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Michael Lasser: Good afternoon, everybody. Welcome to theafternoonsession of our Day 1 of our UBS
Consumerand Retail Conference. Unfortunately, it allgoes downhill from here, because
thisis asgood asit'sgoingto get. With the National Vision team, we are so excitedto
have Reade Fahs whohasbecomeaninstitutionas part of our UBS Consumer
Conference. It'sgreat to get anupdate. Reade Fahs has been atNational Vision as CEO
since 2002. He started when he was 4 years old. Melissa Rasmussenwho has been with
National Vision since 2019, and more, mostrecently has been promoted into the Chief
Financial Officerrole, fora couple of years now.

Melissa Rasmussen: As of the beginning of "20.

Michael Lasser: Time flieswhen you're having fun.

Melissa Rasmussen: Oh, indeed it does.

Michael Lasser: There is a new Vice President of Investor Relations, Tamara Gonzalez, who will be a
great resource forall of usin the investment community. Did you wantto read a quick
disclaimer?

Melissa Rasmussen: Before starting, I’d like to remind everyone that we’llbe discussing forward-looking

statements and our actual results may differ materially from those we make today. The
factors that could cause ouractual results to differ materially are discussed in our most
recent 10-K filed with the SEC.

ReadeFahs: I'll share that theyno longer let me do disclaimers because I try to inject levity into them,
andthey don'tlike that.

Michael Lasser: One area that the lawyers get a little worked upabout. That totally makes sense.
ReadeFahs: Itused to be such fun.
Michael Lasser: I will remind everybodythaton the appfortheconferencethereisthe ability to submit

questionsand we'llinclude those in our conversation foranything that you wantus to tak
about. Butwe certainly haveno shortage ofthings to talk about. It'sbeenaninteresting
journeyas I'msure youwill agree, Reade. Both for National Vision overthe longer term,
butalso in the last fewyears, kind of goingon someof the volatility of the core
consumer. Where do you see thehealth of National Vision's customers today? And how
have their purchasing patterns evolved over the lastfewyears?

ReadeFahs: Good, I'd love to talk about that. First of all, | do know that the biggest question from the
crowd is probably aboutyoursocks. And yes, Michael is wearing National Vision socks.
Those are two yearsago, this isthis year's National Vision sock collection, but we
appreciatethat, and they look great onyouthere.
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Michael Lasser: There are retro.

ReadeFahs: Yes, retro National Vision socks. Our consumer is generally making under $100,000 and
ourconsumer has been strapped by thiseconomy, by theinflation. It was in this
morning's Wall Street Journal aboutwhat the price of food is doing to folks, and our
consumeris strapped in thatway. About 35% of our business comes from managed care
consumers. That isa different situationin that that tends to be a wealthier consumerand
forthem it'snot really as muchtheir money thatthey are spending, so that part of our
business has beengoingup very nicely. Our consumer is feeling pretty strapped right
now.

Michael Lasser: Pretty strapped, yeah. It's beenaninteresting last fewyears because 2020, a lot of optical
retail stores closed. 2021 there was a reopening, someinjection of capital thatthe
consumer got,andit madea lot of sense forthemto go and get a new pair of glasses.
Thatarguably pulled forward somedemand or disrupted their purchasing cycle. That was
witnessed in part of2022. And thenat thesametime, this optometrist who is so critical of
the model of the industry, had seen some ebbs and flows as welland some constraints.
Give a state of affairswhere you feel you stand today. Especially from the purchasing
cycle standpoint.

ReadeFahs: Yeah, so within our conference rooms we referto it as the newreality. And thenew
realities were that our customerin 2021 had never beenricher. Between the savings they
had by not going out duringthe COVID closure period and then our generous
government giving out so much money, thatour customer hada lot of found money. And
we've always said, whenour customer has found money, they come and spend it with us.
That'swhy taxreturnseason is generally our highest seasonality period.

Our consumer had found moneyin 2021. They camein, they bought a great pair of
glasses asthey generally spent more than they normally would haveon them, and then
soon thereafter, several new realities hit. The newreality of the optometric market where
optometrists, like almostevery other healthcare professional out there, had sort of a big
rethink and wantedto work less days. That affectedthe market in large ways. Thatwas
one newreality, sort of less optometrists froma few retirements, but mostly less capacity
dueto lessdays.

