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WHAT AMERICANS WANT FROM INNOVATION NOW



The next test of 
innovation lies  
not in what 
companies invent, 
but in whether those 
breakthroughs make 
life better in the 
communities where 
trust still lives.
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Letter from 
the CEO

WHAT AMERICANS WANT FROM INNOVATION NOW



A s Amer ica ce lebrates i t s  250th anniversar y,  i t 
i s  worth ask ing a  s imple quest ion:  What  k ind of 
innovat ion wi l l  he lp wr i te  the countr y ’s  next  chapter?

To f ind out,  we commiss ioned a  n at i o nw i d e 
s u r vey  co n d u c te d  by  m a r ket  re s e a rc h 
f i r m  T h e  Ha r r i s  Po l l .  We learned that 
Amer icans a l ready know the answer.

According to the sur vey resu lts,  people are not 
look ing for  innovat ion for  innovat ion’s  sake.  They 
are look ing for  innovat ion that  so lves rea l  problems, 
creates opportunit ies,  st rengthens communit ies,  and 
improves l i fe  in  v is ib le,  measurable ways.  They want 
proof,  not  promises.  And they increas ingly  p lace thei r 
t rust  in  the people,  bus inesses,  and organizat ions 
c losest  to where they l ive and work.  

At  PMI  U.S. ,  we bel ieve that  th is  perspec t ive ref lec ts 
an important  sh i f t  in  how a bus iness  earns  i t s  l icense 
to operate.  In  today ’s  env i ronment,  credib i l i t y 
does not  come from what  a  company says  about 
innovat ion.  I t  comes from what  that  innovat ion 
accompl ishes—for  consumers,  for  communit ies,  and 
for  the countr y.
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That  bel ief  i s  at  the heart  of  our  commitment to 
being I nve ste d  i n  A m e r i c a .

S ince 2022,  PMI  U.S.  has  invested more than 
$1  b i l l ion in  U.S.  manufac tur ing capacit y,  operat ional 
capabi l i t ies,  and people costs,1 support ing more 
than 3,300 jobs across  the countr y  and help ing 
advance modern manufac tur ing in  states  inc luding 
Colorado,  Kentucky,  and North Carol ina.  We have a lso 
contr ibuted more than $35 mi l l ion to char i table  and 
communit y  partnersh ips.  

Our  commitment extends beyond economic 
investment.  I t  a lso ref lec ts  our  bel ief  that  innovat ion 
should address  one of  the countr y ’s  most  pers istent 
publ ic  health  cha l lenges:  the cont inued use of 
combust ib le  c igaret tes  by approx imately  25 mi l l ion 
legal-age U.S.  adults.

S ince 2008,  Phi l ip  Morr is  Internat ional ,  our  parent 
company,  has  invested more than $16 b i l l ion g lobal ly 
in  the development,  sc ient i f ic  assessment,  and 
commercia l izat ion of  smoke-free produc ts  des igned 
as  bet ter  opt ions for  adults  who would other wise 
smoke.  Today,  PMI  U.S.  i s  he lp ing accelerate that 
t ransformat ion in  the United States through a 
port fo l io  of  sc ience-based smoke-free a l ternat ives 
and a  commitment to respons ib le  commercia l izat ion.

That  commitment is  ref lec ted in  our  leadersh ip with in 
the U.S.  regulator y  f ramework.  A s of  July  2026,  PMI’s 
smoke-free produc ts  account  for  more than 
41  percent  of  a l l  premarket  tobacco produc t 

1	 Through September 30, 2025.



appl icat ion (PMTA) author izat ions and 90 percent 
of  a l l  modif ied r isk  tobacco produc t  (MRTP) 
author izat ions granted by the U.S.  Food and Drug 
Admin istrat ion (FDA).  We are a lso proud that  ZYN  has 
become the No.  1  modern n icot ine brand in  Amer ica, 
demonstrat ing the growing demand among legal-age 
adult  n icot ine users  for  bet ter  a l ternat ives.  In  June 
2026,  the FDA issued MRTP orders  for  20 var iants 
of  ZYN  n icot ine pouch produc ts,  making i t  the f i rst 
n icot ine pouch produc t  to receive these orders. 
Th is  decis ion author izes  the communicat ion of  an 
important  publ ic  health  message:  Us ing these ZYN 
produc ts  instead of  c igaret tes  puts  adults  who smoke 
at  a  lower  r isk  of  certa in  smoking-re lated d iseases. 
 
These regulator y  mi lestones mat ter  because they 
represent  something larger  than produc t  success. 
They represent  innovat ion operat ing as  intended: 
grounded in  sc ience,  eva luated through r igorous 
regulat ion,  and deployed respons ib ly  to prov ide 
bet ter  choices for  adults  who would other wise smoke.

T h e  re s e a rc h  o u t l i n e d  i n  t h i s  p a p e r 
re i nfo rce s  t h at  A m e r i c a n s  a re  s e e k i n g  a 
s i m i l a r  st a n d a rd  f ro m  co m p a n i e s  a c ro s s 
i n d u st r i e s .  They want  innovat ion that  is  prac t ica l , 
t rusted,  and connec ted to ever yday l i fe.  They want 
bus inesses to invest  in  communit ies,  support  loca l 
economies,  and demonstrate thei r  impac t  in  ways 
people can see.  

By commiss ion ing th is  sur vey and producing th is 
report ,  we a im to help other  organizat ions contr ibute 
to Amer ica’s  bet ter  future.
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The f ind ings prov ide a  roadmap not  only  for  bus iness 
leaders  but  for  anyone interested in  how Amer ica 
can strengthen trust ,  expand opportunit y,  and foster 
innovat ion in  the years  ahead.  They a lso re inforce 
our  bel ief  that  the future of  innovat ion wi l l  not  be 
determined sole ly  in  boardrooms,  research labs, 
or  t radit iona l  innovat ion hubs.  I t  w i l l  be shaped in 
communit ies  across  the countr y  by people so lv ing 
rea l  problems,  creat ing new opportunit ies,  and 
bui ld ing a  stronger  future f rom the ground up. 

A s  we  ce l e b rate  A m e r i c a 2 5 0,  P M I 
U. S .  re m a i n s  co m m i t te d  to  b e i n g 
i nve ste d  i n  t h at  f u t u re — t h ro u g h 
re s p o n s i b l e  i n n ovat i o n ,  A m e r i c a n  j o b s 
a n d  m a nu fa c t u r i n g ,  a n d  m e a n i n g f u l 
co m mu n i t y  p a r t n e r s h i p s .

Innovat ion,  done r ight ,  w i l l  he lp move Amer ica 
for ward with  conf idence into i t s  next  250 years.

Stacey Kennedy
Chief  Execut ive Of f icer
PMI  U.S.
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Executive 
Summary

WHAT AMERICANS WANT FROM INNOVATION NOW

Just over thre e - quarter s of  U.S. 
adult s  bel ieve innovation wi l l  play a 
central  or  s ignif icant role in  bui lding a 
bet ter  future for  America.

76%



Amer ica does not  have an innovat ion shortage.  I t 
has  a  proof- of-meaningfu l- impac t  shortage.  A s 
the countr y  ce lebrates i t s  250th anniversar y,  new 
research from PMI U.S.  and The Harr is  Pol l 2 shows 
that  the publ ic  st i l l  be l ieves innovat ion can help bui ld 
a  bet ter  future—but  is  no longer  wi l l ing to accept 
i t  in  the form of  abstrac t  promises.  A m e r i c a n s 
a re  a p p l y i n g  a  to u g h e r  te st :  D o e s 
t h e  i n n ovat i o n  m a ke  l i fe  b et te r,  m o re 
af fo rd a b l e,  s afe r,  h e a l t h i e r,  o r  m o re 
wo r ka b l e  i n  t h e  co m mu n i t i e s  w h e re 
p e o p l e  l i ve?

