sellside/Disclosures.action.

Or, you can also write to the Director of Compliance, Bernstein Institutional Services LLC, 245 Park Avenue, New York, NY 10167,
RISKS

This research publication covers six or more companies. For risks and other company disclosures:

Please visit: https:/bernstein-autonomous.bluematrix.com/sellside/Disclosures.action.

Or, you can also write to the Director of Compliance, Bernstein Institutional Services LLC, 245 Park Avenue, New York, NY 10167.
An associate contributing to this report has a financial interest in the equity or debt securities of Alphabet Inc.

An associate contributing to this report has a financial interest in the equity or debt securities of Meta Platforms Inc..

RATINGS DEFINITIONS, BENCHMARKS AND DISTRIBUTION

EQUITY RATINGS DEFINITIONS

Bernstein brand

The Bernstein brand rates stocks based on forecasts of relative performance for the next 12 months versus the S&P 500 for
stocks listed on the U.S. and Canadian exchanges, versus the Bloomberg Europe Developed Markets Large and Mid Cap Price
Return Index EUR (EDME) for stocks listed on the European exchanges and emerging markets exchanges outside of the Asia
Pacific region, versus the Bloomberg Japan Large and Mid Cap Price Return Index USD (JPL) for stocks listed on the Japanese
exchanges, and versus the Bloomberg Asia ex-Japan Large and Mid Cap Price Return Index (ASIAX) for stocks listed on the Asian
(ex-Japan) exchanges -unless otherwise specified.

The Bernstein brand has three categories of ratings:

e Outperform: Stock will outpace the market index by more than 15 pp

¢ Market-Perform: Stock will perform in line with the market index to within +/-15 pp

¢ Underperform: Stock will trail the performance of the market index by more than 15 pp

Coverage Suspended: Coverage of a company under the Bernstein research brand has been suspended. Ratings and price targets
are suspended temporarily, are no longer current, and should therefore not be relied upon.

Not Rated: A rating assigned when the stock cannot be accurately valued, or the performance of the company accurately
predicted, at the present time. The covering analyst may continue to publish research reports on the company to update investors

on events and developments.

Not Covered (NC) denotes companies that are not under coverage.
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Bernstein brand stock ratings are based on a 12-month time horizon.

Autonomous brand — common stocks

The Autonomous brand rates common stocks as indicated below. As our benchmarks we use the Bloomberg Europe 500 Banks
And Financial Services Index (BEBANKS) and Bloomberg Europe Dev Mkt Financials Large and Mid Cap Price Ret Index EUR
(EDMFI) index for developed European banks and Payments, the Bloomberg Europe 500 Insurance Index (BEINSUR) for European
insurers, the S&P 500 and S&P Financials for US banks and Payments coverage, S5LIFE for US Insurance, the S&P Insurance
Select Industry (SPSIINS) for US Non-Life Insurers coverage, and the Bloomberg Emerging Markets Financials Large, Mid and
Small Cap Price Return Index (EMLSF) for emerging market banks and insurers and Payments. Ratings are stated relative to the
sector (not the market).

The Autonomous brand has three categories of common stock ratings:

e Qutperform (OP): Stock will outpace the relevant index by more than 10 pp

e Neutral (N): Stock will perform in line with the market index to within +/-10 pp

e Underperform (UP): Stock will trail the performance of the relevant index by more than 10 pp

Coverage Suspended: Coverage of a company under the Autonomous research brand has been suspended. Ratings and price
targets are suspended temporarily, are no longer current, and should therefore not be relied upon.

Not Rated: A rating assigned when the stock cannot be accurately valued, or the performance of the company accurately
predicted, at the present time. The covering analyst may continue to publish research reports on the company to update investors
on events and developments.

Those denoted as ‘Feature’ (e.g., Feature Outperform FOP, Feature Under Outperform FUP) are our core ideas.

Not Covered (NC) denotes companies that are not under coverage.

Autonomous brand common stock ratings are based on a 12-month time horizon.

Autonomous brand - preferred stocks

The Autonomous brand has three categories of preferred stock ratings:

e Qutperform (OP): The total return of the preferred instrument is expected to outperform preferred securities of other issuers
operating in similar sectors or rating categories over the next six months.

¢ Neutral (N): The total return of the preferred instrument is expected to performin line with preferred securities of other issuers
operating in similar sectors or rating categories over the next six months.

¢ Underperform (UP): The total return of the preferred instrument is expected to underperform preferred securities of other
issuers operating in similar sectors or rating categories over the next six months.

Autonomous preferred stock ratings are based on a 6-month time horizon.
AUTONOMOUS CREDIT RESEARCH

Where this report contains investment recommendations for credit instruments, as defined in article 3(1)(35) of the Market Abuse
Regulation, the information below is presented to comply with its disclosure requirements.