The next reality was the consumer inflationaffecting our core consumerand our
business. And thenthethird reality for us was the exit of the Walmart partnership. The
mantraaround our office is, we are rapidly adapting thebusiness to survive in thesenew
realities,and we havebeendoingthat very aggressively throughout 2023. | would say
thatall these changes hittingat onceto a consistently predictable and steady category,
and the category had been very consistent and predictable for several decades priorto
COVID, and then post-COVID, especially in 2022, these new realities changeda lot and
there wasa lot of what is happeningto our category, a lot of change. And | would say
2022 we were pretty backfooted during that period of time. 2023, | think we became
much more forward footedand I feel that we've beenthat way pretty muchssince early
last spring.

Michael Lasser: First, the investment community is using thatsame mantra, so that's a little ironic. Two,
you feellike the industry isnow back orapproaching back to where it was historically
where it's got nice and steady mid-single digit, or low to mid-single digit growth, and
then National Vision takes market share.

ReadeFahs: What we have here is 2 datapoints thatare encouraging. Our back-to-school seasonwas
much more like thatwhich we were used to pre-COVID. And our Decemberandend of
yearexperience was muchmore like pre-COVID. And we feel it's nice to see 2
encouraging datapoints. The next datapointwill come whenwe report Q1 and we can talk
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about what's happening with March. But | would say thatthe industry is sort of waiting
and holdingits breath to see whether this purchase cycle is goingto begin to normalize.
And again, to theextent to which your business is majority managed care, assome
businesses are outthere, you're better insulated. And to theextent to whichit's less than
half managed care like ours is, 35%, you're dependenton that uninsured consumer.

Canyouremind us, isthere any reason why the industry wouldn't go back to the way it
was?

Thishasbeen sucha consistent, predictable industry fora longtime because of the
biology of the humaneye. Humaneyes deteriorate with age, it's justhowwe allare. And
aswe age,oureyes get worse and thatis why the category has been so predictable. |
think that combined with actually we're allon screensa lot more andtheaging of the
population, it should comebackandbe normalized. It's just exactly whenthat's going to
happenthat's the hard thingto predict. But we believe it will.

It will. We tend to look at the optical retail market in a way towhere the phamacy
market was 20 yearsago. A lot of independent players, very fragmented. Isthere any
reason --are there any differences in the optical retail markets thatwould not meanthat
there would be a similartrend to what happened in the pharmacy where the larger players
get larger?

I think that'sa goodanalogy,andno, I'm not seeinganything different. I think those
broad trends in pharmacy we will see continuing. For, again, forthe many years prior to
COVID, what we sawwas thechains getting bigger, the independentshare eroding.
Independents havetrouble differentiatingand have tobe -- inherently, they have to higher
priced because they haveno economies of scale. We've seenoverall trends towards
heightened value in the category and we think thatshould continue.

We're in this unusual economic environment where everyone feels pressured, but people
have jobs. Andnormally, the way National Vision characterizes when it does see that
trade down benefit, it'snicer cares in the parking lot, some of these folks cometo an
American--

Nice cars, right.

Actually, some people this morning in our meetings were saying that | was really
psychic. You arenot our target audience, but I was really psychedto hear it.

There'sa lot of owlloversin thisaudience.

Okay. Butthe point is, give usa sense forare you seeing that trade down? | think the way
you described it recently on your callwasa little different than how you might have seen
it in the past. Maybe people arebuyinga little bit nicer.

'08/'09, where we were comping consistently through '08/'09, it was a jobless economic
return instrument whichwas different than what we're seeing now. We are seeingtrade
down fromwealthier consumers. And part of thatdoes relateto the managed care
consumer andthe managed careshare growth. | think more and more consumersare
seeingthat their managed care dollars go further with us than with many other places, and
that meansa lot to them also.

Absolutely.

If ourmanaged carecomps were our overallcomps, we'd be drinking a lot of champagne
right now.
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Michael Lasser: Well, we could still do it, nonetheless. And you mentioned March. Thisis an important
seasonfor National Vision if only because the consumer gets an infusion of cash from
theirtax refund. Tax refunds have beenkind of funky, that's a technical term, a little bit

lower.
ReadeFahs: Do you want to discuss that?
Melissa Rasmussen: Yeah. What we've beenseeingwith the tax refunds so far is, while individua tax refunds

have beenslightly higherthan lastyear, overall tax refunds seemto be laggingwhatlast
yearwasbringingin. When we released guidance in February, we had talked about
differentscenarios built-in our first quarter flat to negative comps, slightly negative
compsthat we talked about. We still expect that with the sequential improvementthatwe
sawfrom January into February, we still expectto see improvement as we progress
through March. And the level of tax refundtied to that canvaryand still fall within that
range we released.