That  is  the tens ion revealed in  the data.  Just  over 
three- quarters  of  U.S.  adults  (76 percent)  bel ieve 
innovat ion wi l l  p lay  a  centra l  or  s ign if icant  ro le  in 
bu i ld ing a  bet ter  future for  Amer ica,  yet  81  percent 
say that  the way companies  ta lk  about  innovat ion 

2	 PMI U.S. / The Harris Poll, Innovation and Communities Survey, conducted online May 
19–June 2, 2026, among 2,000 U.S. adults aged 21 and older, with market samples in 
Atlanta, Chicago, Houston, Jacksonville, Los Angeles, Nashville, New York, Phoenix, 
Pittsburgh, and Stamford.
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“The best ideas 
for America’s 
next chapter 

are already 
out there, 

waiting to be 
discovered.” 

 
— H u g h  Fo r r e st ,  Co - P r e s i d e nt  &  C h i ef  P r o g ra m m i n g 

Of f i ce r,  SX SW



of ten feels  d isconnec ted from dai ly  problems.  Even 
more troubl ing,  79 percent  say Amer ica is  innovat ing 
in  the wrong areas.  Th is  i s  a  warn ing to companies: 
The publ ic  st i l l  be l ieves in  innovat ion,  but  i t  no longer 
t rusts  companies  and inst i tut ions to def ine i t s  va lue 
on thei r  own terms.

The data on t rust  expla in  why the test  has  become 
so unforgiv ing.  O n l y  43  p e rce nt  of  a d u l t s 
a re  co nf i d e nt  A m e r i c a  i s  h e a d e d  i n  t h e 
r i g ht  d i re c t i o n ,  compared with  58 percent 
who are conf ident  thei r  communit y  is  on the r ight 
t rack.  That  15-point  gap is  the study ’s  f i rst  major 
f ind ing:  Conf idence has moved c loser  to home.  The 
inst i tut ions and ind iv iduals  Amer icans t rust  most 
are the bus inesses and entrepreneurs,  nonprof i ts, 
and organizat ions in  thei r  communit ies.  Opt imism is 



evidence-based—and that  ev idence must  be c lose 
enough to ver i f y. 

The second f ind ing is  that  loca l ly  dr iven progress 
is  rea l ,  but  under-resourced.  Many Amer icans see 
that  thei r  communit ies  are work ing to improve publ ic 
safet y,  infrastruc ture,  hous ing,  educat ion,  jobs,  and 
more,  but  the progress  they ’re seeing is  uneven—and, 
in  most  cases,  inadequate.  The use of  technology to 
so lve loca l  problems and prov id ing support  for  smal l 
bus inesses are recognized as  areas where ga ins  are 
being made.  Hous ing af fordabi l i t y  remains  a  weak 
spot.  Local  ideas are t rusted,  but  they cannot  sca le 
on goodwi l l  a lone.  They need connec t ion,  long-term 
commitment,  coordinat ion,  funding,  tools,  p lat forms, 
v is ib i l i t y,  and partners  wi l l ing to help what  works 
t ravel  beyond one p lace.
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The th i rd  f ind ing has potent ia l  pol i t ica l  impl icat ions: 
In  a  t ime when the countr y  is  polar ized by ident i t y 
and ideology,  the Harr is  data show a shared pressure 
map,  with  Amer icans st i l l  agreeing on the problems 
that  mat ter.  Healthcare,  hous ing,  good-paying jobs 
that  do not  requi re  a  four-year  degree,  educat ion, 
t rust ,  infrastruc ture,  support  for  smal l  bus inesses, 
res i l ience,  and broader  access to innovat ion form 
a prac t ica l  consensus agenda.  A m e r i c a n s  d o 
n ot  l a c k  co m m o n  p r i o r i t i e s ;  t h ey  l a c k 
e n o u g h  i n st i t u t i o n s  a n d  b u s i n e s s e s 
o rg a n i ze d  a ro u n d  d e l i ve r i n g  o n  t h e m .

The fourth f ind ing is  that  corporate innovat ion has 
a  usefu lness  problem. Amer icans see companies 
invest ing heavi ly  in  AI ,  sof t ware,  and moonshots—
but  not  enough in  the pr ior i t ies  communit ies  va lue 
most:  making ever yday essent ia ls  more af fordable, 
expanding access to healthcare,  creat ing loca l 
jobs,  st rengthening schools,  support ing smal l 
bus inesses,  improving publ ic  safet y,  and bui ld ing 
communit y  res i l ience.  T h e  p u b l i c  te st  fo r 
i n n ovat i o n  i s  n o  l o n g e r  n ove l t y ;  i t  i s 
u t i l i t y .  Innovat ion earns  permiss ion when people 
can see what  i t  improves,  whom i t  ser ves,  and that  i t s 
benef i ts  reach beyond investors,  corporat ions,  and 
a l ready-advantaged communit ies.



The f i f th  f ind ing is  that  market  proof  must  a l ign 
with  the loca l  mood.  Stamford is  a l ready convinced 
that  innovat ion is  work ing;  Nashvi l le  wants  proof 
that  innovat ion is  a imed at  the r ight  problems;  and 
Chicago bel ieves the next  breakthrough can come 
from any communit y.  The strongest  innovat ion stor y, 
therefore,  i s  not  one nat ional  message repeated 
ever y where.  I t  i s  a  nat ional  argument,  supported by 
loca l  ev idence that  a l igns  with  what  each market  is 
a l ready prepared to bel ieve.

Taken as  a  whole,  the research points  to a  growing 
bel ief  that  Amer ica’s  next  era  of  innovat ion wi l l  be 
shaped by a  broader  range of  voices,  exper iences, 
and communit ies  than ever  before.  A s technology, 
ta lent ,  and opportunit y  become more access ib le, 
the potent ia l  for  t ransformat ive ideas is  no longer 
conf ined to a  handfu l  of  establ ished centers.  
T h e  c h a l l e n g e — a n d  o p p o r t u n i t y —
a h e a d  i s  to  c re ate  co n d i t i o n s  w h e re 
i n n ovat i o n  c a n  t h r i ve  w h e reve r 
a m b i t i o n  a n d  i n g e nu i t y  ex i st .
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Scope and 
Methodology

WHAT AMERICANS WANT FROM INNOVATION NOW



The Harr is  Pol l  was conduc ted onl ine on behalf 
of  PMI  U.S.  bet ween May 19 and June 2,  2026. 
The sur vey sample cons isted of  2,000 U.S.  adults 
aged 21  and o lder.  Nat ional  resu l ts  were weighted 
by age,  gender,  region,  race/ethnic i t y,  household 
income,  educat ion,  mar i ta l  status,  household s ize, 
employment status,  and pol i t ica l  part y  af f i l iat ion. 
The nat ional  sample has  a  Bayes ian credib le  inter va l 
of  ±3.1  percentage points  at  a  95 percent  conf idence 
level . 

T h e  re s e a rc h  a l s o  i n c l u d e d  m a r ket -
l eve l  s a m p l e s  of  a p p rox i m ate l y  2 0 0 
a d u l t s  i n  e a c h  of  1 0  c i t i e s :  At l a nt a , 
C h i c a g o,  H o u sto n ,  J a c k s o nv i l l e,  Lo s 
A n g e l e s ,  Na s hv i l l e,  N ew  Yo r k ,  P h o e n i x , 
P i t t s b u rg h ,  a n d  St a mfo rd .  Market- level 
resu l ts  were weighted by age,  gender,  race/ethnic i t y, 
mar i ta l  status,  and educat ion,  w ith  Bayes ian credib le 
inter va ls  ranging from ±7.7 to ±9.2 percentage 
points.

To prov ide context  for  the Harr is  Pol l  f ind ings,  we 
have supplemented the report  with  th i rd-part y 
research. 
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Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.

Figure 1
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Trust Has Gone 
Local

WHAT AMERICANS WANT FROM INNOVATION NOW

Communit y confidence advantage

+15%

My local   communit y is  heade d in 
the r ight dire c tion

58%

America is  heade d in  the r ight 
dire c tion

43%



The Harr is  Pol l ’s  conf idence gap i l lustrates  what  has 
happened to publ ic  t rust :  43 percent  of  respondents 
are conf ident  Amer ica is  headed in  the r ight 
d i rec t ion,  whi le  58 percent  are conf ident  in  the t rack 
thei r  loca l  communit y  is  on.  T h e  n at i o n a l  sto r y 
i s  l o s i n g  c re d i b i l i t y  b e c au s e  p ro m i s e s 
m a d e  i n  t h e  n at i o n ’s  c a p i t a l  a re  to o 
d i st a nt  fo r  m o st  to  ve r i f y .  The loca l  stor y 
st i l l  has  a  chance because res idents  can see the 
work,  know the people,  and judge whether  progress  is 
rea l . 