The report may also include reference(s) to published opinions by other Autonomous or Bernstein analysts covering the equity
securities of the issuer(s) referenced herein. Please note an investment recommendation for credit instruments published by the
author(s) of this report may differ from the published view of the analyst covering equity securities for the issuer(s) contained in
this report and vice versa.

CREDIT RATINGS DEFINITIONS

The Autonomous brand has three categories of credit ratings:
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e Credit Outperform (C-OP): The total return of the Reference Credit Instrument is expected to outperform the credit spread of
bonds of other issuers operating in similar sectors or rating categories over the next six months.

e Credit Neutral (C-N): The total return of the Reference Credit Instrument is expected to perform in line with the credit spread
of bonds of other issuers operating in similar sectors or rating categories over the next six months.

¢ CreditUnderperform (C-UP): The total return of the Reference Credit Instrument is expected to underperform the credit spread
of bonds of other issuers operating in similar sectors or rating categories over the next six months.

Autonomous credit ratings are based on a 6-month time horizon.

A list of all investment recommendations produced by the author(s) of this report alongside credit ratings history are available
upon request.

It is at the sole discretion of the Firm as to when to initiate, update and cease research coverage. The Firm has established,

maintains and relies on information barriers to control the flow of information contained in one or more areas (i.e. the private side)
within the Firm, and into other areas, units, groups or affiliates (i.e. public side) of the Firm

DISTRIBUTION OF EQUITY RATINGS/INVESTMENT BANKING SERVICES

Outperform BUY 51.1% 16.5%

Market-Perform (Bernstein Brand)

0, 0,
Neutral (Autonomous Brand) gieLt GlSd ithied

Underperform SELL 12.6% 14.9%

* These figures represent the percentage of companies within each equity rating category for which affiliates of Bernstein have
provided investment banking services within the previous 12 months.
As of March 31, 2026. All figures are updated quarterly.

Prior to April 1, 2024, Sanford C. Bernstein & Co., LLC. issued the ratings and price target information in the graph(s) below for
the following companies: Conagra Brands Inc, Campbell Soup Co, General Mills Inc, Hershey Co, Kraft Heinz Co/The, Mondelez
International Inc, McCormick & Co Inc, JM Smucker Co, Simply Good Foods Co/The, Tyson Foods Inc, Netflix Inc, Walt Disney
Co, Warner Bros Discovery Inc, Comcast Corp, Fox Corp, Centene Corp, CVS Health Corp, Elevance Health, Humana Inc, HCA
Healthcare Inc, UnitedHealth Group Inc, Cigna Group, Darden Restaurants Inc, Starbucks Corp, Chipotle Mexican Grill Inc,
Alphabet Inc and Meta Platforms Inc..

PRICE CHARTS/ RATINGS AND PRICE TARGET HISTORY

This research publication covers six or more companies. For price chart and other company disclosures, please visit https:/
bernstein-autonomous.bluematrix.com/sellside/Disclosures.action or you can write to the Director of Compliance, Bernstein
Institutional Services LLC, 245 Park Avenue, New York, NY 10167.

CONFLICTS OF INTEREST

SG and/or an affiliate(s) acted as Passive Bookrunner in Anheuser-Busch Inbev's triple tranche bond issue (EUR, 7.5, 13 and 20yr)
SG and/or an affiliate is acting as Co-Manager in Comcast Corp's bond issue (EUR 8y, EUR 12y, GBP 16y).

SG and/or its affiliate.s is acting as Joint Bookrunner for Alphabet Inc's bond issue (EUR, 3, 6, 9, 13, 19, 39Y).

SG and/or its affiliate.s acted as Joint Bookrunner for Stellantis bond issue (USD Mandate).

SG and/or its affiliates acted as Joint Active Bookrunner in Mercedes-Benz International Finance BV's dual tranche bonds issue
guaranteed by Mercedez-Benz Group AG (EUR, long 3y & 6y, RegS)

SG and/or its affiliates beneficially own 1% or more of a class of common equity securities of the following companies: AB InBev,
Pernod Ricard SA, BellRing, JM Smucker Co, Warner Bros Discovery Inc, Centene Corp and Stellantis NV.

Bernstein Autonomous LLP or BSG France SA, beneficially, has either a net long or short position of 0.5% or more of the total
issued share capital of a class of common equity securities of the following MIFID eligible securities: Netflix Inc, Walt Disney Co,
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UnitedHealth Group Inc, Cava Group, Inc., Chipotle Mexican Grill Inc, Koninklijke Ahold Delhaize NV, Alphabet Inc, Meta Platforms
Inc. and Ferrari NV.

AB and/or its affiliates beneficially own 1% or more of a class of common equity securities of the following companies: Cava
Group, Inc. and Chipotle Mexican Grill Inc.

