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From curiosity to action:

Who uses and trusts Al
for retirement planning
and what happens next?

Quirk's NYC — July 2026



Al has reached
consumers faster
than any prior mass
technology. That
creates a new
challenge for
retirement brands:
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About this
research

o An online survey of 1,000 U.S.
residents who are not yet fully retired

o Conducted February 12th-27th 2026
o 15-minute questionnaire
« Respondents were nationally

representative of the pre-retirement
adult population
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Retirement Knowledge Gaps
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Annuities are familiar, but not fully

understood

79% of people have heard of an annuity
but not everyone knows what they are.

C/o who believe an annuity is..)

14%
Not sure 8% 6%

Gover.nment A type of
benefit Hasith
program

insurance

217

A type of
stock or
mutual fund

A product
that can
provide an
income
stream



3 20/ Don't understand how
O guaranteed income works

The Concerns:

Concern about fees/cost 48%
Concern about giving up access to : 34%
my money | X
| don't trust financial companies 16%
I've heard negative things about 7 2
i 15%
annuities 4
| don't think | need it 18%

Trade-offs for income security
need to be made clear.
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Target date funds represent another
Investor education opportunity.

Adjusts the
Involves a mix of
target year investments
6 2cy based on when over time as
O an investor the target
(% who think a target date fund is...> rpnr|(r)1\|/rlr?§r?1 S fé(t?reeds 18 ZSZ:oaches

level of
income when

3 3 % 3 9 % you retire

Guarantees
Is identical to that you won't
one another if lose money

they have the
same target
year.



Confld ence OUtpaceS C %Who Believe the Following are Covered by Medicare )
accuracy on

retirement healthcare
C O St S i Doctor visits

/2%

65%

Hospital Stays

66 % of people are confident they
understand what Medicare covers.

60%

Prescription drugs

Vision care

Dental care

Long term nursing home care
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How Al is Bridging the Gap
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Financial advisors are
hearly universally
trusted for unbiased
financial advice

Sources of Unbiased Guidance

Both Millennials and Gen Z trust Al chat bots
significantly more for unbiased retirement
income guidance compared to both Gen X and
Boomers.
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C % Who Trust Each Entity for Unbiased Advice )

Financial advisor

Banks

Employer/workplace provider

Government resources

An artificial intelligence (Al) chat bot

Financial influencers/social media

86%

79%

VASY

1"



Al Usage for Financial Tasks

(o) Tax preparation (o) Financial and
2II /o or planning I|9 /o retirement planning
Budgeting or Determining how
20% managing /|8% much to save for
spending/debt retirement

’|9‘7 Understanding investment
(o) products (ex. annuities)

Use Al For At Least One Financial Task

75%

already use Al for at
least one financial task.

35% 47%

Boomers Gen X Millennials GenZ
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Most prefer Al
Involvement in
retirement planning.

This is especially true for younger
generations, with 92% of Gen Z and 84%
of Millennials preferring some form of Al

involvement.

*4% are not sure

Base: Respondents with a retirement plan (n=565)

|2l The Harris Poll - (ITIAA Institute

/8%

would prefer retirement
planning with at least
some Al involvement

235%

would prefer retirement
planning with no Al involve




Attitudinal Segments

I8] The Harris Poll (I TIAA Institute



Segment
breakdown

In order of Al engagement:

Personalized Users

o4
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Non-Users s« of tota)

Reach them through reassurance, not Al features

Attitudes and Behaviors

Confident will have enough money

Familiarity with annuities
Understand how TDFs work
Have emergency fund

Used Al for anything

Used Al for financial-related task

Likely to use Al for help with retirement
planning

Willing to share personal details

Al has made you feel more confident
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AI SkeptiCS (31% of Total)

They may use Al, but trust remains the barrier

Attitudes and Behaviors

Confident will have enough money

Familiarity with annuities
Understand how TDFs work
Have emergency fund

Used Al for anything

Used Al for financial-related task

Likely to use Al for help with retirement
planning

Willing to share personal details

Al has made you feel more confident

I-I The Harris Poll (3 TIAA Institute




Basic Users 2+ of total

Confidence is high, but personalization is limited

Attitudes and Behaviors

Confident will have enough money

Familiarity with annuities
Understand how TDFs work
Have emergency fund

Used Al for anything

Used Al for financial-related task

Likely to use Al for help with retirement
planning

Willing to share personal details

Al has made you feel more confident
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Personalized Users o of totan

