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US Consumer Pulse Survey:
Summer Spending Kickoff -

World Cup Buzz Meets Healthy
Travel Demand

AlphaWise m

While elevated gasoline prices continue to pressure consumer sentiment and
bifurcation among cohorts persists, our Economics team has turned more neutral on
the US consumer and expects positive consumer activity overall this year. Our
survey work reveals a positive set up into summer as consumers plan to spend on
the World Cup and travel.

¢ Inflation Concerns Continue to Rise. Concern about inflation trended up to
59% this wave from the low of 53% in January and 57% last month. The U.S.
political environment continues to rank as the second most cited concern,
mentioned by 39% of consumers vs. 42% last wave. Concern about
geopolitical conflicts further declined to 24% from 29% last month and 33%
two months ago. Consumers also remain concerned about the ability to
repay debts (23%) and pay for rent/mortgage (22%); both metrics in-line with
the last wave of the survey.

e World Cup Engagement Presents Spending Opportunity. With the 2026
FIFA World Cup coming to the U.S., 44% of consumers plan to engage with
matches or related events, primarily through TV/streaming (30%) and social
media (23%). Engagement skews higher among males, younger consumers,
and upper-income households. Notably, 70% of engaged consumers expect
to increase spending across at least some categories, including food and non-
alcoholic beverages (32%), food takeout/delivery (28%), and streaming
services (28%).

¢ Most Consumers Plan to Travel this Summer. Overall, 62% of consumers
plan to travel this summer, modestly above last year's levels (60%), led by
road trips (42%), domestic air travel (20%), and camping (16%). Travel
demand continues to skew toward upper-income households. Spending
expectations also remain healthy, with 45% of travelers planning to spend
more this summer versus 13% planning to spend less, resulting in a net
spending outlook of +32% (in-line with the prior two years).

This report provides a full breakdown of data from our 76th survey of ~2,000
consumers in the U.S., which ran May 21st to May 25th, to gauge consumer behavior,
attitudes and outlook.
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Key Takeaways
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How are Consumer Planning to Engage with the World Cup?

The 2026 FIFA World Cup will take place from June 11 to July 19, 2026, jointly hosted by 16
cities across the United States, Mexico, and Canada. According to our survey, 44% of
consumers plan to engage with World Cup events or matches in some capacity.
Engagement levels skew higher among males, younger consumers, and upper-income
households.

Exhibit 1:  World Cup Engagement by Demographic Categories

May 2026: Expect to Engage with the World Cup (Among Total)
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Top engagement activities include watching matches on TV or via streaming services
(30%) and following World Cup-related content on social media (23%). Smaller shares of
consumers plan to participate in sports betting (10%), attend watch parties (8%), or host
their own gatherings (6%).

Consistent with broader World Cup engagement trends, participation across all activities

skews higher among males, younger consumers, and upper-income households.

Exhibit 2:  World Cup Engagement by Activity
May 2026: World Cup Engagement (Among Total)
0% 10% 20% 30% 40% 50% 60%
Watch matches or highlights on TV or streaming services

30%

Follow scores, news, or highlights on social media or sports apps

Participate in sports betting, fantasy contests, or prediction pools related to the World
Cup

Attend World Cup watch parties or events
Host World Cup watch parties or events
Attend a World Cup match in person

Other

None of the above - | do not plan to engage with the World Cup 56%

The majority (70%) of consumers planning to engage with the World Cup expect to
increase spending across at least some categories. Nearly one-third anticipate higher
spending on food and non-alcoholic beverages, while 28% expect to spend more on food
takeout/delivery and another 28% may subscribe to streaming services to watch matches.
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Exhibit 4: Leisure Travel Plans by Type

Plan To Travel For Leisure With At Least One Over-Night Stay This Summer

(Among Total)
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Exhibit 3: World Cup Spending By Activity
May 2026: Expect to Spend More than Usual Because of World Cup (Among Consumers Who Expect to
Engage)
0% 5% 10% 15% 20% 25% 30% 35%
Food and non-alc. beverages purchased for watching matches or hosting = 32%
Takeout or food delivery for watching matches or hosting 28%
ing or services 28%
Restaurants or bars to watch matches 24%
Alcoholic beverages purchased for watching matches or hosting gatherings 23%
Sports betting or prediction pools 21%
Sports merchandise (e.g., jerseys, apparel, gear, etc.) 18%
Consumer electronics (e.g., TV, gaming etc.) 16%
Travel or accommodation 14%

None of the above - | do not plan to spend more because of the World Cup 29%

What are Consumers Planning for Summer Travel?