A study conduc ted by Pew Research Center  supports 
the v iew that  t rust  in  centra l  inst i tut ions is  eroding. 
Pew reported that  only  17  percent  of  Amer icans 
t rusted the federa l  government to do what  is  r ight  in 
S eptember 2025,  down from 22 in  2024.3 Moreover, 
i t s  2024 inst i tut iona l  rev iew revealed that  mistrust 
i s  spreading beyond the federa l  government into 
inst i tut ions such as  news media,  h igher  educat ion, 
sc ience,  and the Supreme Court .4 The Harr is 

3	 Pew Research Center, Public Trust in Government: 1958–2025.
4	 Pew Charitable Trusts, Americans’ Deepening Mistrust of Institutions.
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“I am seeing more 
local businesses 
opening up, 
cleaner public 
spaces, and 
stronger 
community 
support for 
neighborhood 
events and small 
charities.” 
 
— F,  2 1 ,  C A
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% AGREEING SOMEWHAT / A GREAT DEAL

Q. How much is  each of  the 
fol lowing increasing 

your confidence that 
America is  heade d in  the 

r ight dire c tion?
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eve r yd ay  p e o p l e  i n 
l o c a l  co m mu n i t i e s

65%

T h e  to p  co nf i d e n ce  b o o ste r s : 

l o c a l  b u s i n e s s e s  a n d 
e nt re p re n e u r s 

 

l o c a l  n o n p rof i t s  a n d  co m mu n i t y 
o rg a n i z at i o n s

61%

59%



f ind ings,  therefore,  should not  be read as  a  one-
of f  snapshot.  They are part  of  a  broader  col lapse 
of  conf idence in  inst i tut ions that  ask  Amer icans to 
bel ieve without  showing suf f ic ient  proof.

To determine where conf idence migrates when 
nat ional  t rust  breaks down,  the Harr is  Pol l  asked 
respondents  to rate the extent  to which var ious 
ent i t ies  increase thei r  conf idence in  Amer ica’s 
d i rec t ion.  The top conf idence boosters  are ever yday 
people in  loca l  communit ies  (c i ted by 65 percent) , 
loca l  bus inesses and entrepreneurs  (61  percent) , 
and loca l  nonprof i ts  and communit y  organizat ions 
(59 percent) .  The federa l  government lagged at 
41  percent.  That  is  not  a  margina l  d i f ference;  i t  i s  a 
leg it imacy ladder.  People t rust  the ac tors  c losest  to 
the consequences. 

The pat tern becomes even more pronounced when 
respondents  are asked whom they t rust  to drive 
positive change in their communities. Figure 3  
shows that  t rust  i s  concentrated among ac tors 
with  d i rec t ,  v is ib le  t ies  to loca l  l i fe.  Smal l  bus iness 
owners  and entrepreneurs,  hea lthcare workers, 
ever yday res idents,  educators,  nonprof i t  leaders,  and 
communit y  organizat ions a l l  rank ahead of  formal 
pol i t ica l  author i t y.  Local  e lec ted of f ic ia ls  p lace 
at  the bot tom of  the l i st .  The f ind ing re inforces a 
centra l  theme of  th is  research:  Amer icans have not 
withdrawn thei r  t rust  a l together—they have become 
more se lec t ive about  where they p lace i t .  Trust 
increas ingly  fo l lows demonstrated performance 
rather  than formal  author i t y,  favor ing ac tors  whose 
impac t  is  v is ib le,  immediate,  and rooted in  the 
communit ies  they ser ve.
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Gal lup’s  inst i tut iona l  data 5 he lp expla in  why smal l 
bus inesses are such a  force in  the Harr is  resu l ts. 
Gal lup found average conf idence in  major  inst i tut ions 
at  a  h istor ica l ly  low 28 percent  in  2024.  Smal l 
bus inesses stood out  as  the most  t rusted inst i tut ion, 
at  68 percent,  ahead of  the mi l i tar y  and pol ice.  In 
other  words,  Amer icans have not  stopped trust ing a l l 
inst i tut ions.  They are put t ing thei r  fa i th  in  those that 
feel  human-scale,  usefu l ,  and accountable.

The Harr is  data a lso reveal  the frustrat ion under ly ing 
the turn toward th ings loca l :  79 percent  say they 
have stopped wait ing for  nat ional  so lut ions and 
started focus ing inward,  on thei r  loca l  communit ies ; 
75 percent  say the gap bet ween what  pol i t ic ians 
ta lk  about  and what  thei r  communit y  needs has 
never  fe l t  w ider ;  and 82 percent  t rust  people in 
thei r  communit y  more than any nat ional  inst i tut ion 
to f igure out  what  they need.  This  i s  not  quaint 
ne ighbor l iness.  I t  i s  a  referendum on d istant 
problem-solv ing. 

Edelman’s  2025 Trust  Barometer 6 g ives that 
f rustrat ion a  sharper  name:  gr ievance .  I t  reports 
that  61  percent  g lobal ly  hold a  moderate or  h igh 
sense of  gr ievance against  government,  bus iness, 
and the r ich,  and i t  recommends that  inst i tut ions 
rebui ld  t rust  by invest ing in  loca l  communit ies,  qua l i t y 
informat ion,  and job sk i l l s.  The Harr is  f ind ings are the 
U.S.  communit y- level  vers ion of  the same warn ing: 
I f  inst i tut ions want  to re- earn t rust ,  they have to go 
where t rust  st i l l  has  a  pu lse.

5	 Gallup, U.S. Confidence in Institutions Mostly Flat, but Police Up.
6	 Edelman, 2025 Edelman Trust Barometer.



% somewhat/highly trust

SMALL BUSINESS OWNERS AND 
LOCAL ENTREPRENEURS

HEALTHCARE WORKERS AND  
LOCAL CLINICS

EVERYDAY RESIDENTS  
TAKING ACTION

TEACHERS AND SCHOOL 
ADMINISTRATORS

COMMUNITY ORGANIZERS AND 
NONPROFIT LEADERS

FAITH AND COMMUNITY 
ORGANIZATIONS

YOUNG PEOPLE AND  
STUDENT LEADERS

LOCAL ELECTED OFFICIALS AND 
GOVERNMENT LEADERS

Local actors outrank formal authority as trusted drivers of community change.  
Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.

37Truste d Driver s of 
Communit y Change 
 
Q. How much do you trust  the fol lowing 
par tie s t o drive posit ive change in  your 
communit y ?

70 60 50 40 30 20 10

Figure 3



Local Progress 
Is Visible but 
Uneven

WHAT AMERICANS WANT FROM INNOVATION NOW

of Americans s e e their  communit y 
ac tively addre ssing at  least  s ome 
meaningful  chal lenge.

84%



The Harr is  Pol l  f inds that  84 percent  of  Amer icans 
see thei r  communit y  ac t ive ly  address ing at  least 
some meaningfu l  cha l lenge.  Publ ic  safet y  is 
the most  v is ib le  issue,  se lec ted by 37 percent, 
fo l lowed by roads and infrastruc ture at  35 percent, 
hous ing af fordabi l i t y  at  33 percent,  support ing 
smal l  bus inesses and entrepreneurs  at  32 percent, 
educat ion at  31  percent,  and jobs at  31  percent.  That 
l i st  te l l s  a  b lunt  stor y:  Pe o p l e  a re  n ot  l o o k i n g 
fo r  a b st ra c t  p ro m i s e s .  They are look ing for 
proof  that  something prac t ica l  i s  get t ing f ixed. 