Bernstein and/or affiliates have received compensation for investment banking services in the past twelve months from AB InBey,
Heineken NV, Pernod Ricard SA, AbbVie Inc, Amgen Inc, Merck & Co Inc, Gilead Sciences Inc, Comcast Corp, Koninklijke Ahold
Delhaize NV, Alphabet Inc, Stellantis NV, LVMH Moet Hennessy Louis Vuitton SE and Porsche Automobil Holding SE.

Bernstein and/or affiliates have received compensation for non-investment banking securities-related products or services in
the previous twelve months from the following clients: AB InBev, Heineken NV, Pernod Ricard SA, Davide Campari-Milano NV,
Rémy Cointreau SA, Campbell Soup Co, Hershey Co, Kraft Heinz Co/The, Mondelez International Inc, AbbVie Inc, Amgen Inc,
Bristol-Myers Squibb Co, Merck & Co Inc, Gilead Sciences Inc, Pfizer Inc, Netflix Inc, Walt Disney Co, Warner Bros Discovery Inc,
Comcast Corp, Fox Corp, UnitedHealth Group Inc, Starbucks Corp, Koninklijke Ahold Delhaize NV, Hennes & Mauritz AB, Alphabet
Inc, Stellantis NV, LVMH Moet Hennessy Louis Vuitton SE, Cie Financiere Richemont SA, Ferrari NV, Bayerische Motoren Werke
AG, Mercedes-Benz Group AG and Porsche Automobil Holding SE.

An affiliate of Bernstein has received compensation for non-investment banking securities-related products or services in the
previous twelve months from the following clients: Hershey Co, Merck & Co Inc, Gilead Sciences Inc, Pfizer Inc, Netflix Inc, Comcast
Corp, Fox Corp, UnitedHealth Group Inc, Hennes & Mauritz AB, Industria de Diseno Textil SA, Bayerische Motoren Werke AG and
Mercedes-Benz Group AG.

Bernstein has received compensation for non-investment banking securities-related products or services in the previous twelve
months from the following clients: Comcast Corp and Hermes International.

Bernstein and/or affiliates expect to receive or intend to seek compensation for investment banking services in the next three
months from Pernod Ricard SA, Gilead Sciences Inc, Netflix Inc, Warner Bros Discovery Inc, Alphabet Inc and Stellantis NV.

Certain affiliates of Bernstein act as market maker or liquidity provider in the equities securities of: Constellation Brands Inc,
Molson Coors Brewing Co, The Boston Beer Company, AB InBev, Heineken NV, Heineken Holding NV, Diageo PLC, Pernod Ricard
SA, Davide Campari-Milano NV, Rémy Cointreau SA, BellRing, Conagra Brands Inc, General Mills Inc, Hershey Co, Kraft Heinz Co/
The, Lamb Weston Holdings Inc, Mondelez International Inc, McCormick & Co Inc, JM Smucker Co, Simply Good Foods Co/The,
Tyson Foods Inc, AbbVie Inc, Amgen Inc, Bristol-Myers Squibb Co, Merck & Co Inc, Gilead Sciences Inc, Eli Lilly & Co, Pfizer Inc,
Netflix Inc, Walt Disney Co, Comcast Corp, Fox Corp, agilon health, Centene Corp, CVS Health Corp, Elevance Health, Humana Inc,
HCA Healthcare Inc, UnitedHealth Group Inc, Cigna Group, Darden Restaurants Inc, Cava Group, Inc., Starbucks Corp, Chipotle
Mexican Grill Inc, Koninklijke Ahold Delhaize NV, Hennes & Mauritz AB, JD Sports Fashion PLC, Pandora, Industria de Diseno Textil
SA, Alphabet Inc, Meta Platforms Inc., Stellantis NV, LVMH Moet Hennessy Louis Vuitton SE, Hermes International, Cie Financiere
Richemont SA, Bayerische Motoren Werke AG, Mercedes-Benz Group AG and Porsche Automobil Holding SE.

Affiliates of Bernstein managed or co-managed in the past twelve months a public offering of securities of AB InBev, Heineken
NV, Pernod Ricard SA, AbbVie Inc, Amgen Inc, Merck & Co Inc, Gilead Sciences Inc, Comcast Corp, Koninklijke Ahold Delhaize NV,
Alphabet Inc, Stellantis NV and LVMH Moet Hennessy Louis Vuitton SE.

Bernstein and/or affiliates had an investment banking client relationship during the past twelve months with AB InBev, Heineken
NV, Pernod Ricard SA, AbbVie Inc, Amgen Inc, Merck & Co Inc, Gilead Sciences Inc, Warner Bros Discovery Inc, Comcast Corp,
Koninklijke Ahold Delhaize NV, Alphabet Inc, Stellantis NV, LVMH Moet Hennessy Louis Vuitton SE and Porsche Automobil Holding
SE.

