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Disclaimer

The material in this presentation has been prepared by Ankura Consulting Group, LLC (“Ankura”) and is general background information
about the matters described herein to be used for informational purposes only. This information is given in summary form and does not
purport to be complete. This information should not be considered legal or financial advice. You should consult with an attorney or other
professional to determine what may be best for your individual needs.

Information in this presentation should not be considered as advice or a recommendation to investors or potential investors in relation to
holding, purchasing or selling securities or other financial products or instruments and does not take into account your particular investment
objectives, financial situation or needs. No one should make any investment decision without first consulting his or her own financial advisor
and conducting his or her own research and due diligence.

Ankura does not make any guarantee or other promise as to any results that may be obtained from using the information in this presentation.
Ankura shall have no liability to the recipient of this presentation or to third parties, for the quality, accuracy, timeliness, continued availability
or completeness of any data or calculations contained and/or referred to in this presentation nor for any special, direct, indirect, incidental or
consequential loss or damage that may be sustained because of the use of the information contained and/or referred to in this presentation
or otherwise arising in connection with the information contained and/or referred to in this presentation, provided that this exclusion of
liability shall not exclude or limit any liability under any law or regulation applicable to Ankura that may not be excluded or restricted.

IRS Circular 230 Disclosure: Ankura and its affiliates do not provide tax or legal advice. Any discussion of tax matters in these materials (i) is
not intended or written to be used, and cannot be used or relied upon, by you for the purpose of avoiding any tax penalties and (ii) may have
been written in connection with the “promotion or marketing” of a transaction (if relevant) contemplated in these materials. Accordingly, you
should seek advice based your particular circumstances from an independent tax advisor.

This presentation contains data compilations, writings and information that are confidential and proprietary to Ankura and protected under
copyright and other intellectual property laws, and may not be reproduced, distributed or otherwise transmitted by you to any other person for
any purpose unless Ankura’s prior written consent has been obtained.
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Consumers & Macro Economy Executive Summary

Positive Trends

* Total nonfarm payroll employment rose
by 228,000 (+1.2%) in March, the
unemployment rate remained stable at
4.2%.

Both hourly and weekly wage rate
increases continue to exceed the
change in inflation.

CPI showed a cooling of inflation
compared to the previous month, with
the first monthly decrease in nearly five
years. The annual inflation rate also
saw a slight moderation. Declines in
energy and some transportation costs
contributed to this slowdown, and core
inflation showed the smallest annual
increase in two years.

Key Headwinds

* Consumer sentiment is a significant

red flag as it reached its lowest level
since June 2022. This pessimism,
fueled by concerns about trade wars
and the broader economic outlook, can
translate into reduced consumer
spending, which is a major driver of the
U.S. economy, potentially leading to a
slowdown or even recessionary
pressures.

Ongoing trade disputes and anticipated
tariffs are a major concern, as they
distort markets, increase costs (evident
in March 2025's vehicle sales surge),
and risk retaliatory actions, harming
economic activity and trade.

O

Concerns

Even with a slight easing of inflation,
cost of living remains a major concern;
elevated prices for essential goods and
services continue to strain household
budgets, potentially leading to
decreased consumer spending and
impacting overall economic growth.

Uncertainty among businesses and
consumers re: economic impacts from
added tariffs.

U.S. GDP grew at an annualized rate of
2.3%, marking the slowest growth in
three quarters, based on 3rd estimate
from the Bureau of Economic Analysis.

The Fed remains committed to
approach rate cuts cautiously in 2025
due to continued inflation concerns.
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Gross Domestic Product

In the fourth quarter of 2024, the U.S. real GDP grew at an annualized rate of 2.4%, according to the third estimate from the

Bureau of Economic Analysis (BEA).

Real gross domestic product
increased at an annual rate of
2.4 percent in the fourth
quarter of 2024, according to
the third estimate released by
the U.S. Bureau of Economic
Analysis. The increase in real
GDP in the fourth quarter
primarily reflected increases
in consumer spending and
government spending that
were partly offset by a
decrease in investment.
Imports, which are a
subtraction in the calculation
of GDP, decreased.