ReadeFahs: And I will say, when the stores start feelingthe tax returns comingin, like the word
rushes through our highway, they're starting, they're starting. That's anexcitingtime for
us. But | think a key thingto take away that Melissa was justreferencingis, given all
that'shappeningin the macro, our guidance is planning fora lot of different scenarios. |
love that McKinzie published something they justreferredto that we're in a period of
fundamental uncertainty. Thatthere's so many different options, moreso thanany, harder
to predict,and our guidance is saying, okay, a range of things could occur and we want to
makesure we're coveringthosein our guidance.

Michael Lasser: You mentioned previously thatthere's 2 good datapoints so far about the nomalization of
the purchase cycle. In your mind, what are you waiting for, for that third? Do you have to
get past this season, get into the deeper part of springto say, and even if the deeper part
of springmight be a little volatile, it's still goingto be on the right trajectory?

ReadeFahs: We will be, aswe're describing March, we will be describing it that'sathird datapoint for
us. That will be comforting. We'd like usto havea little bit more time before we declare
that the purchase cycle has nomalized, just because we 've never seenanything like this.

Michael Lasser: No doubt. Well, you canallstand around the Atlanta headquarters and hear those noises
comingdown the hall that, they're coming, they're coming. On the optometrist recruiting
effort, thishas been anewelement to thestory because National Vision has really been
an employer of choice foranoptometrist fora while. Foran optometrist who is coming
out of optometry school, and nothave to worry about payrolland administrative things
and dealingwith reimbursement, really attractive. Now, with that being said, there has
been more challenges | think across the recruitment market for optometrists.

ReadeFahs: Sure. It gota lot tighterin 2022.

Michael Lasser: Yeah. Where does -- A), what drove that? Was it just the optometrist saying, hey, my
priorities are changing? And how is National Vision addressing it?

ReadeFahs: Two factors. Factor one is, there were more retirements in 2020 and 2021, butthe bigger
factor is something that's happeningacross healthcare. They call it the great rethink
where people, where healthcare professionals, especially thosewith a lot of advanced
degrees, advanced years of education, were saying, | want towork less days.

Michael Lasser: The investment community has beendoing the same thing.

ReadeFahs: But it's happening throughout healthcare and so the average number of days that an
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optometrist works s less. It used to be, again, during sort of what I call the rigid phase of
ourcompany, you cameto work forus, you worked 5 days a week, and your days off
were Wednesday and Sunday. Those were the days off you got. Well, thatactually
becamea hindranceto ourability to recruit, andso last year we started offeringa variety
of different flexible packages and that helped us immensely with retention and with
recruitment. Again, we've always been, especially forthenewgrads, an employer of
choice becausewe got very good at saying, hey, comewith usandyou willbecomea
betterdoctor through learning how to practice from our more experienced doctors. And
we're pleasedthatover 10% of thegraduates of all 24 schools choseus last year. And we
think that the employment mode of practice that we are and always beenbehind, and |
think we're the largest employer of optometrists outthere, we think theemployment
modelisbecoming ever more popular because ofa fewthings. What you said of people
notwantingallthe burdens of runninga practice. It usedto be in the earlier era thata
youngdoctorwould joinanolderdoctor's practice and gradually buy it as the doctor
shifted to retirement. Now with the number of privateequity rollups out there, the odds of
that doctorturningthe practice overto a younger person has gone down a lot. And then
the headset of late 20-somethings coming outof optometry school is far more of awork
to live mode. The expressionthat | hear the most is, we like working for National Vision,
America's Best, becauseat the end of the day, | get to leave without a care in the world.
That'sit. Leave withouta care in the world because we're doingall the other pieces.
They're doingwhat they're trained to do whichis patient care. That's why they went to
optometry school. That's what they learned there. They did not learn, there arenot
business courses there, they did notlearnhowto run a business. They come in, they do
the patient care, and thenat the end of the day they can leave withouta care in the world.

Michael Lasser: Sounds like the sell side.
ReadeFahs: My next career.
Michael Lasser: I have 2 follow-up questions on this. Number oneis, you hired 10% of all optometrist

graduates in the most recentyear. What's the capacity for National Vision? Can you
connect into 20%? Isthatnecessary, especially as you satisfy the aspirations for
continuingto open 70+ units peryear?