Certain affiliates of Bernstein act as market maker or liquidity provider in the debt securities of: AB InBev, Diageo PLC, Pernod
Ricard SA, Conagra Brands Inc, General Mills Inc, Kraft Heinz Co/The, Lamb Weston Holdings Inc, Mondelez International Inc,
AbbVie Inc, Amgen Inc, Merck & Co Inc, Eli Lilly & Co, Pfizer Inc, Netflix Inc, Paramount Skydance, Comcast Corp, CVS Health Corp,
Humana Inc, Cigna Group, Koninklijke Ahold Delhaize NV, Alphabet Inc, Meta Platforms Inc., Stellantis NV, LVMH Moet Hennessy
Louis Vuitton SE, Cie Financiere Richemont SA, Ferrari NV, Bayerische Motoren Werke AG, Mercedes-Benz Group AG and Porsche
Automobil Holding SE.

OTHER MATTERS
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The legal entity(ies) employing the analyst(s) listed in this report, and their location, can be determined by the country code of their
phone number, as follows:

+1 Bernstein Institutional Services LLC; New York, New York, USA

+44 Bernstein Autonomous LLP; London UK

+212 Société Générale Africa Technologies & Services; Casablanca, Morocco

+33 BSG France S.A.; Paris, France

+34 BSG France S.A.; Madrid, Spain

+41 Bernstein Autonomous LLP; Geneva, Switzerland

+49 BSG France S.A,; Frankfurt, Germany

+91 Sanford C. Bernstein (India) Private Limited; Mumbai, India

+852 Sanford C. Bernstein (Hong Kong) Limited 218 & #75 fE /) &]; Hong Kong, China

+65 Sanford C. Bernstein (Singapore) Private Limited; Singapore

+81 Sanford C. Bernstein Japan KK; Tokyo, Japan

Where this report has been prepared by research analyst(s) employed by a non-US affiliate, such analyst(s), is/are (unless
otherwise expressly noted below) not registered as associated persons of Bernstein Institutional Services LLC or any other SEC-
registered broker-dealer and are not licensed or qualified as research analysts with FINRA. Accordingly, such analyst(s) may not
be subject to FINRA's restrictions regarding (among other things) communications by research analysts with a subject company,
interactions between research analysts and investment banking personnel, participation by research analysts in solicitation and
marketing activities relating to investment banking transactions, public appearances by research analysts, and trading securities
held by a research analyst account.

Where this report has been prepared by research analyst(s) employed by Société Générale Africa Technologies & Services (part
of the Société Générale group of companies), it has been prepared on behalf of a Bernstein company under a Global Services
Agreement in place between Bernstein and Société Générale.

CERTIFICATION

Each research analyst listed in this report, who is primarily responsible for the preparation of the content of this report, certifies
that all of the views expressed in this publication accurately reflect that analyst's personal views about any and all of the subject
securities or issuers and that no part of that analyst's compensation was, is, or will be, directly or indirectly, related to the specific

recommendations or views in this publication.

1. ADDITIONAL GLOBAL CONFLICT DISCLOSURES

It is at the sole discretion of the Firm as to when to initiate, update and cease research coverage. The Firm has established,
maintains and relies on information barriers to control the flow of information contained in one or more areas (i.e., the private side)
within the Firm, and into other areas, units, groups or affiliates (i.e., public side) of the Firm.

11l. OTHER IMPORTANT INFORMATION AND DISCLOSURES

Separate branding is maintained for “Bernstein” and “Autonomous” research products.

¢ Bernstein produces a number of different types of research products including, among others, fundamental analysis and
guantitative analysis under both the “Autonomous” and “Bernstein” brands. Recommendations contained within one type of
research product may differ from recommendations contained within other types of research products, whether as a result of
differing time horizons, methodologies or otherwise. Furthermore, views or recommendations within aresearch productissued
under one brand may differ from views or recommendations under the same type of research product issued under the other
brand. The Research Ratings System for the two brands and other information related to those Rating Systems are included
in the previous section.
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e Autonomous operates as a separate business unit within the following entities: Bernstein Institutional Services LLC,
Bernstein Autonomous LLP, Sanford C. Bernstein (Hong Kong) Limited 5%{#Z &4 R4\ 5] and Sanford C. Bernstein (India)
Private Limited. For information relating to “Autonomous” branded products (including certain Sales materials) please visit:
www.autonomous.com. For information relating to Bernstein branded products please visit: www.bernsteinresearch.com.

Analysts are compensated based on aggregate contributions to the research franchise as measured by account penetration,
productivity and proactivity of investment ideas. No analysts are compensated based on performance in, or contributions to,
generating investment banking revenues.