Source: U.S. Bureau of Economic Analysis
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Federal Funds Rate @

Economic uncertainty has led Fed policymakers to advocate a cautious stance on additional monetary policy changes - the
Federal Funds rate showed no change month-over-month.

Federal Funds Effective Rate
Monthly, Not Seasonally Adjusted
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Mortgage Rates

Mortgage rates through early April remain slightly below 7%.
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U.S. Labor, Employment, Wages
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Labor — U.S. Employment

O

Total nonfarm payroll employment rose by 228,000 (+1.2%) in March, and the unemployment rate rose slightly to 4.2%.
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Labor - Industry Employment Trends

Most sectors saw employment gains, with strong growth in Health Services and Healthcare & Social Services.
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Labor Private Industry Job Openings (2-month lag)

Unfilled job openings rate rose about 6% YOY across all key sectors.

Unfilled Labor — Job Openings Rate %
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Source: U.S. Bureau of Labor Statistics; job openings rate = number of job openings on the last business day of the month as a percent of total employment plus job openings
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Wages - YOY % Change vs. Inflation

Both hourly and weekly wage rate increases continue to exceed the change in inflation.

Wages, Prices YOY% Trends
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U.S. Housing
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Housing - New Home Sales (2-month lag)

February 2025 new home sales (one family homes) increased 5.1% and nearly 2% vs. previous month.

New One Family Houses Sold
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U.S. Census Bureau and U.S. Department of Housing and Urban Development, New One Family Houses Sold: United States, retrieved from FRED, Federal Reserve Bank of St. Louis
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The housing market showed an uptick in sales activity, despite high mortgage rates, largely driven by increased inventory;
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U.S. Housing Starts (-month lag) O

Privately-owned housing starts declined nearly 3% YOY in February but increased vs. previous month (+11.2%).

U.S. Housing Starts
New Privately-Owned Housing Units Started
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U.S. Housing — New Home Prices (two-month lag) @
February 2025 median U.S. new home price declined 1.5% YOY to $414,500.

U.S. Homes - Sales Price
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Housing - Existing Home Sales (2-month lag)

February existing home sales rose 4.2% from the previous year; MTM sales dropped 1.2%.

Sales — Existing Homes
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National Association of Realtors: Housing Affordability Index (2-month lag) ®

February housing affordability remained steady, but the potential for a pause in interest rate cuts and overall inflation could
pose challenges for homebuyers in the coming months.

Housing Affordability Index
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Value of 100 means that a family with the median income has exactly enough income to qualify for a mortgage on a median-priced home. An index above 100 signifies that a family earning the median
income has more than enough income to qualify for a mortgage loan on a median-priced home, assuming a 20 percent down payment. This index is calculated for fixed mortgages.
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Source: National Association of Realtors, Housing Affordability Index (Fixed) [FIXHAI], retrieved from FRED, Federal Reserve Bank of St. Louis; https://fred.stlouisfed.org/series/FIXHAI
Note: Measures the degree to which a typical family can afford the monthly mortgage payments on a typical home.
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Inflation — Consumer Price Index (non-seasonally adjusted)
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Source: U.S. Bureau of Labor Statistics



Inflation — Consumer Price Index - Month-to-Month Trends

Compared to the previous month, CPI for All Urban Consumers (CPI-U) and Core CPI rose .2%.

Consumer Price Index - MTM % Change
(prior to seasonal adjustments)
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Inflation — U.S. Food Prices

In March 2025, the CPI for food at home rose 2.4% over last year; food away from home rose 3.8%.

Food at Home CPI - YOY % Change
(prior to seasonal adjustments)
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Consumer Prices — Gasoline (Avg. Retail) & Crude Oil
Average U.S. retail gas price was $3.22/gallon, down 9% YOY.

