Americans are Compensating for Increased Stress CONSUMER OPTIMISM BAROMETER 2025

MORE STRESSED

Q. How does your current level of stress compare to 60%
one month ago? -
Q. What do you think your level of stress will be 549
0
one month from now as compared to today?
TOTAL AGREE

With everything going on o 71% of Americans agree that

today, I'm taking extra “There is no time like the present”

efforts to pamper myself.
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Younger Adults are More Acutely Focused on Work/Life Balance CONSUMER OPTIMISM BAROMETER 2025

Maintaining a better work life balance has become more important to me over the past few years.

TOTAL AGREE

Age Under 25 78%

Age 25-34 79%

Age 35-44 69%

Age 45-64 62%

Age 65+ 50%
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