This report has been produced by an independent analyst as defined in Article 3 (1)(34)(i) of EU 596/2014 Market Abuse
Regulation (“MAR”) and the same article of MAR as it forms part of United Kingdom domestic law by virtue of the European Union
(Withdrawal) Act 2018.

To our readers in the United States: Bernstein Institutional Services LLC, a broker-dealer registered with the U.S. Securities
and Exchange Commission (“SEC”) and a member of the U.S. Financial Industry Regulatory Authority, Inc. (“FINRA”) is distributing
this publication in the United States and accepts responsibility for its contents. Where this material contains an analysis of debt
product(s), such material is intended only for institutional investors and is not subject to the US independence and disclosure
standards applicable to debt research prepared for retail investors.

Bernstein Institutional Services LLC may act as principal for its own account or as agent for another person (including an affiliate)
in sales or purchases of any security which is a subject of this report. This report does not purport to meet the objectives or needs
of any specific individuals, entities or accounts.

To our readers in Canada: If this publication pertains to a Canadian domiciled company, it is being distributed in Canada by
Sanford C. Bernstein (Canada) Limited, which is licensed and regulated by the Canadian Investment Regulatory Organization. If the
publication pertains to a non-Canadian domiciled company, it is being distributed by Bernstein Institutional Services LLC, which
is licensed and regulated by both the SEC and FINRA, into Canada under the International Dealers Exemption.

This document may not be passed onto any person in Canada unless that person qualifies as "permitted client" as defined in
Section 1.1 of NI 31-103.

To our readers in Brazil: This report has been prepared by Bernstein Institutional Services LLC, and Banco BTG Pactual S.A.
("BTG") is responsible for the distribution of this report in Brazil.

To readers in the United Kingdom: This publication has been issued or approved for issue in the United Kingdom by Bernstein
Autonomous LLP, authorised and regulated by the Financial Conduct Authority and located at 60 London Wall, London EC2M 55H,
+44 (0)20-7170-5000. Registered in England & Wales No 0C343985.

This document is for distribution only to persons who (i) have professional experience in matters relating to investments falling
within Article 19(b) of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 (as amended, the “Financial
Promotion Order”), (ii) are persons falling within Article 49(2)(a) to (d) (“high net worth companies, unincorporated associations,
etc.”) of the Financial Promotion Order, (iii) are outside the United Kingdom, or (iv) are persons to whom an invitation or inducement
to engage in investment activity (within the meaning of section 21 of the FSMA) in connection with the issue or sale of any securities
may otherwise lawfully be communicated or caused to be communicated (all such persons together being referred to as “relevant
persons”). This document is directed only at relevant persons and must not be acted on or relied on by persons who are not relevant
persons. Any investment or investment activity to which this document relates is available only to relevant persons and will be
engaged in only with relevant persons.

To our readers in the member states of the EEA: This publication is being distributed by BSG France SA, which is authorised
and regulated by the Autorité de Controle Prudentiel et de Résolution (ACPR) and Autorité des Marchés Financiers (AMF).

To our readers in Hong Kong: This publication is being distributed in Hong Kong by Sanford C. Bernstein (Hong Kong) Limited
B8 E HEA B2 5], which is licensed and regulated by the Hong Kong Securities and Futures Commission (Central Entity No.
AXC846) to carry out Type 4 (Advising on Securities) regulated activities and subject to the licensing conditions mentioned in
the SFC Public Register (https:/www.sfc.hk/publicregWeb/corp/AXC846/details)). This publication is solely for professional
investors, as defined in the Securities and Futures Ordinance (Cap. 571). The purpose of this report is solely to provide an analysis
of the issuers referred to in this report and is not intended for any purpose contrary to the laws of Hong Kong.

To our readers in Singapore: This publication is being distributed in Singapore by Sanford C. Bernstein (Singapore) Private
Limited, only to accredited investors or institutional investors, as defined in the Securities and Futures Act 2001 of Singapore
("SFA"). Recipients in Singapore should contact Sanford C. Bernstein (Singapore) Private Limited in respect of matters arising from,
or in connection with, this publication. Sanford C. Bernstein (Singapore) Private Limited is regulated by the Monetary Authority of
Singapore and licensed under the SFA as a capital markets services licence holder for dealing in capital markets products that are
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securities and collective investment schemes and an exempt financial adviser for advising on, issuing and promulgating analyses
and reports on securities. Sanford C. Bernstein (Singapore) Private Limited is registered in Singapore with Company Registration
No. 20213710W and located at One Raffles Quay, #27-11 South Tower, Singapore 048583, +65-6230-4612.