Retail Gas Price — All Grades, Formulations Crude Oil Prices
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U.S. Consumers - Sentiment, Spending, & Debt
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Consumer Misery Index
The Consumer Misery Index for March 2025 was 6.6, down YOY and MTM.

Consumer Misery Index

The consumer misery index
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index is calculated by 10.00
_ , 43
simply adding the .00 1.37
' 6.61
unemployment rate to the l
6.00
inflation rate. A higher
: : 4.00
misery index suggests a
greater level of economic 2.00
hardship for the average 0.00
Q Q Q N\ N N YV M 'V > o5 s ™ ) g \o)
consumer. &\” 50\5\' @” @% 5&” @” @&% 5&” @” @% 5&” @” &\% 5&” @” @”

U.S. Bureau of Labor Statistics, retrieved from FRED, Federal Reserve Bank of St. Louis



Consumer Sentiment Index

April 2025 consumer sentiment registered dropped to 50.8, a level significantly lower than the troughs experienced during
the economic turmoil of the Great Recession and the initial shock of the COVID-19 pandemic.

Index of
APRIL 2025 Consumer

Sentiment

2-Year High 79.4

2-Year Avg 68.2

Current
Economic
Conditions

82.5

Index of
Consumer
Expectations

77.4

69.9 67.1

-34.2% -28.1% -37.9%

Previous Month 57.0 63.8 52.6
-10.9% -11.0% -10.3%

Source: The Surveys of Consumers are conducted by the Survey Research
Center at the University of Michigan. (https://data.sca.isr.umich.edu/survey-

info.php)
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This substantial decline, marking the lowest point since June 2022,

underscores a pervasive and intensifying pessimism among
20 consumers regarding the economic outlook, driven by anxieties
over trade wars, inflation, and employment prospects.
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Consumer Income and Spending (2-month lag)

Disposable income rose 4.4%, consumer expenditures increased 5.3% YOY.

Disposable Income Consumer Spending
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Personal Savings & Consumer Credit (2-month lag)

Personal savings rate through February 2025 increased 4.6%; revolving credit and total consumer credit dropped 1%.

Personal Savings Consumer Credit — YOY% Change
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Total Consumer Debt
Total household debt is $18.04 trillion through Q4-2024, an increase of $93 billion over Q3.

Total Household Debt Balance

In the fourth quarter, total Housing Debt Non- Housing Debt

household debt rose by $93 -
billion to $18.04 trillion.

- . 19
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https://www.newyorkfed.org/microeconomics/hhdc.html



Student Loan Debt Default @

As the pandemic-related payment pause ends and collections resume, student loan default rates are expected to rise in
2025, leading to defaults that could impact the credit rating of millions of consumers

More than 9 million at risk of severe
impact to credit score and 2 million
likely to fall into subprime status

~Wall Street Journal
Feb 2025

After the three-year pandemic
pause and resumption of

federal student loan repayments,
delinquency rates have doubled in
just a few months, according to
Education Department data
obtained by The Washington Post.
Millions of borrowers are
struggling to keep up with their
monthly bills now that payments
are required again.

~Forbes.com
March 2025

IMPACTS TO DEBTORS

Higher Default Rates: Default rates
could rise in 2025.

Financial Strain: Resuming
payments may cause financial
hardship and debt management
issues for many borrowers.

Credit Score Decline: Defaults can
lower credit score and impact ability
to obtain loans / credit lines.

Wage Garnishment and Tax Refund
Seizures: Wage and tax seizures,
from resumed collections, will
intensify borrower financial
hardship.

ankura.com
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U.S. Retail Sales
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U.S. Retail Sales (excl. motor vehicles and gas stations)

March retail sales were up 4.5% YOY and .8% MTM.

U.S. Census Retail Sales
Retail Sales YOY

Total (excl. motor vehicle & parts & gas stations)
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U.S. Retail Sales by Retail Category

March retail sales increased across most segments — the lone exception being department stores.

