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The April 2024 American MHOI

The April 2024 American MHOI is at 84 down one point from last month’s 85. This is a halt
to the six-month Bull Run the Index has had. Notably, 17 of the 20 outlook elements are
down—so the slump is either a pause for a breath or the beginning of something else.

The following four elements are driving the American MHOI this month:

* More Americans say they will struggle to make ends meet—at 41% (up from 35%) thisis the highest level attained
since the initial tracking began in July 2020 and the Index commenced in April 2021. This continues a long and steady
trajectory onlyinterrupted last month from what could now be considered a fleeting reprieve.

* Less Americans saythey willhave enough personal/family investments and savings for the future—at 56% (down
from 61%) and reverting to findings in December 2023. The last time this sentiment was lower was in both December
(51%) and September (52%) 2020, priortothelndexand its own tracking that commenced in April 2021.

* Less Americans say they will put away money for their retirement/old age security—at 54% (down from 60%). The last
time this level was similar was in October 2020, priortothelndex and its own trackingthat commenced in April 2021.

* Less Americans indicate they will have morethan two months of savings to cover any unexpected costs or needs--at
60% (down from 64%). This reverts to a similar sentimentin December 2023 (61%).

Here are the three big takeaways from the month over month data:
1. Growing Financiallnsecurity Among Older and Higher-lIncome Groups

Therewas a notableincrease in pessimism and anxiety around having enough savings/investments for retirement among
Americans aged 55+ as well as households earning over $100K annually. These traditionally stable economic pillars
displayed heightened concerns about their futurefinancial preparedness compared to the previous month. This erosion of
confidence within key consumer segments could depress spending levels going forward—something the Fed has yearned
forto fight inflation woes that crept back up again this past month. With growing personal debt fueling much of the
spending nowadays, it may be that the ability to sustain this feature is running out of fuel.

2. Housing Affordability Issues Intensifyingfor Younger Generations

While younger adults aged 18-34 reportedincreased optimism about earning livable wages, their fears around housing
affordability spiked significantly month-over-month. Nearly half of this age group is now worried about being unableto
afford housing for themselves/families. This affordability concern posesrisks of constraining major purchases, mobility,
and overall economic participation from a core demographic and much pursued brand building engine.
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Widening Financial Fragility Across Lower-lIncome Levels

Levels of financial strain appeared toincrease for lower-income households earning under $50K. This group showed
dropsinreporting recent financial improvements, while expectations grew around struggling to make ends meet and
potentiallyrequiring government assistance programs. The dataindicates widening financial fragility that could limit the
economic mobility and consumption capacity of this consumer segment.

In summary, the comparisonsrevealed a moderatetightening of financial situations across distinct demographic cohorts-
particularly forthose at higher income levels historically, younger generations facing housing pressures, and lower-income
groups confronting heightened fragility.

Commentary

As policymakers embrace data-dependent monetary policy prescriptions, the question iswhether the latest MHOI has
captured a slumpin consumer attitudes that portend the early stages that reflect moderation in demand that has so far
defied the Federal Reserve's aggressive interest rate hiking campaign. The six-month MHOI Bull Run may have halted but
we’ll have to wait until next month to see if thisis just a pause in the upward trajectory orit’s portending something else.

Apparentin this month’s survey findings is the heightened financial anxiety among many households that are being
affected by stubbornlyelevated inflation readings that continue to defy expectations of a morerapid cooling. With core
prices re-accelerating at a monthly 0.4% clip, the yearly CPl rate ticked back up to 3.8% - far exceeding the Fed's 2% target.
This prolonged bout of high inflation may now be directly eroding consumer purchasing power and real incomes. The
question for many observers and policymakers is whether that expected soft landing will become a no landing zone as
inflation becomes chronic for some time to come.

This month’s overalldrop in the MHOI, is primarily being influenced by more Americans bracing for struggles to make ends
meet, having inadequate savings buffers, and facing potential defaults on debt obligations like mortgages and auto loans. It
also captures a slump in purchasing intentions that, when combined with the latter sentiments, could finally be opening
the door to realizingthe demand slowdown the Fed has been trying to engineer as the primary mechanism for reducing
inflation pressures.

Or not.

The bodies of many a prognosticator or apparent expert now litter a landscape of failed predictions with headstone
words like “surprised” and “unexpected”. We’ll see if it’s any different for the global financial leaders who arrive in
Washington this week for the spring meetings of the International Monetary Fund and World Bank. Acting like visiting
physicians in for a consult about the patient on the gurney that just fails to be anesthetized despite everything being
administered, the question hangingin the operating theatre could centre on this: is the continual resurgence being driven
more by constructiveforces likeincreased labor supply and productivity or by outsized fiscal deficits that continue stoking
demand and, potentially, inflation. With so many questions to ponder, stay tuned.
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The American Maru Household Outlook Index (MHOI)
April 2024 84
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The Appendix reveals the questions and formula used to calculate the monthly index.
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Who’s Driving the Index this Month?