The progress  scores expose where loca l  ac t ion 
feels  credib le—and where i t  does not.  Near ly  three-
quarters  of  respondents  (7 1  percent)  who agree that 
ef fort  i s  be ing made in  these areas see communit y 
progress  under way in  support ing smal l  bus inesses 
and entrepreneurs  and employ ing technology to 
so lve loca l  problems.  In  contrast ,  fewer  than ha lf 
(48 percent)  of  those seeing ef forts  to improve 
hous ing af fordabi l i t y  th ink  they ’re pay ing of f.  That 
is  the coldest  rea l i t y  check:  Communit ies  may be 
tr y ing,  but  thei r  at tempts to address  hous ing are 
fa l l ing short . 
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“I’m seeing 
progress in 
community 
support 
initiatives, 
with more local 
businesses 
and residents 
collaborating 
on volunteer 
programs and 
neighborhood 
improvement 
projects.” 
 
— M ,  2 7,  CT
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SUPPORTING SMALL BUSINESSES AND 
ENTREPRENEURS

HOUSING AFFORDABILITY

ROADS, TRANSPORTATION, AND 
INFRASTRUCTURE

PUBLIC SAFETY

EDUCATION AND SCHOOLS

CREATING JOBS AND 
ECONOMIC OPPORTUNITY

HEALTHCARE ACCESS

BRINGING PEOPLE TOGETHER 
ACROSS DIFFERENCES

CREATING OPPORTUNITIES 
FOR YOUNG PEOPLE

ENVIRONMENTAL QUALITY 
AND SUSTAINABILITY

USING TECHNOLOGY TO 
SOLVE LOCAL PROBLEMS

25% 50%

Where communities are acting and where residents see progress.  
Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.

Being addressed Progress Visible

Local  Ac tion vs.  Visible Progre ss
 
Q. Which of  the fol lowing is  your communit y 
actively working t o solve r ight now ?   

Q.  O ut of  the are as your communit y is  actively 
working on ,  how much posit ive progre ss is  your 
communit y making?

% choosing meaningful/significant progress

Figure 4
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Har vard’s  2025 State of  the Nat ion’s  Hous ing 
report 7 h igh l ights  the cha l lenge,  stat ing that  h igh 
home pr ices and e levated interest  rates  reduced 
homebuying to the lowest  level  s ince the mid-1990s 
and that  h igh rents  lef t  more people than ever  cost-
burdened.  The Harr is  f ind ing that  hous ing progress 
lags is  not  a  communicat ions problem; i t  i s  a  rea l i t y 
problem.

From the open- ended responses,  we were able 
to g lean what  does cut  through:  loca l  bus inesses 
opening,  c leaner  publ ic  spaces,  ne ighborhood 
events,  char i table  work  and volunteer ism,  communit y 
outreach programs,  res ident-bus iness  col laborat ion, 
ne ighborhood improvements,  and hous ing for 
low-income fami l ies  and people exper iencing 
homelessness.  These examples are not  g lamorous, 

7	 Harvard Joint Center for Housing Studies, The State of the Nation’s Housing 2025.



but  that  is  the point .  In  a  low-trust  env i ronment, 
g lamour  is  of ten less  persuas ive than ev idence.

Yet  l o c a l  p ro of  h a s  a  d i st r i b u t i o n 
p ro b l e m .  Pew  re p o r te d  t h at  j u st  2 1 
p e rce nt  of  A m e r i c a n s  fo l l owe d  l o c a l 
n ew s  ve r y  c l o s e l y  i n  2 02 5 ,  d ow n  f ro m 
37  p e rce nt  i n  2 0 1 6 .8 That  col lapse mat ters 
because Harr is  f inds that  79 percent  of  Gen Z s and 
mi l lennia ls  and 76 percent  of  Gen Xers  and boomers 
agree that  pos i t ive th ings are happening in  thei r 
communit ies  that  do not  get  enough at tent ion.  The 
countr y  is  re ly ing on loca l  progress  to rebui ld  nat ional 
conf idence,  even as  the channels  that  carr y  news of 
i t  have weakened.

8	 Pew Research Center, Local News Fact Sheet.
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The bel ief  in  loca l  problem-solv ing is  not  f r inge. 
E i g ht y - f i ve  p e rce nt  of  Ha r r i s  Po l l 
re s p o n d e nt s  a g re e  A m e r i c a ’s  n ext 
c h a pte r  w i l l  d e p e n d  o n  i d e a s  f ro m 
co m mu n i t i e s  a c ro s s  t h e  co u nt r y , 
re inforc ing the convic t ion that  the nat ion’s  future 
is  more l ike ly  to be bui l t  f rom the ground up than 
handed down from nat ional  inst i tut ions. 

That  contradic t ion should inf luence how 
organizat ions th ink  about  communit y  engagement. 
Doing good work loca l ly  i s  not  enough i f  the work 
remains  inv is ib le,  i so lated,  or  t rapped in  a  s ing le 
market.  The data point  to a  more aggress ive model : 
Make the work tangib le,  make i t  usefu l ,  make i t 
durable,  and then make i t  t ravel . 
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Communities  
Need 
Infrastructure,  
Not Applause

WHAT AMERICANS WANT FROM INNOVATION NOW

91 percent of  Harris  Pol l  re spondent s agre e 
that communitie s ne e d conne c tion to other 
communitie s s olving similar  problems.

91%



The Harr is  Pol l  h igh l ights  an important  d ist inc t ion: 
Amer icans recognize that  communit ies  are 
generat ing ideas,  but  they do not  bel ieve those ideas 
can sca le  on goodwi l l  a lone.  Lo c a l  p ro g re s s 
e a r n s  t r u st  b e c au s e  i t  i s  v i s i b l e  a n d 
a cco u nt a b l e .  But  v is ib i l i t y  i s  not  the same as 
durabi l i t y.  A neighborhood program, a  smal l-bus iness 
partnersh ip,  a  workforce pathway,  or  a  loca l  hea lth 
in i t iat ive can work in  one p lace and st i l l  fa i l  to 
endure,  expand,  and travel  because i t  lacks  funding, 
coordinat ion,  technica l  support ,  communicat ions 
capacit y,  or  a  partner  wi l l ing to stay involved af ter 
the in i t ia l  announcement.

Communit ies  rare ly  progress  in  i so lat ion.  At  least 
9 in  10 Harr is  Pol l  respondents  agree that 
communit ies  need connec t ion to other  communit ies 
so lv ing s imi lar  problems;  long-term commitment, 
not  one-t ime grants;  companies  ac t ing as  partners, 
not  sav iors ;  and bet ter  coordinat ion among loca l 
organizat ions.  Funding,  tools,  expert ise,  p lat forms, 
v is ib i l i t y,  and nat ional  at tent ion fo l low c losely 
behind.  The message is  c lear :  Amer icans are not 
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“I am seeing 
more local 

businesses 
opening up, 

cleaner public 
spaces and 

stronger 
community 
support for 

neighborhood 
events and small 

charities.” 
 

— M ,  41 ,  N Y
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ask ing inst i tut ions to cheer  f rom the s idel ines.  They 
are ask ing them to help bui ld  the connec t ive t issue 
that  lets  usefu l  loca l  ideas mature and spread.

Pragmatic  Phi lanthropy and It s 
Implications for  America250

The Harr is  Pol l  f ind ings suggest  the ro le  of  bus iness 
in  communit y  innovat ion needs to evolve.  The 
most  ef fec t ive approach is  not  to arr ive with  a 
prepackaged solut ion or  to t rans late communit y 
work  into a  corporate ha lo.  I t  i s  to  ask  what  is  a l ready 
work ing,  what  is  miss ing,  and what  would help that 
work  sca le.  I t ’s  an approach PMI  U.S.  has  termed 
pragmat ic  ph i lanthropy .9 In  prac t ice,  that  means 
l i sten ing to learn,  pat ient  investment,  prov id ing 
communicat ions and operat ional  support ,  convening 
power,  and hav ing the d isc ip l ine to let  loca l  leaders 
steer  the sh ip.

