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U.S. Economy Update: MidYear 2026

Briefing for Banking Professionals | June 8, 2026

GDP Growth Q2 2026 Headline CPI April 202( Core PCE April 2026

+3.8% YoY highest since +3.3% YoY well above
+1.6%-2% annualized, est May 2023 2% target
Unemployment May 2026 Fed Funds Rate

4.3% — stable; +172K payrolls 3.50-3.75% — on hold since Dec 2025

Sources: BEA, BLS, Federal Reserve, FDIC — All data as of June 5, 2026



The Economy in Five Numbers

A snapshot of the five most critical macro indicators entering mid-2026, revealing a mixed picture: moderate growth, reaccelerating inflation, and a

Fed under pressure to hold steady.

Indicator Current Value Prior Period Direction Source

GDP Growth (Q12026) +1.6% annualized +0.5% (Q4 2025) + Recovering BEA, May 28 2026
CPI YoY (Apr 2026) +3.8% +3.3% (Mar 2026) + Accelerating BLS, May 2026
Core PCE YoY (Apr 2026) +3.3% +3.0% (Dec 2025) +~ Accelerating BEA, May 28 2026
Unemployment (May 2026) 4.3% 4.3% (Apr 2026) » Stable BLS, June 6 2026
Fed Funds Rate 3.50-3.75% 3.50-3.75% (Jan 2026) » On Hold Federal Reserve

/N Core PCE ran at a 4.3% annualized pace from December 2025 through March 2026 — more than double the Fed's 2% target. This is the
single most important data point for rate path expectations in H2 2026.

















































































Al Readiness Assessment
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THE TREASURE CHEST OF RESOURCES!






COMPETITOR MOTIVATOR

Some Drivean Some Chariscmatic
strengths: strengths:
Confidence Optimictic
Brave Pacsionate
(ike a Bulldozer Lonpulcive
- [ad -
Caution i) Caution
Watch for: ~ Watch for:
° Tasks over ° Arrogant gz o Talks over others ° Glosses over tension
relationships © Opinionated e ° Excitable o Exaggerates
o Greedy © Obstinate - = Inattentive to details ° Personal attacks
° Workaholic ° INnsensitive Ll ° Unrealistic toward others
° Power-hungry ° Abrasive ° Wishful thinking ° Not focused on
° Win at any cost © Too risky “ Lack of follow through details
0 Impatient ° Too outspoken A
° Too forceful
CONTROLLER - - CONNECTOR
ANALYZER \ 4 PEACEMAKER
Some Accurate w Some Reliable
strengths: j_>| strengths:
Tnguisitive o Service oriented
Focused L— Loyal
~
Cynical g Conciliatory
Caution Caution
Watch for: Watch for: )
. . - Tendency to avoid o Internalizes
. Analysis paralysis o Isolated (doesn’t change frustrations
- Overly critical play well...) . Tendency to avoid risk - Gives in to please
o Arrogant . Unbending . Withdraws under others
. Defensive ) . Slow to change pressure ° Easily swayed to help
: Passive-aggressive decisions - Avoids tension . Taken advantage of
tactics o Stubporn . Overwhelmed by o Indecisive
0 Cynical . Myopic deadlines © Sacrifices self

° False loyalties o Ilgnores problems






JANUARY

BUSINESS SUCCESS AND ACCOUNTABILITY

Goals for the month:

GhRwN=

This month | want 1o do more of these aclivilies:

1.

2.

3.

This month | want 1o do less of these activilies:

1.

2.

3.

This month | resolve To delegalefoulsource:

This month | am going to sireamiine this process:

This month 1 am going to complete this project:

This month | am going to resolve this situation:

1'will contact these 3 people for advice:

1.

2.

3.

I 'willreach out 1o these 3 poetential decision-makers/clients:

1.

2.

3.

On a scale of 1 through 5, this month was a

50 4 O 30 20
Fabulous Good Okay Meh

What could have made this month better?

1.

10

Temrible

2.

3.