Overall, 62% of consumers are planning to travel this summer, modestly up from 60%
last year. Road trips remain the most popular option, cited by 42% of consumers (vs. 39%
last year), followed by domestic air travel at 20% (vs. 18%) and camping at 16% (vs. 9%).
Fewer consumers plan to take a cruise this summer (8% vs. 15%), though trip incidence
remains above 2024 levels (6%).

Summer travel intentions continue to skew higher among upper-income consumers.

Exhibit 5: Leisure Travel Plans by Income Cohort
Plan To Travel For Leisure With At Least One Over-Night Stay This Summer by
Income (Among Total)
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$50,000 - $74,999 m May 2026
75%
$75,000 - $99,999 iy
w April 2024 $100,000 - $149,999 75;"8%83%
May 2025 78%
 May 2026 $150,000+ 2p53%%

Consumers are willing to spend more on summer travel. Overall, 45% of travelers intend
to spend more this summer, while 13% plan to spend less, resulting in a net spending
outlook of +32% (% planning to spend more minus less). Another 38% expect spending to
remain roughly unchanged. Upper-income consumers are more likely to report plans to
spend “a lot” or “a little” more on summer travel compared to low- and mid-income
cohorts.

Upper-income consumers are more likely to report plans to spend “a lot” or “a little” more
on summer travel compared to low- and mid-income cohorts.
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Exhibit 6: Travel Plans Compared to Last Year Exhibit7: Travel Plans Compared to Last Year by Income
Spending On Leisure Travel This Summer Compared To Summer Last Year (Among Cohort
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Long-term travel intentions ticked down this month, with 58% of consumers planning to
travel over the next six months (vs. 64% last wave and 59% at the same time last year).
The decline is primarily driven by lower-income consumers. The outlook for 2026 leisure
travel remains optimistic. Mid- and upper-income households display significantly higher
intentions to travel compared to lower income households. Visiting friends/family remains
the most common reason for travel among 58% of travelers.

Exhibit 8: 6 Month Travel Intentions

Plan to Travel in the Next 6 Months (Among Total)

mm Plan to Travel N6M s Forecast (Seasonaly Adjusted) Moving Average
o I o
' antzionl -~ Ly '
NH‘M‘“I HH| ‘H H HH
”:9 40 §<>v~ah«ay R «cm«c:(h @@, &g
& o 8 K 3 v} o P " \\
& y & E g 4@"") Rt § \\“ 4»‘ o aff‘ & E



Morgan Stanley | researcw FOUNDATION

Full Survey Results

The exhibit below is an interactive where you can view results for various questions by
selecting demographic filters.

U.S. Consumer Pulse

FILTER DATA:  HH INCOME: All AGE: All GENDER: All
REGION: Al POLITICS: All Clear Filters
QUESTIONS: Financial Outlook < Previous o/ Next >
Financial Outiook

Full Question: How de you think the financial situation of your household will evelve in the next § months?
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Charts for all of the survey questions can be found in the slide deck below - please reach
out if you are interested in any of the backup data.
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Wave 76

June 1st, 2026

Research. As a result, investors should be aware that the firm may have a conflict of interest that

Stanley Research as only a single factor in making their investment decision.

For analyst certification and other important disclosures, refer to the Disclosure Section, located
at the end of this report.
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Survey Highlights

~
« Inflation Concerns On the Rise. Concern about inflation trended up to 59% this wave from the low of 53% in January and
57% last month. The U.S. political environment continues to rank as the second most cited concern, mentioned by 39% of
consumers vs. 42% last wave. Concern about geopolitical conflicts further declined to 24% from 29% last month and 33%
two months ago. Consumers also remain concerned about the ability to repay debts (23%) and pay for rent/mortgage
(22%); both metrics in-line with the last wave of the survey. )

* Consumer Confidence in the U.S. Economy & Household Finances Improves Marginally. Consumer confidence in the )
U.S. economic outlook ticked up relative to the last month; 33% of consumers expect the economy to get better in the next
Macro 0Ut|OOk six months, while 47% expect the economy to get worse and 20% believe it will remain the same. This results in a net
outlook score (percentage expecting the economy to improve minus those expecting it to worsen) of -14% vs. -18% last
month and -6% in May 2025. Similar upward trend is posted for household finances, with the NET score up to +19% from
+12% last month and vs. +14% same time last year.