ReadeFahs: Just to correct, we actually said over 10%, so that's the case. Let's just do some quick
math. We have over 2,000 optometrists in the network practicing in or next to our stores.
We've said that our retention rate ranges from low 80s in badtimes like 2022, to high 80s
in good times. And then we said we'vebeen steadily improvingsince 2022. If you think
of thatand over2,000doctors, youinherently, | thinkit'sa good retention rate at that
level. Especially when you're dealing with people who are in their late 20sand early 30s.
Theirlives are not settled, so youneed a certain amount just from that retention. We build
70 storesa year, so youneedthose 70. And then frankly, a lot of stores, as they ramp, you
go from needing one doctor to needinganother doctor. There is need out there, but
recruitment isimproving, retention is improving, and our remote medicine options have
helped usa greatdeal in the deployment of doctors to where they're most needed.

Michael Lasser: And let'sdig into the remotemedicine concepta bit. Because A), | think there's still a bit
of a misunderstandingaboutwhat it isand it would be a greatchanceto clearit up. I'll
describeitand youtellme howwrongl am. Itisas flexible as someone sittingin Naples,
Florida can visualize the eye exam, an optometrist eye exam, fora customer sittingin a
store in Delaware. And it's a pretty seamless experience because you'llhaveeitheran
assistantoran associatewho is managing the physical patient experience, while all the
medical decisions and analytics aretaking placeremotely in a distant location.

ReadeFahs: Right. And just to make sure there's 100%clarification, in your example the optometrist
was sitting in Naples and the patientwas sitting in our store environment surrounded by
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diagnostic equipmentwhere we've takena lot of testingand sentit digitally to the doctor
sitting in theirhome officein another place. And aslongasthe doctor s licensed in the
place the patient is sitting, then it'sa good legaleye exam.

Isthere synchronous interaction?

Yes, and that isthe key part. There are synchronous interactions to the point that the
doctorissaying, which do you like better, number one or number two? And when you
say,oh, I like number two, the doctor presses thebuttonathomeand changes the lenses
in the store. Which always gets a really nice oohthing from the patients.

I alwaysfeel like | get thatwrong. One, | never cantellthe difference betweenl1or2. Is
C better? What is the customer response?

I think we have all cometo realize thatour lives are goingto be evermore through a
digital interface in so many different ways. We're all spending so muchmore time in
virtualmeetings. And I think that -- a fewweeks ago, | was driving to work, pulled off
the road intoa parking lot and had a tele-exam with my GP to get my statins renewed.
And I'm thinking, this isamazing. And before that it was | always would haveto go to
the doctorand it was always like | thought it was a tremendous waste. The factthat
halfway throughmy commute in a parking lot | canhave this interaction and | lovedit. It
was clearthe doctor's office thoughtthis was theway of the future, and I think all of us
are goingto be participating in digital medicine evermore in comingyears. And | think it
can be very advantageous. You don't have enough healthcare providers to provide the

healthcareto everyone, you'vegot to deploy them ever more efficiently, and telemedicine

doesthat.

And how has been theresponse for the optometrists? Optometrists in general, they've
moveda little furtherin their career, so they were not initially adaptive tosome new
technology, so it took some time. Where does that stand today?

I think it's fairto say thatin general, youraverage optometrist is a late adopter of
technologies. Oftena little concernedaboutwhat it will meanforthemandthat's been
true for decades also. We started talking about remote medicine yearsago, and thena
year laterwe'd talk about, oh, we're goingto try it. And then a year later, let's tellyou
howthat'sbeenworking, so thatby thetime we wanted to get behindit, they were
socialized to it. And frankly, it is the part of our pithos that's very easy to recruit for.

Isit lots?

Plenty of doctors would like to work remotely and | was very pleasedthat one of the
heads of oneof the largest optometry schools said that he hadtried all the different
remote options and he thoughtours was the best.

That'sawesome. Well, my uncle Kenny is an optometrist and he stilluses a flip phone, so
furtherevidence of slowadoption. Wheredoes remote medicine stand today and where
can itgo overtime? And give us a sense forhowthis is increasing the capacity of the
organization.