I am grateful for:

1.

2.

3.

This month | leamed:

1.

2.

3.































SpaceX IPO at $135 per share to raise $75 billion for overall valuation $1.77
trillion on NASDAQ on Friday, June 12, 2026, ticker SPCX.
This is 30% for retail investors.
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Behind The $10.5 Billion Brand Spending Spree At The 2026 FIFA World
Cup

The 2026 FIFA World Cup is poised to be the largest sporting event in history — expanding from 32 to 48 teams, with 104 matches across the U.S,, Mexico, and Canada. Over six
billion people are expected to engage with the tournament. As YouGov Sport's Nicole Pike put it: "The FIFA World Cup 2026 is bigger than football itself."

$40.9B 824K

Global GDP Impact Jobs Created

$8.9B $10.5B
FIFA Revenue gof'éd.igg



An Economic Engine Unlike Any
Other

A joint FIFA and World Trade Organization study projects the 2026 World Cup will
contribute $40.9 billion to global GDP and create 824,000 jobs worldwide. The
U.S. benefits most — an estimated $17.2 billion in GDP and $10.2 billion in labor
income from 185,000 new jobs.

Top U.S. Sectors Global Leader

Food & Accommodation: $2.4B Worldwide, wholesale and retail leads
Real Estate: $2.0B all sectors at $2.6 billion — surpassing
Wholesale & Retail: $1.5B even the Summer 2024 Olympics,
which contributed roughly $10 billion
to the French economy. The World
Cup's global impact could be four
times that.




World Cup Ad Spend Laps the Entire NFL Season

Advertisers will invest $10.5 billion globally — nearly double
the $5.7 billion spent across the entire 2025-2026 NFL
season. Fox is offering late-arrival advertisers a $5M
minimum linear package (matched on streaming), rising to
$10-$15M for U.S. Men's National Team matches, and a $25M
upfront paywall for the final.

Soccer offers far fewer ad placements than the NFL — only
pre-game, halftime, hydration breaks, and post-game. Unit
costs can exceed $1 million for ratings far below NFL playoff
levels. In the U.S,, the World Cup represents $400-$500
million out of a $60-$70 billion TV ecosystem, per Madison &
Wall's Luke Stillman.



Soccer Interest Still Lags in the
U.S.—But Momentum Is Building

Only 21% of U.S. adults watched the 2022 World Cup, and fewer than one-third say
they are very (13%) or somewhat (16%) interested in 2026, per YouGov. A sizeable
54% are not interested at all and 59% say they won't watch any matches.

Gen Z (1829) Millennials (30-44)

34% somewhat or very interested — 43% interested — the prime

the most soccer-engaged younger advertiser demographic and most
cohort. enthusiastic group.

Host Nation Edge

Historically, 57% of host nations reach the semifinals. The U.S. team enters
ranked No. 16 — its highest ever — projected to reach the quarterfinals or
beyond.



FIFA's Record $8.9B Revenue & The Sponsorship Payoff

FIFA expects $8.9 billion in revenue — up nearly 20% from $7.5B in 2022 — driven by broadcasting ($3.9B) and marketing rights ($2.7B). All 16
global sponsorship deals sold out before the tournament began, a first in FIFA history. Global partners — Adidas, Coca-Cola, Visa, Hyundai-Kia,
Qatar Airways, Aramco, and newcomer Lenovo — invest an estimated $150-$200M each.

Global Partners World Cup Sponsors The Ultimate Payoff
Adidas, Coca-Cola, Visa, Hyundai- Bank of America, Verizon, Lenovo's Jack Tarrant noted that
Kia, Qatar Airways, Aramco, American Airlines, Hisense, Frito- Argentina's 2022 winning
Lenovo — four-year exclusivity at Lay, McDonald's, AB-InBev penalty kick ran on front pages
~$150-200M each. (Michelob ULTRA), and more at worldwide — with Visa's LED
$65-95M. board visible behind the goal.
"You can't buy that kind of

brand exposure anywhere else."”
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