J
~\
. * Resilient Spending Outlook. Consumers’ short-term spending outlook points to an increase in spending driven by upper
S d Resilient Spending Outlook. C ’ short-t di tlook points t i i ding dri b
pen |ng and mid-income cohorts. In this wave, 36% of consumers expect to spend more next month, while 13% expect to spend
|ntentions less, resulting in a net spending outlook of +23% (vs. +17% last month and +16% at the same time last year). Longer-term
spending sentiment also remains constructive, holding broadly stable month over month across the categories tested.
J

~
*World Cup Engagement Presents Spending Opportunity. With the 2026 FIFA World Cup coming to the U.S., 44% of
consumers plan to engage with matches or related events, primarily through TV/streaming (30%) and social media (23%).
World Cup Engagement skews higher among males, younger consumers, and upper-income households. Notably, 70% of engaged
consumers expect to increase spending across at least some categories, including food and non-alcoholic beverages
(32%), food takeout/delivery (28%), and streaming services (28%).
J
* Consumers Prioritize Summer Travel. Overall, 62% of consumers plan to travel this summer, modestly above last year’s
levels (60%), led by road trips (42%), domestic air travel (20%), and camping (16%). Travel demand continues to skew
S T | toward upper-income households. Spending expectations also remain healthy, with 45% of travelers planning to spend
ummer lrave more this summer versus 13% planning to spend less, resulting in a net spending outlook of +32% (in-line with the prior two
years).
J

J
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Sentiment

Concern about inflation is on the rise to 59% this wave from the low of 53% in January and 57% last month.
The U.S. political environment continues to rank as the second most cited concern, mentioned by 39% of
consumers vs. 42% last wave. Concern about geopolitical conflicts further declined to 24% from 29% last

month and 33% two months ago.

Consumers also remain concerned about the ability to repay debts (23%) and pay for rent/mortgage (22%);
both metrics in-line with the last wave of the survey.

Top Concerns for the Current Year (Among Total)

——\/ifus spread m— Selfffamily members losing jobs Political environment
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Sentiment: Top Concerns by Income

Inflation is now the top concern across all income segments.
Lower-income consumers are more focused on their ability to cover rent or mortgage payments and manage

debt, while higher-income consumers over-index on concerns related to their investments. Concerns about the
U.S. political environment and geopolitical conflicts are also more prevalent among upper-income consumers.

May 2026: Top Concerns by Income
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Sentiment: Top Concerns by Income

A similar trend is also observed in the time series data; income cohorts are directionally aligned, but the
magnitude varies. Concern over the inability to pay for rent/mortgages is significantly more of a worry among
low-income consumers, while concern over the losses on investments has been more of a worry among the
upper-income segment.

Top Concerns: Coping with Inflation by Income Top Concerns: Not Able to Pay Rent/Mortgage by Income
== Low income {Under $50K) m—llid income ($50-$99K) High income ($100K+)
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U.S. Economic Outlook

Consumer confidence in the U.S. economic outlook ticked up relative to the last month; 33% of consumers
expect the economy to get better in the next six months, while 47% expect the economy to get worse and
20% believe it will remain the same. This results in a net outlook score (percentage expecting the economy
to improve minus those expecting it to worsen) of -14% vs. -18% last month and -6% in May 2025.

U.S. Economy Next 6 Months (Among Total)
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Household Financial Outlook

Similar upward trend is posted for household finances, with 43% expecting finances to get better, while 24%
of consumers expect household finances to get worse over the next six months. The proportion of
consumers who expect no change is 33%. The NET score went up to +19% from +12% last month and vs.
+14% same time last year.

Household Financial Situation Next 6 Months (Among Total)
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Outlook Trends Analysis

Additional analysis based on the net outlook data from our survey shows a moderate correlation to The
University of Michigan Index of Consumer Sentiment and The Conference Board Consumer Confidence
Index.