I f  the cha l lenge is  to help loca l  ideas reach thei r  fu l l 
potent ia l ,  th is  year ’s  Amer ica250 commemorat ion 
presents  a  un ique opportunit y  to do exac t ly  that .  A 
nat ional  mi lestone of  th is  nature can eas i ly  become 
symbol ic— dominated by f lags,  speeches,  and f lower y 
language about  un it y.  The Harr is  data suggest  a  more 
demanding opportunit y.  I f  Amer icans bel ieve the 
next  chapter  wi l l  depend on ideas f rom communit ies 

9	 PMI U.S., Pragmatic Philanthropy: A New Imperative of Corporate Citizenship, Summer 
2025.



across  the countr y,  then we should take the occas ion 
of  Amer ica’s  250th anniversar y  to not  only  ce lebrate 
Amer ican ingenuit y  but  a lso to help ident i f y, 
connec t,  and accelerate i t .  The anniversar y  becomes 
a  credib i l i t y  test :  C a n  n at i o n a l  at te nt i o n  b e 
u s e d  to  m a ke  l o c a l  p ro of  m o re  v i s i b l e, 
u s ef u l ,  a n d  l a st i n g?

For PMI  U.S. ,  that  points  to a  prac t ica l  model  for 
communit y  engagement.  The strongest  programs wi l l 
not  be those that  at tach the bus iness  to a  worthy 
cause without  measurable impac t.  They wi l l  be those 
that  he lp loca l  ideas move from iso lated examples 
to shared learn ing:  connec t ing communit ies  fac ing 
common chal lenges,  e levat ing t rusted loca l  ac tors, 
support ing smal l  bus inesses and workforce pathways, 
invest ing beyond a  launch moment,  and showing how 
respons ib le  innovat ion can expand capacit y  where 
people a l ready see poss ib i l i t y.

The broader  impl icat ion is  just  as  important . 
Communit y  impac t  should not  be framed as  char i t y 
or  brand stor y te l l ing.  I t  should be treated as 
infrastruc ture:  the condit ions that  a l low prac t ica l 
so lut ions to take root,  improve,  t ravel ,  and prove 
themselves in  more than one p lace.  In  a  low-trust 
env i ronment,  that  is  what  separates applause from 
contr ibut ion.
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The Consensus 
Hiding in Plain 
Sight

WHAT AMERICANS WANT FROM INNOVATION NOW

of Americans agre e on what hurt s: 
healthcare af fordabi l it y.

44%



For pol i t ica l  leaders,  an instruc t ive f ind ing of  the 
Harr is  Pol l  i s  that  Amer icans st i l l  agree on today ’s 
most  press ing pa in  points.  Healthcare af fordabi l i t y 
ranks  f i rst  (c i ted by 44 percent) ,  hous ing second 
(42 percent) ,  and good-paying jobs without  a 
four-year  col lege degree th i rd  (36 percent) . 
S chools,  t rust ,  infrastruc ture,  support  for  smal l 
bus inesses,  res i l ience,  and broader  access to 
innovat ion fo l low.  T h i s  i s  n ot  a  d re a my  u n i t y 
n a r rat i ve ;  i t  i s  a  p re s s u re  m a p . 

The f ind ing takes on added import  when p laced 
against  polar izat ion research.  Gal lup reported in 
Januar y  2025 that  the major  U.S.  pol i t ica l  part ies  are 
ideologica l ly  more polar ized than at  any other  point 
in  more than three decades,  w ith  7 7 percent 
of  Republ icans ident i f y ing as  conser vat ive and 
55 percent  of  Democrats  ident i f y ing as  l ibera l .10 
The Harr is  data do not  contradic t  polar izat ion; 
they expose i t s  l imit .  Amer icans may be d iv ided on 
ident i t y  and ideology,  but  many are l iv ing through 
the same af fordabi l i t y  squeeze.

10	 Gallup, U.S. Political Parties Historically Polarized Ideologically.
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“There’s a 
large number 
of community 
outreach 
programs that 
are starting up 
that it seems like 
a lot of people are 
getting involved 
in, which makes 
me feel good 
that people 
care about this 
community.” 
 
— M ,  6 6 ,  I L
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NORTHEAST

MIDWEST

SOUTH

WEST

Healthcare, housing, and non-degree jobs are the cross-regional consensus agenda.  
Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.

Healthcare Housing Good-paying non-degree jobs

% selecting as top-three

63The Cons ensus Agenda
by Re gion 
 
Q. What should mat t er  most as  America 
thinks about it s  future? 

40 30 20 10

Figure 5



H e a l t h c a re  l e a d s  t h e  l i st  of  co n ce r n s 
b e c au s e  h e a l t h  co st s  a re  n o  l o n g e r  a 
h e a l t h c a re - s e c to r  i s s u e ;  t h ey  a re  a 
h o u s e h o l d  s o l ve n c y  i s s u e.  KFF reported 
that  U.S.  health  spending reached $4.9 tr i l l ion in 
2023 and genera l ly  outpaced inf lat ion.11 Peterson-
KFF reported that  in  2024,  17  percent  of  U.S.  adults 
delayed or  d id  not  seek healthcare due to cost ,  and 
45 percent  worr ied about  thei r  ab i l i t y  to pay medica l 
b i l l s  i f  they were s ick  or  in jured.12 The Harr is  f ind ing 
that  healthcare is  the top pr ior i t y  for  Amer icans is 
not  surpr is ing;  the surpr ise would be i f  i t  were not.

Hous ing ranks  second because the promise of 
rootedness and generat ional  upward mobi l i t y 
i s  ruptur ing.  Har vard’s  2025 report 13 pointed to 
homebuying at  i t s  lowest  level  s ince the mid-1990s, 
h igh rents  leav ing more people cost-burdened,  r is ing 
home insurance rates  and taxes,  and c l imate d isasters 
adding pressure to the hous ing stock.  The Harr is 
Pol l  wording—“hous ing af fordable enough to bui ld 
a  l i fe  where people grew up”— captures what  market 
stat ist ics  of ten miss :  Hous ing unaf fordabi l i t y  i s  not 
just  a  pr ice shock;  i t  i s  a  forced d isp lacement engine.

11	 KFF, Health Care Costs and Affordability.
12	 Peterson-KFF Health System Tracker, How Does Cost Affect Access to Healthcare?
13	 Harvard Joint Center for Housing Studies, The State of the Nation’s Housing 2025.



The emphas is  on non- degree jobs is  equal ly 
important  because i t  cha l lenges the prest ige 
economy.  More than a  th i rd  of  respondents 
(36 percent)  c lass i f ied good-paying jobs that  do 
not  requi re  a  four-year  degree as  a  top pr ior i t y,  w i th 
the Midwest  at  41  percent,  boomers at  43 percent, 
rura l/nonmetro respondents  at  38 percent,  and 
Independents/others  at  38 percent.  McKinsey ’s  work 
on sk i l l s-based h i r ing makes the same point  f rom the 
employer  s ide:  Degree screens can b lock capable 
workers,  whi le  sk i l l s-based h i r ing can expand ta lent 
pools  and help f i l l  technica l  ro les  amid shortages.14 

The regional ,  generat ional ,  income,  part y,  and 
urbanic i t y  crosstabs a l l  point  to the same conclus ion: 
T h e  co u nt r y  d o e s n ’ t  l a c k  s h a re d 
p r i o r i t i e s ;  i t  l a c k s  s h a re d  exe c u t i o n 
a n d  p refe r re d  a p p ro a c h e s .  Democrats, 
Republ icans,  and Independents—as wel l  as  urban and 
rura l  respondents—al l  rank healthcare,  hous ing,  and 
non- degree jobs in  the top t ier  of  concerns.  The e l i te 
conversat ion tends to ask  what  d iv ides Amer icans. 
The more usefu l  quest ion is  why publ ic  inst i tut ions 
and companies  have not  organized more ef fec t ive ly 
around what  Amer icans a l ready agree mat ters. 
 

14	 McKinsey & Company, Right Skills, Right Person, Right Role.
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The Innovation 
Gap: When 
Investment  
and Public 
Priorities Diverge

WHAT AMERICANS WANT FROM INNOVATION NOW

of Americans s ay America is 
innovating in  the wrong areas.