Retail Trade Sales - YOY % Change by Category

Furniture and home furnishings stores

Health and personal care stores

Clothing / Access. stores
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Food Services & Drinking Places
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U.S. Retail Sales - Food Services & Dining

Food Services / Dining increased 4.8% in March — above the 3.8% inflation rate for Food Away From Home.

Food Services & Dining Sales, YOY%
Food Services & Drinking Places Sales (SM) —#—Y0OY%  =0—=CPI- Food Away From Home
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U.S. Vehicle Sales @

U.S. new vehicle sales in March 2025 saw a significant surge to a seasonally adjusted annual rate of 17.8 million units, the
highest in nearly four years, as consumers rushed to purchase vehicles ahead of anticipated import tariffs.

U.S. New Vehicle Sales (M) / CPI, New Vehicles
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Air Travel - TSA Checkpoint Numbers

O

Air travel volume increased 0.8% YOY:; the price of air travel is down 5.2% from 2024 and 5.3% lower than previous month.

TSA Checkpoint #s
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Source: U.S. Transportation Security Administration
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Supply Chain
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The GSCPI tracks the
state of global supply
chains using data from
the transportation and
manufacturing sectors.

The GSCPI is not an
official estimate of the
Federal Reserve Bank of
New York, its President,
the Federal Reserve
System, or the Federal
Open Market
Committee.

The GSCPI is a product
of the Applied
Macroeconomics and
Econometrics Center
(AMEC).

https.//www.newyorkfed.org/rese
arch/policy/gscpi#/overview

Global Supply Chain Index o)

The GSCPI fell to -0.18 in March, down from 0.01 in February.

Global Supply Chain Pressure Index (New York Fed)
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Freight Inflation - Trucking @

The general freight trucking index increased 5.6% YOY.

PPI: General Freight Trucking, LD Truckload
Index Dec 2003=100, Monthly, Not Seasonally Adjusted

250 9114
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172.8
150 /
YOY% Change
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Source: U.S. Bureau of Labor Statistics, FRED, Federal Reserve Bank of St. Louis



Deep Sea Freight ®

The Drewry WCI composite index remains steady and stands at $2,265 (thru 4/10) per 40ft; shippers continue to watch for
potential impacts resulting from tariffs and other global supply chain disruptions.

Global Container Freight Rate Index
U.S. dollars per 40-foot container

Source: https://www.drewry.co.uk/
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Ankura Global Reach
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2,000+professionals serving B,OOO clients acrossl]-5+countries

* Ann Arbor + Atlanta ¢ Beijing * Boston * Brussels « Chicago « Dallas * Denver « Dubai * Fairfield « Frankfurt am Main + Gurugram + Hong Kong * Houston
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Global Advisory Firm

Ankura Is a Global Expert Firm Offering Tailored Solutions and Services
to Effectively Address Diverse Challenges

WE DELIVER DEEP INDUSTRY EXPERTISE

Ankura Al | Ankura Office of the CFO® | Construction & Infrastructure | Cryptocurrency & Blockchain
Data & Analytics | Energy, Mining, & Natural Resources | Financial Services | Government & Public Sector
Healthcare & Life Sciences | Hospitality, Gaming, & Leisure | Human Capital & Labor Strategies
Manufacturing, Chemicals, & Industrials | Performance Improvement

Real Estate | Retail | Sports | Technology, Media, & Telecommunications

Technology, Media, & Telecommunications | Transaction Advisory

Transportation & Logistics | Turnaround & Restructuring



Contact Us

Ankura Consulting Group, LLC is an
independent global expert services
and advisory firm that delivers
services and end-to-end solutions to

help clients at critical inflection points
related to conflict, crisis, performance,

risk, strategy, and transformation.

The Ankura team consists of more
than 2,000 professionals serving
3,000+ clients across 55 countries
who are leaders in their respective
fields and areas of expertise.
Collaborative lateral thinking,
hard-earned experience, expertise,
and multidisciplinary capabilities
drive results and Ankura is unrivalled
in its ability to assist clients to
Protect, Create, and Recover Value.

For more information, please visit:
ankura.com.
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