Our survey indicates a subtle rise in consumer sentiment, while the recent industry data still points to a
downward trend, for now. The University of Michigan's Consumer Sentiment Index sentiment fell for the third
straight month to 44.8 from 49.8 last month. While The Conference Board’s March Consumer Confidence
Index dipped 0.7 points to 93.1 in May, down from an upwardly revised 93.8 in April.

Consumer Sentiment Summary Household Financial Situation (NET): MS Pulse
s J.S. Economy (NET): MS Pulse
The Index of Consumer Sentiment, 1966=100
=== Conference Board Consumer Confidence Index, 1985=100

40%

10
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Sentiment by Political Affiliation

Significant differences in sentiment continue to be observed by political party affiliation. Net sentiment on
the U.S. Economy trends significantly lower among those who identify as liberal (-45% vs. -55% last month).
Expectations among conservatives remain elevated and relatively stable compared to last month (+26%).
Sentiment among those who identify as “in the middle” is at -25% (in-line with last month).

Next 6 Months U.S. Economy Outlook NET (% Get Better - Get
Worse): by Political Affiliation B SR !
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Outlook Trends by Income

Income cohorts are closely aligned in their sentiment outlook for the economy and household finances.

US Economy Outlook for N6M: A Lot / Little Worse ... by HH Finances Outlook for N6M: A Lot / Little Worse ... by
Income Income
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Consumers’ short-term spending outlook points to an increase in spending driven by upper and mid-income
cohorts. In this wave, 36% of consumers expect to spend more next month, while 13% expect to spend
less, resulting in a net spending outlook of +23% (vs. +17% last month and +16% at the same time last
year). Additionally, 51% of consumers do not plan to change their spending habits. Spending outlook
remains more optimistic among upper-income consumers (note: absolute dollar amounts may vary).

Since we began this survey in 2020, average net spending expectations are +16%; this month's reading is
higher vs. the PTD & YTD average.
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Bill / Loan Payments

Overall, 31% of consumers reported a missed or late payment on any bill/loan tested in the past three
months (trending slightly lower MoM and on par with last year). Low-income (38%) and mid-income (30%)
consumers are more likely to have missed or made late payments vs. high-income (21%) consumers.

A clear priority for consumers continues to be their cell phone bill. Among the ~90% of consumers who have
the payment obligation, only 13% reported a missed or late payment. Another priority for consumers is their
mortgage: ~40% have a mortgage and, among those, 90% are on time with payments. Household utility, car
and internet bills are also important and tend to be mostly paid on-time.

Student (25%), BNPL (23%) and personal loans (26%) are more likely to be missed/paid late, but fewer
consumers have these types of loans.

Missed Payment / Paid Bill Late: Any Bill P3M (Among Total) Missed Payment/Paid Bill Late P3M (Among Holders)
e G| phione bill Utilities bill e Credit card bill
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Monthly Category Spend

In the near term, category spending holds steady MoM for most categories tested.

Essential categories—such as groceries, gas, and household items—continue to show net positive
spending intentions, while discretionary categories like consumer electronics, computers, and alcohol
exhibit comparatively weaker spending outlooks.

Amid rising gas prices, consumers continue to report higher spending in the category. In contrast,
computers and electronics show the weakest spending outlook among the categories tested, though largely

in line with the same time last year. Apparel spending remains modestly positive, with outlook holding at
NET +1%.

Category Spending Now vs. Month Ago: NET (Among Category Spending Over the Next Month: NET (Among
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Spending Outlook: Next 6 Months

Consumers’ longer-term remains optimistic. Spending priorities remain focused on essentials such as
groceries (in-store and online) and household supplies, with expectations in these categories holding
steady.

Travel outlook remains positive, with domestic travel holding at NET +3% (vs. +5% last month and +3%
year over year), while international travel posted at NET +5% (vs. +3% last month and +2% year over year).

Categories with the most strongly negative net spending intentions are consumer electronics, small/major
home appliances, durables and toys.