To our readers in the People’s Republic of China: The securities referred to in this document are not being offered or sold and
may not be offered or sold, directly or indirectly, in the People's Republic of China (for such purposes, not including the Hong Kong
and Macau Special Administrative Regions or Taiwan, the “PRC") in contravention of any applicable laws of the PRC.

This document does not constitute an offer to sell or the solicitation of an offer to buy any securities in the PRC to any person to
whom it is unlawful to make the offer or solicitation in the PRC.

We do not represent that this document may be lawfully distributed, or that any securities may be lawfully offered, in compliance
with any applicable registration or other requirements in the PRC, or pursuant to an exemption available thereunder, or assume
any responsibility for facilitating any such distribution or offering. In particular, no action has been taken by us which would permit
a public offering of any securities or distribution of this document in the PRC. Accordingly, the securities are not being offered
or sold within the PRC by means of this document or any other document. Neither this document nor any advertisement or other
offering material may be distributed or published in the PRC, except under circumstances that will result in compliance with any
applicable laws and regulations.

To our readers in Japan: This publication is being distributed in Japan by Sanford C. Bernstein Japan KK (4> 7 4+ — F -

C - "— 244 ¥ A1), which is registered in Japan as a Financial Instruments Business Operator with the Kanto Local
Finance Bureau (registration number: The Director-General of Kanto Local Finance Bureau (FIBO) No.3387) and regulated by the
Financial Services Agency. It is also a member of Japan Investment Advisers Association. This publication is solely for gualified
institutional investors in Japan only, as defined in Article 2, paragraph (3), items (i) of the Financial Instruments and Exchange Act.

For the institutional client readers in Japan who have been granted access to the Bernstein website by Daiwa Securities Group Inc.
(“Daiwa"), your access to this document should not be construed as meaning that Bernstein is providing you with investment advice
for any purposes. Whilst Bernstein has prepared this document, your relationship is, and will remain with, Daiwa, and Bernstein
has neither any contractual relationship with you nor any obligations towards you.

To ourreaders in Australia: Sanford C. Bernstein (Hong Kong) Limited %1% % 7545 [E 4+ 5] isresponsible for distributing research
in Australia. It is regulated by the Securities and Exchange Commission under U.S. laws, by the Financial Conduct Authority under
U.K. laws, which differs from Australian laws. Sanford C. Bernstein (Hong Kong) Limited 2185 #H5 [R4> T is exempt from the
requirement to hold an Australian financial services license under the Corporations Act 2001 in respect of the provision of the
following financial services to wholesale clients:

e providing financial product advice;

e dealing in a financial product;

e making a market for a financial product; and
e providing a custodial or depository service.

To our readers in India: This publication is being distributed in India by Sanford C. Bernstein (India) Private Limited (SCB India)
which is licensed and regulated by Securities and Exchange Board of India ("SEBI") as a research analyst entity under the SEBI
(Research Analyst) Regulations, 2014, having registration no. INHOO0006378 and as a stock broker having registration no.
INZ000213537. SCB Indiais currently engaged in the business of providing research and stock broking services. Please refer to
www.bernsteinresearch.in for more information.

¢ SCB India is a Private limited company incorporated under the Companies Act, 2013, on April 12, 2017 bearing corporate
identification number U65999MH2017FTC293762, and registered office at Level 3A, 4th Floor, First International Financial
Centre, Plot Nos C-54 and C-55, G Block, Near CBI Office, Bandra Kurla Complex, Bandra (East), Mumbai 400098,
Maharashtra, India (Phone No: +91-22-68421401).

e For details of Associates (i.e., affiliates/group companies) of SCB India, kindly email MUM-BERNSTEIN-
InCompliance@bernsteinsg.com.

e SCB India does not have any disciplinary history as on the date of this report.

¢ Except as noted above, SCB India and/or its Associates (i.e., affiliates/group companies), the Research Analysts authoring this
report, and their relatives
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¢ do not have any financial interest in the subject company

+ do not have actual/beneficial ownership of one percent or more in securities of the subject company;

¢ isnotengaged in any investment banking activities for Indian companies, as such;

+ have not managed or co-managed a public offering in the past twelve months for any Indian companies;

* have not received any compensation for investment banking services or merchant banking services from the subject
company in the past 12 months;

* have not received compensation for brokerage services from the subject company in the past twelve months;

* have not received any compensation or other benefits from the subject company or third party related to the specific
recommendations or views in this report; and

* do not currently, but may in the future, act as a market maker in the financial instruments of the companies covered in the
report.

* do not have any conflict of interest in the subject company as of the date of this report.

e Except as noted above, the subject company has not been a client of SCB India during twelve months preceding the date
of distribution of this research report. Neither SCB India nor its Associates (i.e., affiliates/group companies) have received
compensation for products or services other than investment banking, merchant banking or brokerage services from the
subject company in the past twelve months.