The April 2024 American MHOI is at 84, down one point from last month. Hereis a
profile of those Americans having the most influence on the Indexthis month (+/-
indicates the month-over-month percentage point difference):

More Americans struggle to make ends meet:

* Previous Month: Lowerincomes <$50K (51%), 18-34 ages (54%), South (41%)
* This Month: Lowerincomes <$50K (55% +4), 18-34 ages (57% +3), South (44% +3)
* Key Shift: Financial strainintensified across lower-income, younger, and Southern cohorts.

Less confidence in future personal investments/savings:

* Previous Month: 55+ (35%), $100K+ (36%), Northeast (37%), Midwest (37%)
* This Month:55+(31% -4), $100K+ (34% -2), Northeast (35% -2), Midwest (35%-2)
* Key Shift: Older ages and higher wealth segments showed diminishing outlook on future investments.

Less able to put away for retirement/old age:

* Previous Month:55+ 40°/ , $100K+ (44%), South (38%)
* This Month:55+ (37% 100K+ (41% -3), South (35% -3)
* Key Shift: Across older, Wealthler and Southern groups - ability to save forretirementdeclined.

Lack of 2+ months' emergency savings:

* Previous Month: <$50K (54%), 18-34 (54%), South (45%), West (46%)
* This Month:<$50K (58% +4), 18-34 (57% +3), South (47% +2), West (48% +2)
* Key Shift: Fewer lower-income, younger adults, and Southern/Western residents have rainy day funds.

The analysis shows that many of the same demographic groups struggling in the previous month became
evenmore financially strained andinsecure inthe latest data. However, two cohorts - older ages 55+ and
higher-income $100K+ households - saw a particularly sharp erosionin their confidence around having
sufficient future investments andretirement savings comparedto last month.

While overall trends moved in a negative direction,the moststriking shifts were concentrated in groups
that have traditionally anchored nationaleconomic stability.
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What it Could Mean

Consumer Cohort: Older Americans & Higher Wealth Households

* Heightened Vulnerability: Growing pessimism within this traditionally stable economic base about
having sufficient retirement savings/investments to sustain future finances and consumption levels.

* Potential Corporate Impact: Reduced spending on big-ticket discretionary purchases, decelerating
investment/saving rates constraining sector growth.

* Policy Implications: Eroding economic security could increase political pressure for shoring up safety
net programs, wealth preservation incentives, and policies boostingfinancialresilience.

Consumer Cohort: Younger Demographics (18-34 Year Olds)

* Emerging Housing Crisis: Despite rising wage optimism, fears of housing unaffordability have spiked
substantially, potentially hampering formation of new households.

* Potential Corporate Impact: Suppressed demand for housing/relocation services, large
appliances/furnishings, automobiles, andrelated consumer goods.

* Policy Implications: Lack of attainable housing could disrupt labor mobility, become protracted drag
on consumer demand engine, necessitating supply-side/lending interventions.

Consumer Cohort: Lower-Income Households (Under $50K)

* Increasing Financial Fragility: Growth in expectations of struggling to make ends meet, requiring
government assistanceto supplement basic costs of living.

* Potential Corporate Impact: Downgrading purchasedecisions toward lower-price-point offerings,
reduced discretionary spending stream.

* Policy Implications: Potential spike in social safety net program usage, creating fiscal pressures and
need for policies incentivizing income/mobility pathways.

Regional Divergences:

While nationalattitudes held steady, there were distinct geographic concentrations seeing deteriorating
outlook in certain areas (Northeast) offset by improvements in others (West). Both corporations and
policymakers should monitor for regional demand asymmetries.
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By the Numbers

The following is a comparison of the findings to last month (+/- indicates the month-over-month
percentage point difference):

Thinking of the state of the economy, would you say itis...?

L A
-
£

£

* Movingintheright direction40% -1
* Onthewrongtrack60% +1

Specifically focused onyour financial position, wouldyou say it has...?