May 2026: Spending Intentions N6M Compared to Current Category Spending N6M vs. Current: NET (Among Intenders)
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Workbusiness related travel 59% L 20%

20%

2%
Leisure/entertainment 50% L%
Food away from home 52% o 28%
Clothing/ apparel 49% o s%
Toys 53% L%
Durables/home improvement 51% T 29%
Major home appliances 50% T -11% e
! RR 2 | oAy «0\.@; AT ”’"»f”;‘”"m‘”;‘”’qf;; & r@y;ﬁ; .re; ;?P \m; wih»:; it At A
Small home appliances [IIEC N 51% ST -11% GRE R R B P aP P AP aP PG o ARl PP P D ap s B L
BN o SV D R o o S o i E Al o e W NV O
Consumer electronics [IEEEA 50% D  mmwaa *«‘”f o S E PP ‘*ﬁg‘%’g"%‘tﬁ PP LR

8% %

17



MorganStanley | researc

Morgan Stanley

Engagement in Activities: Out of Home

alphawise &

Participation in most out of home activities ticked down compared to last month. The proportion of
consumers who report eating out at restaurants is 68% (marginally down from 71% last wave); the net
engagement outlook (% who expect to engage in activity more minus less) continues to trend net negative
at NET -8% (vs. -6% last wave and -2% same time last year).

Domestic travel incidence is broadly in-line with last year for both without flights (28%) and with flights

(11%).

Visits to the mall (36% vs. 42% last wave) and leisure outing (42% vs. 46%) incidence ticked down. Visits to
gyms and indoor fitness clubs are similar to last wave (26%), but the net engagement outlook ticked down

to +25% from +31% last month.

Qutdoor Activities Done / Participated in Past Month: (Among
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Engagement in Activities: At Home

The majority of consumers continue to shop online, however at a lower rate with 61% (down from 66% last
month) of consumers who bought non-grocery items online and the net engagement outlook is trending on
par with MoM/YoY at NET 0%. The incidence of online grocery remains elevated at 51% reporting they
purchased grocery items online. The online grocery shopping net engagement outlook also remains net
positive (+17% vs. +18% same time last year).

The net engagement outlook for food away from home continues to trend net negative, with take-out
trending at NET -10% (vs. -8% last wave) and delivery at -3% (vs. -9%).

Indoor (Mostly) Activities Done / Participated in Past Month: Engagement Indoor (Mostly) Activities Now vs. Next Month:
(Am()ng Tota|) Worked out or took a fitness -:l\ass at home NET (Among Participants) ; Work out or taking a fitness class at home
~——Bought non-grocery items online 60% ~=Buy non-grocery items enline
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World Cup: Overall Engagement

The 2026 FIFA World Cup will take place from June 11 to July 19, 2026, jointly hosted by 16 cities across
the United States, Mexico, and Canada. According to our survey, 44% of consumers plan to engage with
World Cup events or matches in some capacity.

Engagement levels skew higher among males, younger consumers, and upper-income households.

May 2026: Expect to Engage with the World Cup (Among Total)
70%

60%

50% 44%
40% 39%
30%
20%
10% I
0%
$100,000+

Total Male Female 16-34 55+ Northeast Midwest South West Under  $50,000-
$50,000  $99,999

Gender Age Region HH Income
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World Cup: Activities

Top engagement activities include watching matches on TV or via streaming services (30%) and following
World Cup-related content on social media (23%). Smaller shares of consumers plan to participate in sports
betting (10%), attend watch parties (8%), or host their own gatherings (6%).

Consistent with broader World Cup engagement trends, participation across all activities skews higher
among males, younger consumers, and upper-income households.

May 2026: World Cup Engagement (Among Total)

0% 0% 20% 30% 40% 50% 60%
30%

Watch matches or highlights on TV or streaming services

Follow scores, news, or highlights on social media or sports apps

Participate in sports betting, fantasy contests, or prediction pools related to the
World Cup

Attend World Cup watch parties or events
Host World Cup watch parties or events
Attend a World Cup match in person
Other

None of the above - | do not plan to engage with the World Cup 56%
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World Cup: Spending

The majority (70%) of consumers planning to engage with the World Cup expect to increase spending
across at least some categories. Nearly one-third anticipate higher spending on food and non-alcoholic
beverages, while 28% expect to spend more on food takeout/delivery and another 28% may subscribe to
streaming services to watch matches.