79%



The Harr is  Pol l  does not  show that  Amer icans re jec t 
innovat ion.  I t  shows something more consequent ia l 
for  companies:  Amer icans st i l l  be l ieve in  innovat ion 
but  are no longer  wi l l ing to let  companies  def ine 
i t  unchal lenged .  Just  over  three- quarters  of  the 
nat ional  sample (76 percent)  say innovat ion p lays  a 
centra l  or  s ign if icant  ro le  in  bu i ld ing a  bet ter  future 
for  Amer ica,  and 7 1  percent  say the word innovat ion 
descr ibes ever yday changes at  least  somewhat  wel l . 
Yet  81  percent  say company innovat ion ta lk  of ten 
feels  d isconnec ted from dai ly  problems,  and 
79 percent  say Amer ica is  innovat ing in  the wrong 
areas.
 
The investment gap is  s izeable.  Respondents 
perceive companies  invest ing most  in  AI  and 
machine learn ing,  apps and sof t ware,  and space or 
moonshot  pro jec ts.  Bu t  w h e re  d o  A m e r i c a n s 
wa nt  co m p a n i e s  to  i nve st ?  They want 
to see investment in  reducing ever yday costs, 
making healthcare more access ib le,  creat ing good-
paying loca l  jobs,  making hous ing more af fordable, 
improving schools,  making neighborhoods safer, 
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CREATING GOOD-PAYING 
LOCAL JOBS

MAKING HEALTHCARE 
MORE ACCESSIBLE

MAKING HOUSING MORE 
AFFORDABLE

REDUCING THE COST 
OF EVERYDAY LIFE

MAKING NEIGHBORHOODS 
SAFER

IMPROVING SCHOOLS 
AND EDUCATION

HELPING COMMUNITIES 
BECOME MORE RESILIENT

SUPPORTING SMALL 
BUSINESSES

SPACE EXPLORATION AND 
MOONSHOT PROJECTS

APPS AND SOFTWARE

ARTIFICIAL INTELLIGENCE 
AND MACHINE LEARNING

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.

Additional investment desired (+) / overinvestment perceived (–)

-1.0 -0.5 0.0 0.5 1.0 1.5 2.0

The Innovation Mismatch 
 
Q. When it  come s t o innovation—where do you 
think American busine sse s are currently  put ting 
their  inve stment ? And where do you think they 
should be put ting it ? 

Figure 6



support ing smal l  bus inesses,  and bui ld ing res i l ience. 
Re s p o n d e nt s  b e l i eve  co m p a n i e s  a re 
u n d e r i nve st i n g  m o st  i n  re d u c i n g 
eve r yd ay  co st s  a n d  ove r i nve st i n g  m o st 
i n  A I .  T h at  i s  n ot  a n  a nt i - te c h n o l o g y 
p o s i t i o n .  I t  i s  a nt i - d i s co n n e c t .

Stanford HAI ’s  2026 AI  Index of fers  further  context : 
Organizat ional  adopt ion of  AI  reached 88 percent 
in  2025;  g lobal  corporate AI  investment more than 
doubled;  pr ivate investment grew 127.5 percent;  and 
generat ive AI  funding rose more than 200 percent.15  
Capita l  markets  are spr int ing toward AI  whi le  the 
publ ic  i s  ask ing who benef i ts  f rom i t ,  what  gets 
cheaper,  what  gets  eas ier,  and where the loca l  
proof  is. 
 

15	 Stanford Institute for Human-Centered Artificial Intelligence, 2026 AI Index Report.
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e co n o m i c 
i n n ovat i o n — c re at i n g 
j o b s ,  g row i n g 
s m a l l  b u s i n e s s e s , 
b u i l d i n g  p at hway s 
to  e co n o m i c 
o p p o r t u n i t i e s

23%

H ow  t h e  A m e r i c a n  p u b l i c  d ef i n e  i n n ovat i o n :

te c h n o l o g y  i n n ovat i o n —A I ,  s of t wa re,  s c i e nt i f i c 
b re a kt h ro u g h s  t h at  re s h a p e  i n d u st r i e s

21%



High Imp ac t > High Te ch

The Harr is  data a lso show that  the Amer ican publ ic 
may be less  inc l ined than most  companies  to ident i f y 
innovat ion pr imar i ly  w ith  technologica l  advances. 
When asked how they def ine innovat ion,  on ly  around 
a  f i f th  of  adults  sur veyed (21  percent)  se lec ted 
“technology innovat ion—AI,  sof t ware,  sc ient i f ic 
breakthroughs that  reshape industr ies.” Instead, 
23 percent  pointed to “economic innovat ion— creat ing 
jobs,  growing smal l  bus inesses,  bu i ld ing pathways to 
economic opportunit ies” ;  2 1  percent  chose “appl ied 
innovat ion—prac t ica l  ideas that  improve ever yday l i fe: 
hea lthcare,  safet y,  schools,  hous ing,  infrastruc ture” ; 
18  percent  sa id  “socia l  innovat ion— communit y- led 
so lut ions,  improving access,  increas ing mobi l i t y, 
e levat ing loca l  leadersh ip” ;  and the remain ing 
17% pr ior i t ized “envi ronmenta l  innovat ion—solut ions 
that  address  c l imate,  susta inabi l i t y,  and communit y 
res i l ience.” 

That  d istr ibut ion is  a  warn ing to any company that 
t reats  innovat ion as  synonymous with  sof t ware,  AI ,  or 
venture-backed novelt y.  T h e  p u b l i c  d ef i n i t i o n 
of  i n n ovat i o n  p r i o r i t i ze s  a d va n ce s  t h at 
i m p a c t  t h e  b a s i c s  of  eve r yd ay  l i fe. 

73



A Demographic Divide

The nat ional  averages h ide an important  gender 
sp l i t .  Men and women largely  agree that  innovat ion 
should address  rea l  problems,  does not  have to be 
h igh-tech,  and can come from any where.  However, 
whereas men were most  l ike ly  to def ine innovat ion as 
technologica l  advances,  women pr ior i t ized economic 
innovat ion.  In  p la in  terms,  men are more l ike ly  to 
see the machine;  women are more l ike ly  to see the 
marketplace,  the household,  and the neighborhood.

That  d i f ference mat ters  because opt imism tracks 
with  the def in i t ion.  M e n  a re  m o re  l i ke l y  t h a n 
wo m e n  to  s ay  eve r y  t y p e  of  i n n ovat i o n 
l i ste d  a d d s  to  t h e i r  co nf i d e n ce  i n 
A m e r i c a ’s  f u t u re ,  w i th  the widest  gap on 
technology innovat ion:  70 percent  of  men say i t 
boosts  conf idence,  compared with  55 percent  of 
women.  Men are a lso s ign if icant ly  more l ike ly  to 
say innovat ion in  Amer ica is  thr iv ing and moving in 



the r ight  d i rec t ion,  at  70 percent  versus 54 percent 
among women.  Women are not  re jec t ing innovat ion. 
They are apply ing a  more condit iona l  test—and are 
less  sat isf ied with  the current  state of  af fa i rs.  They 
are more l ike ly  to say Amer ica is  innovat ing in  the 
wrong areas,  so lv ing the wrong problems for  the 
wrong people,  and they appear  less  wi l l ing to grant 
innovat ion the benef i t  of  the doubt  unt i l  i t  de l ivers 
v is ib le,  prac t ica l  benef i t .

For  companies,  the impl icat ion is  s imple:  A 
technology-f i rst  innovat ion stor y  may overperform 
among audiences a l ready inc l ined to v iew innovat ion 
as  a  source of  nat ional  opt imism,  but  i t  w i l l 
underperform among audiences seek ing ev idence 
of  economic opportunit y  and ever yday impac t.  The 
stronger  message is  not  “technology wi l l  change 
ever y th ing.” I t  i s  “ innovat ion wi l l  make l i fe  work 
bet ter,”  w i th  technology pos i t ioned as  one tool  for 
del iver ing jobs,  af fordabi l i t y,  access,  safet y,  hea lth, 
and communit y  res i l ience.
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Corporate  
Innovation Has 
a Usefulness 
Problem

WHAT AMERICANS WANT FROM INNOVATION NOW

of Americans s ay under-re s ource d 
or  low-income communitie s are only 
s l ightly s er ve d or  not s er ve d at  al l  by 
innovation.