We currently have550enabledstores. We have plans to add another 50 and if some
legislative things open up, maybe more after that. We have to see howthe laws evolvein
the various states. We've said it is over 5% of all of oureye exams, including the non-
enabledstates’ eye exams, so that's good. And progressing positively. I think it was about
mid-last year, maybeit wasthe last time we were hangingout, | was referringto how
remote medicine isin early innings. I'd say we're like into the start of middle innings
now, but I think there'sa lot of improvement and added advantagethatthis cangive us
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overtime.

We were sort of a pretty analog company priorto COVID. We were not a cutting-edge
technological company. And so doing-- launching an Uber-like delivery system of
examsinside a very traditional retailer, there's not much in our DNA that would have said
we could be good at that. Andall startups have -- they're a little tough, butl amreal
pleased with where thatstands now. It has great, great momentum arounditand I just like
how it's workingin with ournetwork and I see evermore advantagesto it going forward.

Michael Lasser: Who said you can't teachan old dog newtricks, right?

ReadeFahs: There we go, right.

Michael Lasser: What percentage of statesallow forthis? You canball park it. Half?

Melissa Rasmussen: We're in about2/3 of thestates where we have remote capabilities.

Michael Lasser: Okay.And isthe only thingthat's preventing the last1/3 is regulations?

ReadeFahs: Thereare 1 or2 states wherewe just have plenty of coverage, so thatwe don't invest in it

there. And we do believe telemedicine laws are allgoingto go to more pro-consumer
pieces. We think eventually the difficult states willbe more open.

Michael Lasser: One otherway that you've beenaddressing the retention and recruitment efforts by
investinginto wages. Both for your optometrists and across the organization. Where does
that stand? And doyoufeel confidentthatyourwage rates right now are where they need
to be relative to the market?

Melissa Rasmussen: We do. We offer competitive pay, especially with our optometrist population. When
they're comingoutof schooland they're offered certain different opportunities, we have
been competitive. We had historically seeninflation in the lowsingle digit range with
optometrist wages. That'sinched up to the mid-single digit range and we wouldn't expect
thatto be declininganytime soon. We have put in place differenttypes of compensation
such asincentive compensationthat's tied to their level of productivity. That's variable,
and the more productive a doctor is, the more incentive compensationthey receive. Our
guidanceincorporates the assumption that mid-single digits is roughly where we'll end up
with wage inflationforthedoctors going forward.

Michael Lasser: And in an environment wherethereis more inflationary pressure for wages and other
areas,doesn't it makesenseto continueto atleastexamine the pricing power that
National Vision has? You've already beenable to flex that muscle in a way thathas
retainedthe corevalue proposition. Youcanstillget 2 pairs of glassesandaneye exam
for$79, a very compelling price. How much moreroom and opportunity doyouthink
you have topushthe pricing lever? Especially in an environment where your competitors
are usingthis? I know, Reade, oneof theprinciples that you extolled fromthe very first
time we met was, we really don'twant to dothis. But hasn't the world change a little bit
that you needto have that muscle and use it occasionally to make sure that you're
offeringyour customera good spend?

ReadeFahs: I'm goingto start and then Melissa, you'll provide the detail there. Yes, what--eversince
we went public we said, real menand womendrive their business through footfall. That
shows thatcustomers like you andthey telltheir friends. That we always preferto and
have pretty much consistently riven our business, more from footfall than from average
sales. However --

Melissa Rasmussen: We have pulled and do pullthe pricing lever. We try to not pull the headline pricing
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lever,and we've done thatone time in the past17 years, when we took that price ofthe
headlineprice up in 2022. With that, we look to always offset cost increases that we take
from oursuppliers and vendors through pricingactions. Thoseare just onthe nonheadline
pricing factors where we exercise more pricingthere.

I'm guessingthere's 500 lens brands in a typical --

No, more like 1,200.

Oh my gosh, I didn't know | was shortchanging you by such choice.
And at America's Best, morein an Eyeglass World.

Eyeglass World. And presumably, on the tail, you stillhave moreroom to take pricing
up. Isthat goingto be the strategy?

We referencedon our callsort of we did take some product pricingon a lens here or
there, things like that. Every nowand thenwe'll look at -- we havevarioustiersandevery
nowand thenwe'lllook at that. But also, sort of areas like exam services. Things like you
come in pink eye andyouneed a prescription. You'd be surprised how much foreign
body removal we do eitherwhensomethingis in somebody's eye orthey've lost their
contacts. Things like that whichdon't necessarily affectthe core offer, but we brought in
a boutique pricing firm lastyearandthey sort ofsaid, hey, hereare somethings you
might not have thoughtabout, and we've putseveral of those in placerecently.

