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US Consumer Confidence Inched Up in June
Updated 30 June 2026
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C 9 d their of the current labor market but expect some imp. in i and

The Conference Board Consumer Confidence Index® inched up by 0.6 points to 91.2 (1985=100) in June, up from a downwardly revised 90.6 in May. The Present Situation Index—based on consumers’ assessment of current
business and labor market conditions—fell by 3.0 points to 116.4. The Expectations Index—based on consumers’ short-term outlook for income, business, and labor market conditions—rose by 3.0 points to 74.4. The survey

period for this month’s preliminary results was June 1-23, encompassing an extension of the US-Iran ceasefire agreement.
Chief ist, The C Board. “Consumer appraisals of current

“Consumer confidence inched up in June as falling oil prices in recent weeks provided some relief to consumer inflation fears,” said Dana M P
business conditions were slightly more positive compared to last month. However, perceptions of the current labor market softened measurably as the percentage of consumers saying jobs were ‘hard to get’ rose to 22.5%, the

highest level since January 2021 (22.8%). Moreover, consumers anticipate little change in the labor market six months from now. This was offset by improving expectations for business conditions and incomes.”

Consumer Confidence Index®
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“Shaded areas represent periods of recession.
Sources: The Conference Board; NBER
© 2026 The Conference Board. All rights reserved.
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Present Situation and Expectations Index
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*Shaded areas represent periods of recession.
Sources: The Conference Board; NBER
© 2026 The Conference Board. All rights reserved.

The Present Situation Index declined in June. Net views of current business conditions—the share saying conditions are “good” versus “bad’—improved by 1 ppt to +3.5%. However, perceptions of current employment
conditions declined, with the labor market differential—the share of consumers saying jobs are “plentiful” minus the share saying jobs are “hard to get’—declining by 2.6 ppts to just +2.4%. Notably, the percentage of consumers
saying jobs are “hard to get” rose to 22.5%, a five-and-a-half-year high (January 2021, 22.8%).

income six months from now both improving. Net expectations for labor market conditions were

The Expectations Index improved in June, with two of its three components—net expectations for i and expected h
unchanged.

Among age groups, confidence for consumers under age 35 remained the highest, but confidence for all age groups trended downward on a six-month moving average basis. By income, on a six-month moving average basis,

confidence was mixed or little changed across all categories. By generation, confidence fell the most for the Silent Generation but was stable or lower for others on a six-month moving average basis. By political affiliation,
confidence among Independents and Democrats rose while Republicans were somewhat less positive on a month-over-month basis.

Consumer Confidence Index® by Generation, sixmonth moving average
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Source: The Conference Board Consumer Confidence Survey®

Consumers’ write-in responses on factors affecting the economy continued to skew towards pessimism in June. References to prices and oil and gas eased in frequency but remain elevated. Mentions of war, geopolitics, and
conflict eased, reflecting some easing of consumer concerns about the inflationary impacts of the war in the Middle East.

Consumers’ average and median 12 th i i i were less el d. While down somewhat from May (62.4%), most consumers (61.5%) in June still expected higher interest rates over the next 12 months. Equity
market volatility, notwithstanding, the second half of the June survey period included an extension of the US-Iran ceasefire and likely influenced consumer expectations of even higher stock prices a year from now.

Inflation Expectations next 12 months
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*Shaded areas represent periods of recession.
Sources: The Conference Board;NBER
©2026 The Conference Board. All rights reserved.

Consumers’ net views of their Family’s Current Financial Situation deteriorated for a third month, with virtually the same portion saying conditions are “Good” versus “Bad.” However, consumer’s views of their Family’s Future
Financial Situation were more optimistic, reviving the levels since the beginning of the year. Meanwhile, the share of consumers who said a US recession over the next 12 months is “somewhat likely” rose, but overall recession
expectations remain low, with those saying recession is “not likely” declining. (These measures are not included in calculating the Consumer Confidence Index®).
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Family's Current Financial Situation
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Family's Expected Financial Situation, Six Months Hence
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‘Source: The Conference Board, Consumer Confidence Survey®

Consumers’ plans to buy big-ticket items over the next six months improved slightly, shifting from “no” to “maybe”, and the proportion saying “yes” picked up modestly. Buying plans for autos continued rising on a six-month
moving average basis in June. Homebuying expectations also rose on a six-month rolling basis. Consumers planning purchases six months ahead continued to rank furniture followed by smartphones as the most desired items, but
expectations for both categories moderated further in June. Spending plans for white goods and electronics eased a tad or were relatively unchanged on a six-month moving average basis.

Consumers planning more spending on services over the next six months shifted from “no” to “maybe” in June, but future spending plans on individual services were mixed. Among all service categories,
out, ing/ir obile services, and beauty and personal care, remained among the top three spending targets.

Overall travel intentions within six months receded in June but predominately fell for domestic travel plans, while plans for international travel rose. Nonetheless, expected spending on hotel/motel and airfare/trains for personal
travel were moderately higher in the month.

Consumer's Planned Services Spending, Top 5 Categories
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Present Situation
Consumers’ views of current business conditions improved in June.

* 20.0% of consumers said business conditions were “good,” up from 19.2% in May.

* 16.5% said business conditions were “bad,” down from 16.7%.

On net, consumers’ views of the labor market worsened in June.
*  24.9% of consumers said jobs were “plentiful,” up slightly from 24.8% in May.

*  Conversely, 22.5% of consumers said jobs were “hard to get,” up from 19.8%.

Expectations Six Months Hence
Consumers were more optimistic about future business conditions in June.
* 19.0% of consumers expected business conditions to improve, up from 18.8% in May.

* 20.3% expected business conditions to worsen, down from 23.2%.

On net, consumers’ negative stance about the labor market outlook was largely unchanged in June.
* 15.2% of consumers expected more jobs to be available, down from 16.6% in May.

* However, 25.6% anticipated fewer jobs, down from 27.0%.

Consumers’ outlook for their income prospects was more optimistic in June.

*  20.8% of consumers expected their incomes to increase, up from 19.2% in May.

* 13.2% expected their incomes to decline, down from 14.5%.

The monthly Consumer Confidence Survey®, based on an online sample, is conducted for The Conference Board by Toluna, a technology company that delivers real-time consumer insights and market research through its
innovative technology, expertise, and panel of over 36 million consumers. The cutoff date for the preliminary results was June 23.

Source: June 2026 Consumer Confidence Survey®

The Conference Board

The Conference Board publishes the Consumer Confidence Index® at 10 a.m. ET on the last Tuesday of every month. Subscription information and the technical notes to this series are available on The Conference Board website:
https://www.conference-board.org/data/consumerdata.cfm.

About The Conference Board

The Conference Board is the Member-driven think tank that delivers Trusted Insights for What's Ahead®®. Founded in 1916, we are a nonpartisan, not-for-profit organization holding 501 (c) (3) tax-exempt status in the United
States. TCB.org | Learn about Membership

The next release is Tuesday, July 28 at 10 AM ET.
For further information contact:
Joe DiBlasi at +781.308.7935 jdiblasi@tcb.org

Jonathan Liu at + jliu@tcb.org

The Conference Board provides trusted insights for what's ahead® on this and a number of other
topics. Learn more about Membership options at The Conference Board.

The Copference Board i the member-driven think tank that delivers trusted insights for what's
ahead ®. Founded in 1916, we are a nonpartisan, not-for-profit entity holding 501(c)(3) tax-exempt
status in the United States.

© 2026 The Conference Board, Inc.
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