Al is useful, but advisor connection is critical

Attitudes and Behaviors

Confident will have enough money

Familiarity with annuities
Understand how TDFs work
Have emergency fund

Used Al for anything

Used Al for financial-related task

Likely to use Al for help with retirement
planning

Willing to share personal details

Al has made you feel more confident
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AI A” In (13% of Total)

High engagement does not always mean high accuracy

Attitudes and Behaviors

Confident will have enough money

Familiarity with annuities
Understand how TDFs work
Have emergency fund

Used Al for anything

Used Al for financial-related task

Likely to use Al for help with retirement
planning

Willing to share personal details

Al has made you feel more confident
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Tr U St i N AI o g ene rate d (How much do you trust Al-generated information? (Top 2 Box))

’ > S Total
information remains SR
low overall, but varies = =@ R : s
across the segments —
Budgeting and saving tips ° 45% 209,
62%
I M/L%(y
Product comparisons : B 46% 32%
64%
I— 8%
Investing basics = 53% 31%
= Non Users g
: s 7%
GESKEp e Tax-related information o 29%
= Basic Users e
B OnIZC SRS Retirement planning guidance , 28%
Al All In 0%
. 5%
Advice tailored to my personal situation 28%

44%
57%
|=] The Harris Poll (I TIAA Institute



Al engagement can
build confidence

Two Target Date Funds With The Same Year
are Always Identical: % "“True"

Non Users Il 13%
Al Skeptics 26%
Basic Users IS 30%
Personalized Users I 43%
Al All In 50%

Target Date Funds Guarantee That You Won't
Lose Money: % "“True”

Non Users N 26%
Al Skeptics 34%
V.. Basic Users I 37%
' Personalized Users I 5%
Al All In A%

Target Date Funds Provide a Minimum Level
of Income When You Retire: % “True"

Non Users I 66%
Al Skeptics 61%
Basic Users I 57%
Personalized Users I 66%

AL All In 53%
|zl The Harris Poll (I TIAA Institute




Consumers want ("For Retirement Planning, Which Would You Prefer? ) Total
Al in the process,
nhot in charge of S “ R
the process.

Mostly human guidance with Al as support 24%
A mix of Al and human guidance 38%
54%
= Non Users
m Al Skeptics
Mostly Al with an option to consult a human 7%
= Basic Users
= Personalized Users
mAlAll In
Al tools only 3%
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Has Using Al for Financial Questions Led You

to do Any of the Following? Total
Create a budget or savings plan 21%

Meet with a financial advisor 20%
Start or increase retirement contributions 16%

Change investments in a retirement account 15%

Open or move money to a new account 15%

Pay down debt more aggressively 14%

Delay or accelerate retirement planning

decisions [Pz

None of these 50%

I=| The Harris Poll (I TIAA Institute 2



The more Al-engaged segments are more likely to take action
after consulting Al for financial information

Personalized Users

Create budget

Meet w/ financial
advisor

Increase retirement
contributions

Change investments in
retirement account

Open or move money
to a new account

Pay down debt more
aggressively

Change retirement
planning decisions

None of these

I=| The Harris Poll (I TIAA Institute

I 24%

I 28%

I 14%

R 17%

I 18%

B 14%

I 12%

I 35%

Create budget

Meet w/ financial
advisor

Increase retirement
contributions

Change investments in
retirement account

Open or move money
to a new account

Pay down debt more
aggressively

Change retirement
planning decisions

None of these

Al All In
52%
43%
61%
36%
42%
42%
30%
6%

25



The Opportunities

Employees are taking
retirement planning into

. are likely to use Al to help with
3 N 5 retirement planning.

their own hands via cite using Al for financial
technology, but /I in 5 questions as a reason for meeting
knowledge gaps persist. with a financial advisor.

,.t\l cat? ’,’”dge this gap, G Z Gen Z and Millennials are more
if positioned correctly. en likely to use Al to prepare for a

conversation with a professional.

Al can unlock engagement
Via conscious customization

I-I The Harris Poll DTIAA Institute Base: Total (n=’|,000) 206



How Brands Should
Activate Responsibly
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Final —
JELCEVENVE o NINY

y
What Retirement

Providers Should Do

N
What Advisors Should Do

1. Use Al for education, not 1. Focus on interpretation, not
high-stakes decisions. information delivery.

negotiable. before discussing products.

: 2. Make transparency non- 2. Correct misconceptions

. Design clear handoffs to 3. Use Al as a conversation
uman guidance starter, not a competitor.

.
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. Personalize experiences 4. Meet clients where they
ased on readiness and trust. | are in their Al journey.
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