57%



The Harr is  data set  a  c lear  expec tat ion for 
innovat ion:  I t  must  so lve rea l  problems for  rea l 
people,  and the benef i t  has  to be v is ib le  enough to 
earn t rust  and a l low the so lut ion to ga in  t rac t ion.

At  present,  many Amer icans perceive innovat ion as 
benef i t ing corporat ions and investors  more than 
communit ies,  work ing fami l ies,  and smal l  bus inesses. 
More than ha lf  the sample (57 percent)  say under-
resourced or  low-income communit ies  are only 
s l ight ly  ser ved or  not  ser ved at  a l l  by  innovat ion; 
52 percent  say the same of  work ing fami l ies ; 
48 percent  of  loca l  communit ies ;  46 percent  of 
young people and future generat ions;  and 42 percent 
of  smal l  bus inesses and entrepreneurs.  Compare that 
with  investors  and corporat ions,  which only 
24 percent  and 21  percent  of  Amer icans,  respec t ive ly, 
deemed only  s l ight ly  ser ved by innovat ion or 
not  ser ved at  a l l .  T h e  p u b l i c  s e e s  t h e 
i n n ovat i o n  e co n o my  a s  u p s i d e - d ow n : 
T h e  p e o p l e  w i t h  t h e  g re ate st  n e e d  a re 
p e rce i ve d  a s  t h e  l e a st  s e r ve d . 
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Edelman’s  gr ievance research helps  expla in  why 
th is  mat ters  for  t rust .  Edelman reports  widespread 
gr ievances against  bus iness  and government,  and 
warns that  inst i tut ions need to address  economic 
rea l i t ies  and invest  in  loca l  communit ies,  h igh- qual i t y 
informat ion,  and job sk i l l s.16 The Harr is  data t rans late 
that  into a  bus iness  test :  I f  innovat ion does not 
demonstrate prac t ica l  benef i t  to  ord inar y  people and 
communit ies,  i t  w i l l  be regarded as  companies  ta lk ing 
about  th ings that  perta in  only  to the e l i te.

Bot tom l ine:  P ro g re s s  mu st  b e 
d e m o n st rate d ,  n ot  d e s c r i b e d .  I t  has  to 
show up in  ways people can see—in bet ter  produc ts 
and ser v ices,  economic contr ibut ion,  and tangib le 
communit y  impac t.  Companies  earn credib i l i t y 
when they demonstrate what  thei r  innovat ion 
changes in  the immediate term—the problems they 
are address ing,  the people they are ser v ing,  the 
economic contr ibut ion they are making,  and the 
standards they are operat ing with in.  Innovat ion 
mat ters  most  when i t  de l ivers  proof  that  people 
recognize—not just  potent ia l  that  companies 
descr ibe.

16	 Edelman, 2025 Edelman Trust Barometer.
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Innovation Is 
Local: Why Each 
Market Needs 
Its Own Proof 
Points

WHAT AMERICANS WANT FROM INNOVATION NOW



The c i t y- level  f ind ings show why no s ingle  nat ional 
innovat ion stor y  can carr y  the fu l l  argument. 
Percept ions of  innovat ion are f i l tered through 
loca l  conf idence,  v is ib le  progress,  and whether 
res idents  bel ieve i t  i s  so lv ing the r ight  problems. 
Across  markets,  people are more wi l l ing to bel ieve in 
progress  when i t  i s  c lose enough to eva luate,  but  the 
proof  they need var ies  sharp ly  by p lace.

Three markets  i l lustrate the spec trum. Nashvi l le  i s 
the “ i n n ovat i o n  i s  b ro ke n ,  co m mu n i t i e s 
w i l l  f i x  i t ”  market .  Stamford is  the “ innovat ion 
is  work ing,  and I  can feel  i t ”  market .  Chicago is 
the “b ig ideas can come from any where” market. 
The d if ferences aren’t  about  whether  people va lue 
innovat ion;  they ’re  about  whether  people in  a 
part icu lar  part  of  the countr y  bel ieve innovat ion 
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i s  a imed at  the r ight  problems,  reaching rea l 
communit ies,  and producing ev idence they can see.
Intens i t y  is  a lso unevenly  d istr ibuted.  Los Angeles 
and Houston s i t  be low the nat ional  average 
on severa l  measures of  communit y- innovat ion 
skept ic ism,  whi le  Phoenix  runs c loser  to the middle. 
That  pat tern re inforces the point  that  the p laces 
most  l ike ly  to feel  innovat ion has  passed them by are 
of ten the ones speak ing most  c lear ly  about  where i t 
needs to go next .

Technology of ten shows up in  people’s  s ight ings of 
loca l  progress,  but  t h e  d e s i re d  i n n ovat i o n 
a g e n d a  re m a i n s  p ra c t i c a l :  i n n ovat i o n 
t h at  i m p a c t s  h e a l t h c a re,  eve r yd ay 



co st s ,  j o b s ,  e d u c at i o n ,  h o u s i n g ,  a n d 
s m a l l  b u s i n e s s e s .  Technology has credib i l i t y 
when i t  i s  a  tool  for  so lv ing problems,  not  when i t 
becomes the stor y  i t se l f.

Taken together,  the market  reads point  to a  prac t ica l 
ru le:  To be most  ef fec t ive,  loca l  proof  has  to match 
loca l  mood.  In  Stamford,  that  means bui ld ing on 
conf idence.  In  Nashvi l le,  i t  means demonstrat ing 
usefu lness  and communit y  benef i t .  In  Chicago,  i t 
means e levat ing loca l  potent ia l .  In  other  markets,  i t 
means l i sten ing for  the specif ic  prac t ica l  pressure 
points— costs,  jobs,  hous ing,  healthcare,  schools, 
safet y,  or  support  for  smal l  bus inesses—that  make 
innovat ion feel  re levant.
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Where the 
Innovation 
Stor y Spl it s: 



-  Chicago
- Nashvi l le
-  Stamford
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KE Y  DATA  P O I N T

s ay the next big 
American idea could 
come from any 
communit y.

92%

KE Y  F I N D I N G

National 
conf idence is 
weak,  but  bel ief 
in  communit y-
or ig inated 
innovat ion is 
strong.

TA KE AWAY

Local  problem-
solvers  are 
the source of 
credibi l i t y ;  the 
stor y should 
e levate the 
work a l ready 
under way.

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.



C h i c a g o 
Chicago’s  s ignature is  i t s  bel ief  that  greatness 
can come from any where.  The market  is  the most 
convinced that  the next  b ig  Amer ican idea could 
come from any communit y,  not  just  a  t radit iona l 
innovat ion hub (92 percent  versus 87 percent 
nat ional ly) .  I t  a lso leads on the bel ief  that  the best 
innovat ion does not  d isrupt,  i t  de l ivers  (91  percent 
versus 86 percent) . 

One p lace S econd Cit y  res idents  l ike ly  aren’t 
expec t ing to see the next  great  innovat ion:  the 
nat ion’s  capita l .  Whi le  most  Chicagoans (54 percent) 
are conf ident  in  the d i rec t ion thei r  communit y  is 
moving,  on ly  30 percent  feel  the same about  the 
nat ion.  That  24-point  d i f ference demonstrates 
that  re s i d e nt s’  o pt i m i s m  ste m s  n ot 
f ro m  a  s e n s e  t h at  t h e  n at i o n a l  sto r y 
i s  p e r s u a s i ve,  b u t  f ro m  t h e i r  b e l i ef  i n 
w h at  l o c a l  p ro b l e m - s o l ve r s  c a n  d e l i ve r . 
A l ready,  7 7 percent  point  to the progress  they ’re 
seeing in  thei r  c i t y ’s  use of  technology to address 
loca l  cha l lenges.  The opportunit y  now is  to spot l ight 
and support  the people and organizat ions earn ing 
that  bel ief.
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KE Y  DATA  P O I N T

s ay America is 
innovating in  the wrong 
areas and s olving the 
wrong problems for  the 
wrong pe ople.