Gotcha. Pivoting overto the competitive landscape, it does seem like thisisan
environmentwhere consumers are gravitating to familiar brands. What are you seeing
with respect to the competitive landscape? Is there -- is pricing and promotions becoming
more intense? Are there any changes thatare taking place in the landscape?

Actually, oftena subtext of thatquestionis aboutonline related penetrationand
competition. And conveniently, just yesterday morning, the vision council came out with
some data thatsaid thatthe penetration of online purchases has not changed in 2 years,
thatthat hasbeenflat for 2 years. Of course, during COVID therewas a bit of a spike,
then there was a decline andthenit'sbeen flat for 2 years. Again, asyou can see from
some of theplayers who started out saying they were goingto bigecommerce players,
thisis a categorythatpeople stillbuy in stores. We know that many of the more high-end
playersare farmore, pullingthe pricing levera lot more than we do, and we generally see
that we believe that that's moreshort-term benefit than long term, and we try to manage
always more towards the long termthere, and so we're careful aboutthat. And again, we
competein the value category. Our customers needto leave us saying, hey, | got products
I really like and I feel good about what | paid.

And haveyouseen any changes with the independents? Independents kind of ebbed and
flowed during 2020, some of them had closed up, and maybe some of them cameback?

I think the key factor in the independent category is the presence of private equity,
severaldifferent groups rolling up the better independent practices. Andthathadbeen
going on forseveral years prior to COVID andthat will continue and I do think that's a
factor in just ongoingerosion of theindependentsector as you were talkingabout as in
pharmacyoverthe longterm

Yeah. And so, if anything, pushingthis consolidation should be good for a large player
like the bigger getting better?

Yeah.
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Michael Lasser: I want to pivotthe conversation. | think thediscussion around profitability has become
more in focus. You were kindenoughto give us a roadmap for how National Vision's
profitability is goingto unfold. You gave some margin targets this yearand next. What
are the risks to you beingable to achieve those margin goals? Is it simply a function of
the topline? Are there other factors that investors should consider when they're thinking
about howyour profitability is goingto unfold from here?

Melissa Rasmussen: When we laid out the guidancein our call, the profitability thatwe hadtalked about,
when we get to 2025, we're expecting at that point tohavethe impact of our topline
growth basedon the initiatives thatwe started last year. The recruiting, the retention, the
remote initiatives, all of thatto continueto take, to gain tractionand grow the topline. We
would expectthe topline to cometo mid-single digits aswe go into 2025andthen
assumingthatwe reachthe midpoint of our guidance range this year, we would also
expect that our operating margins would also follow coming to the mid-single digit range
in 2025 aswell.

Michael Lasser: Gotcha. It sounds like it's very volume dependent. You have good line of sight to the
initiatives driving salesandany surprises along theway, outside of the topline growth,
are seemingly manageable. Isthata --

Melissa Rasmussen: Yes. We expect that we would have some margin expansion throughout 2024. And we
had talked about that onour callas well. With the Walmart and AC Lens exit, we expect
to see the 200 basis points of gross margin benefit thatwe talked about beingallback
half related. Andto unpack thata little bit more for thefirst half of the year, we expect
that thefirst quarter specifically is going to be a little more pressured than whatwe've
seen in the past. And we mentioned on thecallthatthereisa dragof about50 basis
pointsrelated to the Walmart business. The Walmart activity didn't come in like we had
expected in January, and so there will be abouta 50-basis point drag. And that willalso
flowthrough theP&L aswell. That would carry throughto gross margin and SG&A
impacts aswell. Because as we exited that business, the revenue ended mid-Februaryand
the costs continued through theend ofthemonth related to the Walmart business. First
quarterisgoing to be more pressuredthan we've seenin the pastand in the back half
you'llsee the gross margin improvement. You'll see SG&A deleverage froma dollar
perspective --or I'm sorry, from a percent perspective, butthe dollars will be declining.
And that's just a functionof thetopline change thatwe'll experience with theexit of
Walmartand AC Lens.

Michael Lasser: You're makingit easy forus. We love the straightforward discussion. Just to clarify and
unpack, the Walmart relationship, and it's kind of winding down, there's different
elementstoit --

ReadeFahs: The storesended in February.

