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Executive summary

KPMG surveyed ~1,500 consumers across the United States to understand their summer spending plans and activities

Housenholdincomes S

under pressure

* 42% of households report
increased incomes year-over-year

— Higher-income households
led income gains

* 39% reported decreased
incomes — nearly double that
of 2024

— Job losses and demographic
changes drove decreases

Consumers pull hack_ j%
across most categories

» Consumers plan to spend less
across most categories this
summer — with only groceries and
automotive indicating increases

» Discretionary spending is down
as consumers prioritize
essential purchases

» Consumer spending outlook has
soured since strong growth
projections in fall 2024

Ret_:ession and Consumersare selective /=

tariffconcerns ahout where to spend =

* 71% expect a recession in the * 69% are eating are home more
next year rather than dining out

» 74% say cost-of-living increased 38% of consumers are drinking
by six percent or more less alcohol and another 18% are

considering drinking less
» 52% say tariffs have driven

higher prices » Consumers still plan to travel this
summer — 58% have travel plans,
* 79% say tariffs will cause future up slightly from last year

price increases
» Consumers are more health
* 50% of consumers plan to buy conscious and prioritizing physical
less overall due to tariffs fitness and mental health



Household income and summer spending trends

I Householdincomes are under pressure I Consumers plan tospendlessinmost categories, with sentiment souring since fall 2024

42% of respondents reported increased income year-over- Category Planned change in monthly spend — Summer 2025 Since Sept 2024
year, but the share with decreased income nearly doubled

2024 2025

* Higher income
households led
increases

* 61% in the
$100k-$199k
range reported
increased income

Increased

Stayed
the same

%4

+ Job losses
and demographic
changes drove
a 19-percentage-point
rise in households with

Decreased decreased income

KPMG 3



Recessionfears, cost-of-living pressures, and tariffs cloud outlook

I 11% expectarecessionwithinthe year I Consumers pull back spending amid cost-of-living pressures, tariffs

92% say cost of living up year-over-year 52% say prices increased 79% say tariffs will drive
due to tariffs future price increases

74% say costs up six percent or more

A +10% A +1%t0 5%

30% M%  26% 52%

A +6% to 10%

19%

Do not expect Expect a
a recession recession
within a year How consumers are responding to tariffs: 50% plan to buy less overall

Buy less overall

Most have a financial plan for a recession

Yes NO T e

M% e el
No changes




Consumers are selective about where to spend

I Cuttingback onrestaurants, aicohol

69% eating at home more rather than dining out

[l Eating at home more [l No change [l Dining out more

{ar

Of those eating
at home more,
85% due so
because of
budget
constraints

When people
do dine out,
26% eat fast
food more
often,
compared to
casual dining
(20%) or fine
dining (14%)

&)

Consumers are drinking less alcohol

Drinking less

Already drinking
moderately

KPMG

Considering
drinking less

Not drinking less

| Consumersstillplantotravel

58% plan to travel this summer

No plans %é

Travel plans %é

2024 2025

81% plan 1-2 trips

48% 33% 19%

One trip Two trips 3+ trips

28% plan international travel

62% 28% 10%

Domestic International Both

I Consumers are focused onhealth & wellness

49% say their focus on health has increased

49% 46% 0%

Increased No change Decreased

Top health priorities

Physical finess

Disease management

Share of consumer using top three health products
Supplements E Fitness Gym
and vitamins & trackers memberships {U:H}

48% 26% 24%



Contactus:

For more information, contact us:

Some or all of the services described herein may not be permissible for KPMG audit DuleepRodrigo

clients and their affiliates or related entities. S Sotor Locser

Consumer & Retail

S’ drodrigo@kpmg.com
kpmg.com _

JuliaWilson

Principal, Advisory
Strategy

juliawilson@KPMG.com
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