¢ The principal research analyst(s) who prepared this report, members of the analysts' team, and members of their households
are not an officer, director, employee or advisory board member of the companies covered in the report.

e QOur Compliance officer / Grievance officer is Ms. Rupal Talati, who can be reached at +91-22-68421451, or MUM-
BERNSTEIN-InCompliance@bernsteinsg.com / Schin-investorgrievance@bernsteinsg.com

¢ TheResearch investor charter and Terms & Conditions of SCB India are available on its website and may be accessed at Sanford
C. Bernstein (India) Private Limited (https:/bernsteinresearch.in/) for your reference.

¢ Disclaimer: Registration granted by SEBI, and certification from NISM, is in no way a guarantee of performance of the
intermediary or provide any assurance of returns to investors. Investments in securities market are subject to market risks. Read
all the related documents carefully before investing.

To our readers in Switzerland: This document is provided in Switzerland by or through Bernstein Autonomous LLP, and is
provided only to qualified investors as defined in article 10 of the Swiss Collective Investment Scheme Act (“CISA”) and related
provisions of the Collective Investment Scheme Ordinance and in strict compliance with applicable Swiss law and regulations.
The products mentioned in this document may not be suitable for all types of investors. This document is based on the Directives
on the Independence of Financial Research issued by the Swiss Bankers Association (SBA) in January 2008.

To our readers in the Middle East: Bernstein Autonomous LLP, DIFC branch has its principal office at Gate Village 06, DIFC,
Dubai, UAE. Bernstein Autonomous LLP, DIFC branch is regulated by the Dubai Financial Services Authority (DFSA) with the
registration number CL10040 and is provisioned for Arranging Deals in Investments and Advising on Financial Products. All
communications and services are directed at Professional Clients and Market Counterparties only (as defined in the DFSA
rulebook). Persons other than Professional Clients and Market Counterparties, such as Retail Clients, are not the intended
recipients of our communications or services.

LEGAL
All research publications are disseminated to our clients through posting on the firm's password protected websites,
bernsteinresearch.com and autonomous.com. Certain, but not all, research publications are also made available to clients through

third-party vendors or redistributed to clients through alternate electronic means as a convenience.

This publication has been published and distributed in accordance with the Firm's policy for management of conflicts of interest
in investment research, a copy of which is available from Bernstein Institutional Services LLC, Director of Compliance, 245 Park
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Avenue, New York, NY 10167. Additional disclosures and information regarding Bernstein's business are available on our website
www.bernsteinresearch.com.

The securities described herein may not be eligible for sale in all jurisdictions or to certain categories of investors where that
permission profile is not consistent with the licenses held by the entities noted herein. This document is for distribution only as may
be permitted by law. This publication is not directed to, or intended for distribution to or use by, any person or entity who is a citizen
or resident of, or located in any locality, state, country or other jurisdiction where such distribution, publication, availability or use
would be contrary to law or regulation or which would subject any of the entities referenced herein or any of their subsidiaries
or affiliates to any registration or licensing requirement within such jurisdiction. This publication is based upon public sources
we believe to be reliable, but no representation is made by us that the publication is accurate or complete. We do not undertake
to advise you of any change in the reported information or in the opinions herein. This publication was prepared and issued by
entity referred to herein for distribution to eligible counterparties or professional clients. This publication is not an offer to buy
or sell any security, and it does not constitute investment, legal or tax advice. The investments referred to herein may not be
suitable for you. Investors must make their own investment decisions in consultation with their professional advisors in light of
their specific circumstances. The value of investments may fluctuate, and investments that are denominated in foreign currencies
may fluctuate in value as a result of exposure to exchange rate movements. Information about past performance of an investment
is not necessarily a guide to, indicator of, or assurance of, future performance.

This report is directed to and intended only for our clients who are “eligible counterparties”, “professional clients”, “institutional
investors” and/or “professional investors” as defined by the aforementioned regulators, and must not be redistributed to retail
clients as defined by the aforementioned regulators. Retail clients who receive this report should note that the services of the
entities noted herein are not available to them and should not rely on the material herein to make an investment decision. The result
of such act will not hold the entities noted herein liable for any loss thus incurred as the entities noted herein are not registered/
authorised/ licensed to deal with retail clients and will not enter into any contractual agreement/arrangement with retail clients.
This report is provided subject to the terms and conditions of any agreement that the clients may have entered into with the entities
noted herein. All research reports are disseminated on a simultaneous basis to eligible clients through electronic publication to
our client portal.