May 2026: Expect to Spend More than Usual Because of World Cup (Among Consumers Who
Expect to Engage)

0% 5% 10% 15% 20% 25% 30% 35%
Food and non-alc. beverages purchased for watching matches or hosting 32%
Takeout or food delivery for watching matches or hosting
Streaming or subscription services
Restaurants or bars to watch matches
Alcoholic beverages purchased for watching matches or hosting gatherings
Sports betting or prediction pools
Sports merchandise (e.g., jerseys, apparel, gear, etc.)
Consumer electronics (e.g., TV, gaming equipment, etc.)
Travel or accommodation

None of the above - | do not plan to spend more because of the World Cup
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Travel Intentions: Summer Travel

Overall, 62% of consumers are planning to travel this summer, modestly up from 60% last year. Road trips
remain the most popular option, cited by 42% of consumers (vs. 39% last year), followed by domestic air
travel at 20% (vs. 18%) and camping at 16% (vs. 9%). Fewer consumers plan to take a cruise this summer
(8% vs. 15%), though incidence remains above 2024 levels (6%).

Summer travel intentions continue to skew higher among upper-income consumers.

Plan To Travel For Leisure With At Least One Over-Night Stay This Plan To Travel For Leisure With At Least One Over-Night Stay This
Summer (Among Total) Summer by Income (Among Total)
0% 10% 20% 30% 40% 50% 60% 70% 0% 20% 40% 60% 80% 100%
Plan to travel this summer %%2% Under $25,000
) u April 2024
Car / road trip $25,000 - $49,999 P
May 2025
Domestic air travel $50,000 - §74,999 m May 2026
F 75%
Camping $75,000 - $99,999 g
4 . . 75%
International air travel m April 2024 1$100,000 - $149,999 75 53%
May 2025
F 78
Cruise 153 SE520%5 $150,000+ s
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Travel Intentions: Summer Travel Spending

Consumers are willing to spend on summer travel at levels comparable to 2025 and 2024. Overall, 45% of
travelers intend to spend more this summer, while 13% plan to spend less, resulting in a net spending
outlook of +32% (% planning to spend more minus less). Another 38% expect spending to remain roughly
unchanged.

Upper-income consumers are more likely to report plans to spend “a lot” or “a little” more on summer travel
compared to low- and mid-income cohorts.

Spending On Leisure Travel This Summer Compared To Summer Last Year (Among 2026: Spending On Leisure Travel This Summer Compared To Summer Last Year
Travelers) (Among Travelers)
+32% +36% +32% NET (% More - % Less) E m A lot more = A little more m About the same

100% m Alittle less m Alot less m Did not travel last summer

90% m Did not travel last summer

80%

m Alot less B

70% 70%

60% m Alittle less 60%
50% 50% r E
i um About the same 40% E E
30% i i
30% m Alittle more s i i
0% ) i :
10% H A lot more i t ______ ]

0% May 2026 Under $25,000 - $50,000 - $75000-  $100,000-  $150,000+
April 2024 May 2025 May 2026 $25,000 $49,999 $74,999 $99,999 $149,999
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Long-term travel intentions ticked down this month, with 58% of consumers planning to travel over the next
six months (vs. 64% last wave and 59% at the same time last year). The decline is primarily driven by the
lower-income consumers. The outlook for 2026 leisure travel remains optimistic. Mid- and upper-income
households display significantly higher intentions to travel compared to lower income households.

Visiting friends/family remains the most common reason for travel among 58% of travelers.

Plan to Travel in the Next 6 Months (Among Total)
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Outline

@ Consumer Sentiment

Outlook, Savings & Credit

@ Spending Plans & Planned Activities
@ Artificial Intelligence (Al)
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Al: Frequency of Use

The frequency of Al usage remains stable month over month across both personal and professional contexts
(note: work-related frequency is based on employed adults), with the share of consumers who have never used

the technology holding at approximately 25%. About half of consumers report using Al at least once a week in
both settings.

Younger consumers continue to be more frequent Al users overall, particularly compared with the 55+ cohort.

As expected, Al usage for work-related tasks is significantly higher among white-collar employees, with 65%
reporting weekly use, compared to 43% among blue-collar workers.