Michael Lasser: And AC Lens--

ReadeFahs: InJune.

Michael Lasser: Just to put a buttoner on that, National Vision was supplying some contact lenses that

were sold through Walmart. Thatpiece of the business is goingto end mid-February?

Melissa Rasmussen: No. The store business ends mid-February. Anything thatyouwould haveseen
previously in ourlegacy segment, in our financial segments, that's what ends in February.
The corporate other segmentis where we had recognized the distribution component of
the Walmart and Sam's Clubactivity. That's AC Lens. And that will be endingmid-June.
I'm sorry, end of June. And oncewe end that, that's where you'll see the gross margins.
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Michael Lasser: Gotcha. Once you get rid of AC Lens, thengross margin is up 200 basis points in the
second half of theyear. Are there any other factors that aredriving the gross margin
expansion?

Melissa Rasmussen: You know, disciplined execution s certainly a factor. As we exited fourth quarter, we

had had crisp operational execution and so we've carried that forward. And like | said,
other thanthe first half of the year being pressured based onthe transition, thenwe
expect back half to be much better.

Michael Lasser: Aside from discipline being rethoughtas middle name, whatin terms of your execution,
what does discipline mean? Does it mean you're more aligning your optometrists' hours
with the customers in the store? You're doinga better job of seeingtheright productto
the customer? Are those examples of where gross margin comes from?

ReadeFahs: Right. And it's just crisp execution throughoutour operations. That's -- what are we
tryingto do? Just havea consistent experiencein allthe stores.

Michael Lasser: Had that not been the case in the lastcouple of years?
ReadeFahs: It' just the day-to-day slog of a retailer forever, just tryingto keep consistency, yeah.
Melissa Rasmussen: As remote gets more mature, the productivity of those doctors increases and thatalso

contributes to some gross margin expansion.

Michael Lasser: Gotcha. You feel like you havegood line of sight to the gross margin expansionin the
back half. And then steppingup from --

ReadeFahs: What I'd wantpeople to understand, just those 2 Walmart factors is where it was coming
from.
Michael Lasser: Then takingit a step further, how do go from your guidance this yearto mid-single digit

margins next year?

Melissa Rasmussen: Going from this yearto mid-single digit next year? We expectto see, like | said, topline
growth where we would expect to be at mid-single digits on the topline.

Michael Lasser: Do you lap someof the Walmart dynamics this year?

Melissa Rasmussen: Yes, we will lap some ofthe Walmart dynamic aswe go into 2025. And then the
increased productivity, cost discipline, thoseare all factors thatwill help drive hat
operational margin back tothe mid-single digits. And then that's just a stakein the
ground. That's not where ourend goal is. Once we get to 2025, we expect from thereto
continue to leveragethe initiatives thatwe've putting in place. Thedigitization of the
stores, we've continued torollout EHR, so the stores will be digitized.

Michael Lasser: Electronic health records?

Melissa Rasmussen: Yes, electronic health records. Andthenthedigitization of our back offices as well. We'll
expect to recognizethe benefits of that productivity and efficiency as well.

Michael Lasser: And maybe Reade, you couldtouch on this aswell. Because while National Vision has
been a very efficientorganizationin the past, you needto do different things today to
realize efficiencies like EH -- electronic health records and other technology to continue
on this glidepathforthe margin productivity. Becausethat is one of the areas thatthe
investment community is focused onis this is a business thathas been nicely profitable in
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the past. Howcan you get back there? It seems like you've got a pretty good blueprint for
it.

ReadeFahs: Thisbusinessisa lot of fun when we're delivering mid-single digit comps. And we
delivered mid-single digit comps consistently for 18 years. We did thatin retrospect by
beinga fairly rigid, somewhatanalog replicator ofa winning concept. And since COVID,
we haveshifted tobe a flexible innovator, flexible digital innovator along the way. And
things like ourremote efforts are oneaspect ofthatanda variety of different --and
electronic health records isanotheraspectof upgrading, our CRM system isanother
aspect. Whenthe world changed on us, we haveadaptedas well.

Michael Lasser: Speaking of adaption, it seems like while Eyeglass World had been a strong performer
fora longperiod of time, it's falling behind a little bit.

ReadeFahs: It'sfallingshort of ourstandards, that's for sure.

