EXECUTIVE LENS

Growth is Returning. Which Growth Deserves Capital?

The Next Cycle Rewards Precision: Where Demand, Margin, Cash and Complexity Intersect.

Cleaning Tools

Kitchen Electrics Cookware + Bakeware
+4% +4% 67%

2025vs. 2024 2025vs. 2024 Purchase Intent

Growth Can Rise While Value Creation Falls.

When category demand is uneven and trade, freight and technology are reshaping decisions, CEOs need one view of the
economics before the next PO, retailer negotiation or inventory build.

Working capital required to fund What deserves another dollar of How quickly leadership can act

True contribution by SKU +
ownership on the answer

Customer growth

Sources: IHA 2026 State of the Industry, MarketScope (May 2026) and MarketOutlook (Aug. 2026). C H E S S
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STRATEGIC SYNTHESIS

Every CHESS Topic Becomes a Capital-Allocation Decision.

Al, Consumer demand, Trade volatility and Retail reinvention are not separate issues once they hit the P&L and balance sheet.

Al + AUTOMATION

CONSUMER DEMAND
Are we accelerating a profitable process, or

Which categories, channels and SKUs deserve
scaling a bad one? the next dollar?

VALUE

CREATION

TARIFFS + SHIPPING

RETAIL REINVENTION

What happens to margin and cash before the Which customer relationships create economic
next purchase order?

value after terms, fees and deductions?

Decision system: Contribution margin ¢ Cash ¢ Inventory ® Scenario planning ® Accountability

Source: International Housewares Association, CHESS 2026 agenda, accessed Sept. 12, 2026.
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EXECUTIVE STRESS TEST

Can Your Team Answer these Five questions in Five minutes?

Not after month-end. Not after a special analysis. When the decision is actually being made.

What is our most and least profitable SKU x
customer combination after freight, fees
and deductions?

How much cash is required if our top three
retailers grow 15% faster than plan?

Kristie Sams

VvCFO/Operational Advisor
CREATIVE PLANNING

What is the margin impact of the next Which inventory would we stop
landed-cost or freight shock, before we replenishing today if every dollar had to
accept the PO? earn its way back in?

Which retailer or channel creates volume but destroys cash, margin or management capacity? Leslie Langsev

Business Manager
CREATIVE PLANNING

100 bps of margin = $1.0M at $100M revenue. The opportunity is not more reporting. It is faster, better decisions.
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