Frequency of Using Al Tools: Personal (Among Total) Frequency of Using Al Tools: Work-Related (Among
100% — Employed)
90% 249, 259, 24% m Never  90% - 28% 20% 26% 27% 27% 19% 2% m Never
80% 80%
o mRarely ™ 6% m Rarely
o0 60% 6% " o
o, 0, a % 0
9% 8% 72 CO 0% 8% 31% SO = Monthly
0% = Monthly g
0% = 27% 28% - 26% 2%
27% 20% 28% 27% 26% 30% - 24% Weekly
8% Weekly  20% -
20% 0% ﬂ 25% 25% m Daily
10% 19% 22% 22% m Daily O - —— NSNS NN
2 ‘ 2 ‘ 2 ‘ 2 ‘ g | b8 | &5
0% T T T T = & = = > =3 =8
Jan-26 Feb-26 Mar-26 Apr-26 May-26 3 2 = < S =e | A8
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Al: Activities Used Al Tools Past Month

The number of consumers who report using Al tools to learn about or research new topics holds at 41% this
month (similar to last month and up from 38% in January), with usage skewing higher among 25—-34-year-olds
(48%). Searching for recipes is another common use case, cited by 27% of consumers.

Among employed respondents, 27% report using Al for work-related tasks, marginally down from 29% last
month and 31% two months ago; with higher adoption among white-collar workers (39%) compared to blue-
collar workers (20%).

Activities Used Al Tools PM (Among Total) Used Al for Work-Related Tasks PM (Among Employed)

L3 £ . 15 as E s EE 0% 455 5%

{ LKL
i Asked 10 learn about / research a new |
i

i topic a0 39%
an%
Searched for recipes N%
29%
5
0% 4 28% 28% 27%
Lifestyle help (fitness and nutrition) 25
20%
0%
Asked for medical information

15%

Personal finance and budgeting 10% 4
5

Researched / planned a vacation nJan-26

Feb-26 1 I T
wMar-26 Jan-26 Feb-26 Mar-26 | Apr-26 May-26 White-collar Blue-callar
Planned a project or event m Apr-26 Job Type

m May-26
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Al: Work-Related Activities Used Al Tools Past Month

Among the 27% of consumers who use Al for work-related activities, the most common use cases are text and
writing tasks (67 %, highest ranking to date) and information gathering (64%, down from 68% last month).

Research and information gathering are used broadly across job functions, while white-collar workers are more
likely to leverage Al for writing/editing and data analysis tasks.

Work-Related Activities Used Al Tools (Among Al Users at Work) Work-Related Activities Used Al Tools (Among Al Users at Work)

% 0% 20 0% s 0% [ E 0% hind bl am % posid
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I | 4
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I'\ 61%
|
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Al: Overall Perception

Overall, consumer sentiment toward Al skews positive and stable MoM, with 44% expressing a favorable view,
compared to 28% negative and 25% neutral, resulting in a NET score of +16% (in-line with last month).
Demographic groups with higher Al usage—such as males, middle-aged individuals, and higher-income
consumers—tend to hold more positive perceptions.

Notably, frequent users are significantly more positive on Al.

70% - Overall Perception of Al: NET (Among Total) 63%

60% 1 m NET (% positive - % negative)

50%

e g 30%
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Al: Drivers of Overall Perception

Time savings and improved access to information are the primary drivers of positive sentiment toward Al, each
cited by roughly half of the respondents.

Among those with negative views, concerns are centered on fraud (47%), misinformation (49%), lack of
safeguards (47%), and data privacy (46%). Notably, negative personal experiences with Al are cited far less
frequently, at just 7%.

Reasons for Positive View of Al (Among Consumers Who Have a Positive View of Al) Reasons for Negative View of Al (Among Consumers Who Have a Negative View of Al)
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Online survey of ~2,000 consumers each wave aged 16-75 year old in the U.S. Total sample is representative of the U.S. general population in terms of
age, gender and region. The margin of error on the total sample is £1.8% at 90% confidence level; higher for subgroups. Note: cadence of the survey

varies, refer to field dates below:

«  Wave 1 survey was conducted March 16t — 17th, 2020.

«  Wave 2 survey was conducted March 23™ - 24t 2020.

«  Wave 3 survey was conducted March 30t — 31st, 2020.

«  Wave 4 survey was conducted April 6" — 7th, 2020.

«  Wave 5 survey was conducted April 13t — 14t 2020.

«  Wave 6 survey was conducted April 20t — 21st, 2020.

«  Wave 7 survey was conducted April 27t — 28t 2020.

«  Wave 8 survey was conducted May 4 — 5t 2020.

+  Wave 9 survey was conducted May 18! — 19th, 2020

»  Wave 10 survey was conducted June 15t — 24, 2020.

«  Wave 11 survey was conducted June 15t — 16, 2020.

«  Wave 12 survey was conducted June 29t — 30th, 2020.