The information in this report was prepared by Bernstein solely for the internal business use of our clients. Clients may store,
display, analyze, reformat and print the information in this report for this limited use only. Clients may not copy, alter, create
derivative works, resell, reverse engineer, commercially exploit, share or distribute any part of the information contained herein
for any purpose without Bernstein’s express written consent. These restrictions include extracting data or using the content to
develop indices or other products. Further, you may not use this report, or any portion of this report, to train or finetune any third-
party machine learning or artificial intelligence system, or as a prompt or input into any such system. You also may not, without
Bernstein's express written consent, do any of the foregoing in connection with your own internal machine learning or artificial
intelligence system.

Bernstein may use artificial intelligence tools in the preparation of its materials. Any such materials are reviewed by Bernstein’s
research analysts prior to publication.

This report has been prepared for information purposes only and is based on current public information that we consider reliable,
but the entities noted herein do not warrant or represent (express or implied) as to the sources of information or data contained
herein are accurate, complete, not misleading or as to its fitness for the purpose intended even though the entities noted herein
rely on reputable or trustworthy data providers, it should not be relied upon as such. Opinions expressed are the author(s)' current
opinions as of the date appearing on the material only and we do not undertake to advise you of any change in the reported
information or in the opinions herein.

Any references to Societe Generale herein are purely factual, based upon publicly available information, and included for
comparative purposes only. They do not constitute an opinion or recommendation with respect to the securities of Societe
Generale.

This publication was prepared and issued by the entity referred to herein for distribution to eligible counterparties or professional
clients. The information in this report is intended for general circulation and does not constitute an offer to buy or sell any security,
investment, legal or tax advice nor a personal recommendation, as defined by any of the aforementioned regulators. It does not
take into account the particular investment objectives, financial situations, or needs of individual investors. The report has not been
reviewed by any of the aforementioned regulators and does not represent any official recommendation from the aforementioned
regulators. The investments referred to herein may not be suitable for you. Investors must make their own investment decisionsin
consultation with advice sought from a financial adviser regarding the suitability of the investment product, taking into account the
specific investment objectives, financial situation or particular needs of any recipient of the recommendation, before the recipient
makes a commitment to purchase the investment product.

The analysis contained herein is based on numerous assumptions. Different assumptions could result in materially different
results. The information in this report does not constitute, or form part of, any offer to sell or issue, or any offer to purchase or
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subscribe for shares, or to induce engage in any other investment activity. The value of any securities or financial instruments
mentioned in this report may fluctuate subject to market conditions. Information about past performance of an investment is
not necessarily a guide to, indicative of, or assurance of future performance. Estimates of future performance mentioned by
the research analyst in this report are based on assumptions that may not be realized due to unforeseen factors like market
volatility/fluctuation. In relation to securities or financial instruments denominated in a foreign currency other than the clients’
home currency, movements in exchange rates will have an effect on the value, either favorable or unfavorable. Before acting on any
recommendations in this report, recipients should consider the appropriateness of investing in the subject securities or financial
instruments mentioned in this report and, if necessary, seek for independent professional advice.

The securities described herein may not be eligible for sale in all jurisdictions or to certain categories of investors where that
permission profile is not consistent with the licenses held by the entities noted herein. This document is for distribution only as may
be permitted by law. Itis not directed to, or intended for distribution to or use by, any person or entity who is a citizen or resident of or
located in any locality, state, country or other jurisdiction where such distribution, publication, availability or use would be contrary
to law or regulation or would subject the entities noted herein to any regulation or licensing requirement within such jurisdiction.

Source: Bloomberg Index Services Limited. BLOOMBERG® is a trademark and service mark of Bloomberg Finance L.P. and its
affiliates (collectively “Bloomberg”). Bloomberg or Bloomberg’s licensors own all proprietary rights in the Bloomberg Indices.
Neither Bloomberg nor Bloomberg'’s licensors approves or endorses this material, or guarantees the accuracy or completeness of
any information herein, or makes any warranty, express or implied, as to the results to be obtained therefrom and, to the maximum
extent allowed by law, neither shall have any liability or responsibility for injury or damages arising in connection therewith.

No part of this material may be reproduced, distributed or transmitted or otherwise made available without prior consent of the
entities noted herein. Copyright Bernstein Institutional Services LLC Bernstein Autonomous LLP, BSG France S.A,, Sanford C.
Bernstein (Hong Kong) Limited {8 % %4 R4 7], Sanford C. Bernstein (Canada) Limited, Sanford C. Bernstein (India) Private
Limited (SEBI registration no. INHOO0006378), Sanford C. Bernstein (Singapore) Private Limited and Sanford C. Bernstein Japan
KK(Hh>»Z74—F - C: =244 A E4). Allrights reserved. The trademarks and service marks contained herein are
the property of their respective owners. Any unauthorized use or disclosure is strictly prohibited. The entities noted herein may
pursue legal action if the unauthorized use results in any defamation and/or reputational risk to the entities noted herein and
research published under the Bernstein and Autonomous brands.
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