P Sl bk

¢ Improvedsince last month 19% +1
* Remainthe same overthe last month 61% -2
* Becomeworse since last month 20% +1

."D.v X

Overthe nextsixty (60) days is it very/somewhat/notvery/notatall likely that...?

e The nationaleconomywillimprove 47% +1 53%

e The localeconomywherel live willimprove 48% -152%

* |willhave more than two months of savingsto coverany unexpected costs or needs 60% -4 40%
e | willputaway money for my retirement/old age security 54% -6 46%

* | willhave enough personal/family investments and savings forthe future 56% -5 44%
* |willbeworried about my personal/family day-to-day finances 50% +3 50%

* | willhavethe ability to purchase the products needed for me/our family 81% -4 19%

* |willinvestinthefinancial markets because nowis a good timetodo so 37% -3 63%
* |willpurchase big ticketitems like a car or furniture 24% +176%

* |lwillbuya house 15% +185%

* | willstruggle to make ends meet 41% +6 59%

* |willdefaulton making payments on majorloans or a mortgage 18% +2 82%

* |willlose or be laid off from myjob because of lack of business/work 14% +2 86%

* | willlikely declare bankruptcy 12% +2 88%

* |willearna livable wage 65% -3 35%

* | willhave enough food for myself/family 89% -221%

* |willbe able to affordto keep a roof over my/myfamily'shead 76% -4 24%

* | willrelyon government programsto make ends meet 31% +569%

* |willmovetoa smallerresidence because |l need to save money 19% +2 81%

* | willtake a learning course to upgrade my skills/education 32% N/C 68%

I'mMarul/ PUBLIC OPINION
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The American Maru Household Outlook Index (MHOI):
Economic Outlook

Over the next 60 days, likely to...

2021 | 2022 2022 | 2023 2023 | 2024

Nominal movements in the macroeconomic-outlook,

Local economy willimprove 68% . . . i
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State ofthe economyis 62%
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/\ 40%

Apr May Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb Mar

8 | April 2024 “= 111arl/ PUBLIC OPINION



The American Maru Household Outlook Index (MHOI):
Personal Finances

Over the next 60 days, likely to...

Have 2+ months savings for
emergencies

Earn a livable wage
Put money away for retirement

Have enough personal savings

Upgrade skills/education

Personal financial situation
hasimproved
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The American Maru Household Outlook Index (MHOI):

Purchasing Power

Over the next 60 days, likely to...
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The American Maru Household Outlook Index (MHOI):

Challenges

Over the next 60 days, likely to...

Have enough food

Worried about personal
finances

Struggle to make ends meet
Rely on government
programs

30%
29%

Default on major
loan/mortgage o,
Lose my job :Ilgo//g
Declare bankruptcy 10%
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Index Questions

Thinking of the state of the economy, would you say itis...? (Tracking began in April 2021)

* Moving in the right direction
* Onthe wrong track

Specifically focused onyour financial position, wouldyou say it has...? (Trackingbegan in April2021)

* Improved since last month
* Remain the same over the last month
* Become worse since last month

Over the next sixty (60) days is it very likely/somewhat likely/not very likely/not likely at all that...
(Tracking began in July 2020)

* The national economy will improve

* The local economy where | live will improve

* [ will have more than two months of savings to cover any unexpected costs or needs
* | will put away money for my retirement/old age security

* |will have enough personal/family investments and savings for the future
* | will be worried about my personal/family day-to-day finances

* | will have the ability to purchase the products needed for me/our family
e |will invest in the financial markets because now is a good time to do so
* |will purchase big ticket items like a car or furniture

e |will buy a house

* | will struggle to make ends meet

* | will default on making payments on major loans or a mortgage

* |will lose or be laid off from my job because of lack of business/work
* | will likely declare bankruptcy

Additional Questions (Tracking began in July 2020)

Over the next sixty (60) days is it very likely/somewhat likely/not very likely/not likely at all that...
* I will earn a livable wage
* | will have enough food for myself/family
e |will be able to afford to keep a roof over my/my family's head
* | will rely on government programs to make ends meet
* | will move to a smaller residence because | need to save money
* | will take a learning course to upgrade my skills/education
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Index Calculation

The MHOIlisderived from a sixteen-item summatedrating scale,
fourteen of which are on a four-point scale, witheach level having
a differentweight. Afifteenthitem has a binary response, and only
the proportion of positive responses isused. The sixteenthitem
asks respondents to describe how theirfinancial position had
changed inthe past monthwherein the proportion of respondents
whose situation has improved or remained constantis kept, with
both top options having the same weightin the Index. Each
statementscoreis multiplied by either 1 or -1 depending on
whetherthe attribute is optimistic or pessimistic.

The Index scores are added, multiplied by 100, and finally divided
by the totalfor the baseline month (April2021) to give us the
weightedindex. Any Index output below a composite score of 100
is consideredto be negative/pessimistic,and any above a
composite score of 100is consideredto be positive/optimistic.
The resultingmeasure isboth validand reliable.

The MHOI Index number reportedin any given monthis based on a
“rollingaverage” formula that combinestheincumbent data from
that month plus the two previous monthly waves (which triplesthe
usual monthly sample size wave of ~1,500 completedinterviews
fora total of ~4,500).