«  Wave 13 survey was conducted July 13" — 14t 2020.

«  Wave 14 survey was conducted July 27t — 28t, 2020.

«  Wave 15 survey was conducted August 24t — 25t 2020

- Wave 16 survey was conducted September 28t — 29t 2020.
- Wave 17 survey was conducted October 26t — 27t 2020.

»  Wave 18 survey was conducted November 30t — December 1st, 2020.
«  Wave 19 survey was conducted January 4 — 5t 2021.

«  Wave 20 survey was conducted February 1st—2nd, 2021,

«  Wave 21 survey was conducted March 1st—2nd, 2021,

«  Wave 22 survey was conducted March 29t — 30th, 2021.

«  Wave 23 survey was conducted April 30t — May 34, 2021.

«  Wave 24 survey was conducted May 28% — June 1, 2021.

- Wave 25 survey was conducted July 2nd — 5t 2021.

*  Wave 26 survey was conducted July 30" — August 2M, 2021.
«  Wave 27 survey was conducted October 30t — November 1st, 2021
»  Wave 28 survey was conducted January 28 — 31st, 2022.

«  Wave 29 survey was conducted April 29t — May 2", 2022.

«  Wave 30 survey was conducted May 27t — 30t, 2022.

«  Wave 31 survey was conducted June 11t — 13t 2022.

«  Wave 32 survey was conducted June 24t — 27t 2022,

«  Wave 33 survey was conducted July 15t — 18th, 2022,

- Wave 34 survey was conducted July 29" — August 18!, 2022.
»  Wave 35 survey was conducted September 2" — 5t 2022,

«  Wave 36 survey was conducted September 30t — October 319, 2022.
«  Wave 37 survey was conducted October 28t — 31st, 2022.

«  Wave 38 survey was conducted November 25t — 28th, 2022.

Wave 39 survey was conducted January 20t — 231, 2023.

Wave 40 survey was conducted February 24t — 27t 2023.

Wave 41 survey was conducted March 315t — April 39, 2023.

Wave 42 survey was conducted April 28" — May 1st, 2023.

Wave 43 survey was conducted May 19t — May 224, 2023.

Wave 44 survey was conducted June 16" — June 19, 2023.

Wave 45 survey was conducted July 21st — July 24th, 2023.

Wave 46 survey was conducted August 25" — August 28!, 2023.

Wave 47 survey was conducted September 22" — September 25, 2023.
Wave 48 survey was conducted October 26t — October 30t, 2023.
Wave 49 survey was conducted November 24" — November 27, 2023.
Wave 50 survey was conducted January 19" — January 229, 2024.
Wave 51 survey was conducted February 239 — February 26, 2024.
Wave 52 survey was conducted March 22" — March 25, 2024,

Wave 53 survey was conducted April 261 — April 29th, 2024.

Wave 54 survey was conducted May 24t — May 27, 2024.

Wave 55 survey was conducted June 20" — June 24, 2024.

Wave 56 survey was conducted July 25t — July 29, 2024.

Wave 57 survey was conducted August 29" — September 29, 2024.
Wave 58 survey was conducted September 26" — September 30t, 2024.
Wave 59 survey was conducted October 24" — October 28, 2024.
Wave 60 survey was conducted November 28" — December 2n, 2024,
Wave 61 survey was conducted January 16" — January 20%, 2025.
Wave 62 survey was conducted February 20t — February 24, 2025.
Wave 63 survey was conducted March 20" — March 24t 2025.

Wave 64 survey was conducted April 24t — April 28t, 2025.

Wave 65 survey was conducted May 22" — May 26", 2025.

Wave 66 survey was conducted June 19" — June 2319, 2025.

Wave 67 survey was conducted July 24t — June 28t, 2025.

Wave 68 survey was conducted August 28" — September 1st, 2025.
Wave 69 survey was conducted September 25! — September 29, 2025.
Wave 70 survey was conducted October 30t — November 3, 2025.
Wave 71 survey was conducted November 27" — December 18!, 2025.
Wave 72 survey was conducted January 22" — January 26, 2026.
Wave 73 survey was conducted February 19" — February 23, 2026.
Wave 74 survey was conducted March 19t — March 239, 2026.

Wave 75 survey was conducted April 23 — April 27, 2026.

Wave 76 survey was conducted May 21st — May 25, 2026. 32
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