Michael Lasser: CanyouA), forthose whoare a little familiar with, less familiar with this story, justgive
some of contrasts between America's Best and Eyeglass World. Telluswhy it's falling
shortasof late. What's goingto be done about it?

ReadeFahs: Yeah, yeah. Dimensionally, round numbers are 950 America's Best stores, and 135
Eyeglass World stores at theend of the quarter. And America's Bestisa free eye exam
when you buy 2 pairs of glasses. The eye exam is generally bundled in with the cost of
product. Eyeglass World is a larger store with a lab providing same day service, a broader
selection of product, buta modelwhere you pay foryoureye examwhichis more
traditionally outthere. Both brands were comping very nicely quarter in and quarter out
going into COVID. And frankly, 2021 was fantastic for both brands. Especially Eyeglass
World had a great 2021. Thenin 2022 whenwe were dealingwith the disruptions,
frankly I thinkwe were just focusing ourtime on our biggest brandthere anda few things
got out of align on Eyeglass World. And it is, as we said, performing below our
standards, althoughit did comp positively in Q4. But we think that there are a few large
issues. One, it does have doctor coverage issues which are made morecomplex thatthere
are 3 different doctor models there versus the one with America's Best.

Michael Lasser: Canyouexplain that?

ReadeFahs: Sure, sure. We havesome stores that areemployed, some stores that are leased with
either one doctor/onestore or onedoctor and two stores. And thenwe have one master
lease who has 40-some stores. And so if you've got 3 differentflavorsandyou have to
manage them differently, and in the America's Bestmodel, we just have more control
overthat. It'sa different conversationand differentapproach with the leasing doctors.
With ouremployed ssituation, we can just go in and put in remote if we want. We have
differentconversations with a lot of long-term leaseholders on that front, buttheyalsoare
havingthe stresses of tryingto find doctors. But we are saying, you needto deliver 40
hours of coverage, that's how this works. Coverageissues was one. | actually think we
underspent on marketing last yearand we're making up forthatnow. And the third piece
is, | think our operations were notas crisp and we just had some operational leadership
changesand had bought in one of ourbest America's Best operators.

Michael Lasser: And you mentioned thatit did comp positive in the fourth quarter which is great. How
longdoesit take to get EGW to a point where it needs to be?

ReadeFahs: It'snotan overnight thing, but I think we will get there. The concept isa winner. People
like to get theirglasses fast. Labs in stores havea consumer segmentand that's what
we're tryingto own there. And again, it's a little bit more designer product, so yeah, we
will get there. And generally, onceyouget your coverage right, life works.




National Vision— UBS Consumer and Retail Conference, March 13,2024

Michael Lasser:

ReadeFahs:

Michael Lasser:

ReadeFahs:

Michael Lasser:

ReadeFahs:

Michael Lasser:

ReadeFahs:

Michael Lasser:

ReadeFahs:

Michael Lasser:

Yeah. More forguys like me.

And it is more forguys like you, andaswe said, where -- throughoutthe franchise, where
we havethe coverage we want, we are delivering comps at historical levels.

That'sgreat. Last couple of minutes | wantto talk a little bit bout advertising, because
that hasbeenone ofthekey factorsto both banners' success. What's goingto be done
differently this year? It seems like advertising isa nice leverthat National Vision can pull
in orderto drive traffic. Not only how much are you spending or what's the general
school of thought, but where are you spending and how are you able to optimize the
productivity of that spend?

We are becomingever more digital. Guess what? People are watchinga lot of streaming
shows. Who knew? There we go.

Once Reade getson TikTok, it'sover.

As we've been, our media plans over theyears have been shiftingto evermore digitaland
both top of funnelandbottom of funnel. That's been consistent. I'd also say thatwe're
startingto broaden our message a little bitandall of ouradsareavailable onourwebsite
in the investor sectionthere. And we're starting to justa little bit talk to a fewother
audiences aboutexams, aboutvalue in different ways that| think are going to be good for
us. We've said the samethingin a variety ofways fora very longtimeand I think we're
expandingthe message justa little bit. And there are independent ways ofassessing the
adsandthenewadsarescoringvery high in that way.

We're gettingaway from the owl?

No. That willnot happen.

Please, I almost insulted his childhood. I'm sorry.

Itis a very popularicon, yeah.

Without a doubt. Well, please join mein thanking Reade, Melissa, Tamara, Kaylinn. This

has been great and we really appreciate and are excited to see what's to come forthe
National Vision story. Thank you for the time.