In order to heighten the freshness of the Index number reported,
theincumbent month is given aweight of 45%, the data from the
previous month is given a lesserweight of 35%, and the datafrom
the earliest of the three months isgivenan even lesserweight of
20%. The output from thisformula produces the MHOI Index
numberreported and chartedfor comparisonwith previous
iterations.

— I'I'.all/ PUBLIC OPINION



-

i

13| April 2024

\!}‘» B

Data Collection Methodology

= These are some of the findings from a study released by Maru Public Opinionthatwas
undertaken by its sample and data collection experts at Maru/Blue on March 28-April 1,
2024,amongarandom selection of 1,535 American adults who are Unlock Surveys online
panelists. For comparison purposes, a probability sample of this size has an estimated
margin of error (which measures sampling variability) of +/- 2.5%, 19 times out of 20.
Discrepancies in or between totals when compared to the datatables are due to rounding.
Some analytics and analysisis supported by humandirected Al.

= The results have been weighted by education, age, gender, and region to match the
populationaccording to census data which ensures the sample is representative of the
entire adult population of the United States.

= Panel and data services provider Maru/Blue is deeply rooted in the Maru/HUB technology
platform and offers on-demand, high-quality, highly scalable online community samples
of deeply engaged, knownrespondents. Unlock Surveys sits withinthe Stagwell Marketing
Cloud (SMC) suite of data-driven SaaS products for modern marketers. Organizations
interested in using Unlock Surveys to conduct research can reach out to

support@unlocksurveys.com.

Use of Findings

= Maru Public Opinion publicly released American polls with supporting detailed tables are
found here:_Maru Public Opinion US Polls.

= Excerpts from this release of findings should be properly attributed, with interpretation
subject to clarification or correction by Maru Public Opinion.

= Presentations and/or media interviews about these and subsequent results can be
provided, and individuals may be added to a distribution list, upon request to
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https://www.marugroup.net/polling
https://www.marublue.com/
https://c212.net/c/link/?t=0&l=en&o=4099732-1&h=4014528647&u=http%3A%2F%2Fwww.unlocksurveys.com%2F&a=Unlock+Surveys
https://www.marublue.com/
https://c212.net/c/link/?t=0&l=en&o=4099732-1&h=3629729497&u=http%3A%2F%2Fwww.stagwellmarketingcloud.com%2F&a=Stagwell+Marketing+Cloud
https://c212.net/c/link/?t=0&l=en&o=4099732-1&h=3629729497&u=http%3A%2F%2Fwww.stagwellmarketingcloud.com%2F&a=Stagwell+Marketing+Cloud
mailto:support@unlocksurveys.com
https://www.marugroup.net/public-opinion-polls/us
mailto:john.wright@marublue.com

maru/

Maru is a world leading CX and Insights Software & Advisory Services company.
Maru was founded to disrupt the data and insight delivery industry with a combination of
Software & Advisory Services delivering data in real-time via a unique service model. Maru

helps its clients make informed decisions in near real-time by combining proprietorial software, deep
industry experience and access to the best minds in research. Maru'’s flexible service model means
our clients can choose to self-serve our Software directly to create, launch and analyze projects; or
choose to utilize our Software with knowledgeable support from insights experts. Maru successfully
delivers major national and international CX and CEM programs for Enterprise organizations.

MaruPublic Opinionisa researchand insight channel of Maru Group. The division
operatesa polling divisionfor clients and collaborative media partners. Afull
description of the channeland access to polls releasedintothe public domaincan be
found at Maru Public Opinion US Polls

Maru Public Opinion does not carry out any polling for any political party.

For more information contact:

John Wright
Executive Vice President
Maru Public Opinion

The experience & insights platform

102 Madison Avenue New York, NY, 10016, US

D: 1-332-282-1610
john.wright@marubl m

Maru Group is a proud member of the Stagwell Marketing Cloud.

NEW YORK/ CHICAGO /SAN FRANCISCO /LOS ANGELES / LONDON /
SOUTHAMPTON / EDINBURGH / BUENOS AIRES/ TORONTO / VANCOUVER
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https://shared.outlook.inky.com/link?domain=www.stagwellglobal.com&t=h.eJxtzEEKwyAQheGrBNdFI0qMWeUqZjJNpaMGowgtvXux6y4f7-N_s5qJLQN7lHJeixCtNX4VdzQkOihtjjikINhtYM_ugsv1yKmeIoXo1z43qvhDVoHDcdTKOj1PBq1R913etdJgYUQp5GSMnM1sJFemJ7EnM24I4HgAchnjCr74F8aM5IpP8ertjveO_56fLyi5QKg.MEUCIEEzvd8IkoWBZFZs9fBOUc-1uD7TagGag03sKCcU3Iy3AiEA-lJRW9fYUoIjV6dgXwkrKOwFQi0-iyhEX4_1PizDf8E
mailto:John.wright@marublue.com
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