85%

KE Y  F I N D I N G

Resident s  bel ieve 
innovat ion is 
misdirec ted and 
prefer  prac t ica l , 
communit y- led 
solut ions.

TA KE AWAY

Usefulness is 
the trust  test : 
Innovat ion must 
address v is ib le 
communit y 
needs.

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.



Na s hv i l l e
Nashvi l le  i s  the c lear  skept ic  among the markets  in 
the study.  I t  reports  the h ighest  level  of  agreement 
that  A m e r i c a  i s  i n n ovat i n g  i n  t h e  w ro n g 
a re a s  a n d  s o l v i n g  t h e  w ro n g  p ro b l e m s 
fo r  t h e  w ro n g  p e o p l e —at 85 percent, 
compared with  79 percent  nat ional ly.  I t  a lso 
demonstrates  the strongest  bel ief  that  innovat ion 
earns  credib i l i t y  when people see i t  benef i t  rea l 
communit ies  (93 percent  versus 89 percent  
nat ional ly)  and that  companies  invest ing in  prac t ica l , 
communit y- led innovat ion wi l l  earn more trust  
(91  percent  versus 85 percent) .  Moreover,  Nashvi l le 
i s  be low the nat ional  average on the idea that 
innovat ion in  Amer ica is  thr iv ing and moving in  the 
r ight  d i rec t ion—at  58 percent  versus 62 percent 
nat ional ly.  
 
The market  is  not  ant i- innovat ion.  I t  i s  demanding 
proof  that  innovat ion is  a imed at  the r ight  problems 
and rooted in  communit y  benef i t .  Res idents  are 
not  ask ing companies  to own the so lut ion.  They are 
ask ing them to help ser ious loca l  work  go further. 

91



KE Y  DATA  P O I N T

s ay innovation in 
America is  thriving and 
moving in  the r ight 
dire c tion.

88%

KE Y  F I N D I N G

Innovat ion 
conf idence is 
a l ready h igh 
and local ly 
re inforced.

TA KE AWAY

The opportunit y 
is  to susta in 
v is ib le  progress 
so opt imism 
remains 
evidence-based.

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.



Stamford
Stamford s i ts  at  the opposite  end of  the spec trum 
from Nashvi l le.  I t  i s  the c learest  opt imism out l ier,  w i th 
the h ighest  agreement that  innovat ion in  Amer ica is 
thr iv ing and moving in  the r ight  d i rec t ion (7 1  percent 
versus 62 percent  nat ional ly)  and that  innovat ion 
p lays  a  s ign if icant  or  centra l  ro le  in  the countr y ’s 
future (83 percent  versus 76 percent) .  I t  a lso of fers 
the c learest  ev idence that  i n n ovat i o n  b re e d s 
o pt i m i s m ,  w i th  technologica l  innovat ion boost ing 
conf idence for  81  percent  of  Stamford respondents. 

In  Stamford,  the nat ional  innovat ion stor y  and the 
loca l  exper ience appear  to be mutual ly  re inforc ing.
Stamford’s  conf idence pat tern proves the point . 
I t  i s  the only  c i t y  in  the sample to show major i t y 
conf idence (59 percent)  in  the d i rec t ion Amer ica 
is  moving,  and i t  i s  the most  conf ident  in  i t s  own 
d i rec t ion (69 percent) .  Moreover,  86 percent  of 
Stamfordians say progress  in  communit ies  l ike  thei rs 
makes Amer ica seem more capable of  change.  This 
i s  not  to say that  res idents  are not  st i l l  hungr y for 
change:  The people of  Stamford want  healthcare, 
schools,  and good-paying loca l  jobs to remain at  the 
center  of  the innovat ion agenda.

Stamford’s  conf idence is  more than an opportunit y  to 
ce lebrate opt imism.  I t  of fers  a  chance to connec t  the 
ex ist ing conf idence to susta ined investment,  v is ib le 
communit y  progress,  and corporate partnersh ips  that 
cont inue to prove why that  conf idence is  warranted.
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Where 
U s efulne ss 
Beat s Hype:



-  Jacksonvi l le
-  New York Cit y
-  P it tsburgh
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KE Y  DATA  P O I N T

s ay comp anie s 
inve sting in  prac tical , 
communit y-le d 
innovation earn more 
trust  than thos e 
chasing the next big 
thing.

88%

KE Y  F I N D I N G

Prac t ica l 
innovat ion 
outperforms 
novelt y.

TA KE AWAY

The strongest 
proof point s 
are in  housing, 
healthcare,  jobs, 
coordinat ion,  and 
susta ined local 
investment.

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.



Jacks onvi l le
Jacksonvi l le  of fers  a  prac t ica l- innovat ion argument. 
Around 9 in  10 Jacksonvi l l ians  (88 percent)  say 
co m p a n i e s  i nve st i n g  i n  p ra c t i c a l , 
co m mu n i t y - l e d  i n n ovat i o n  w i l l  e a r n 
m o re  t r u st  t h a n  t h o s e  c h a s i n g  t h e  n ext 
b i g  t h i n g .  The pr ior i t ies  are hous ing,  healthcare, 
and good-paying loca l  jobs.  For  now,  res idents  are 
most  impressed by the progress  they ’re seeing 
thei r  c i t y  make in  apply ing technology to so lve loca l 
problems. 

The market ’s  strongest  needs— coordinat ion bet ween 
organizat ions,  commitment,  partnersh ip,  hous ing, 
healthcare,  and jobs—make the path to earn ing 
corporate credib i l i t y  c lear.
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KE Y  DATA  P O I N T

are confident America 
is  heade d in  the r ight 
dire c tion,  comp are d 
with 52% who are 
confident in  their 
communit y.

38%

KE Y  F I N D I N G

Innovat ion 
v is ib i l i t y  does 
not  automatical ly 
translate into 
perceived benef it .

TA KE AWAY

Credibi l i t y  depends 
on connec t ing 
innovat ion to 
healthcare, 
jobs,  the cost  of 
l iv ing,  and v is ib le 
neighborhood 
progress.

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.



New York Cit y
New York is  not  ask ing for  a  b igger  innovat ion 
stor y;  i t  i s  ask ing for  a  more usefu l  one.  The Big 
Apple is  one of  the p laces Harr is  Pol l  respondents 
named most  of ten when asked where innovat ion is 
happening now.  And yet ,  bare ly  ha l f  of  New Yorkers 
(52 percent)  express  conf idence in  the d i rec t ion 
thei r  communit y  is  moving.  Even fewer—38 percent—
are conf ident  in  the nat ion’s  d i rec t ion.  I n n ovat i o n 
a l o n e  i s  n ot  e n o u g h  i f  o rd i n a r y  p e o p l e 
d o  n ot  fe e l  t h e  b e n ef i t .

New Yorkers  do point  to s igns of  progress  in  severa l 
areas,  most ly  notably  the use of  technology to so lve 
loca l  problems,  env i ronmenta l  susta inabi l i t y,  and 
publ ic  safet y,  but  healthcare,  loca l  jobs,  and ever yday 
cost  re l ief  remain h igh on thei r  agenda.  New York ’s 
message is  that  innovat ion needs to be more usefu l . 
Credib i l i t y  w i l l  come from showing how innovat ion 
improves healthcare access,  creates loca l  jobs, 
reduces costs,  and v is ib ly  strengthens communit y 
progress.
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KE Y  DATA  P O I N T

are more l ikely to 
bel ieve in  a  comp any ’s 
innovation when they 
can s e e how it  benefit s 
communitie s.

87%

KE Y  F I N D I N G

The market 
appl ies  a  prac t ica l 
partnership test  to 
innovat ion.

TA KE AWAY

Trust  grows 
through long-
term commitment, 
local  capacit y, 
and proof that 
companies remain 
beyond the 
announcement.

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.



Pit t sburgh
Pit tsburgh is  not  especia l ly  opt imist ic,  w i th  just 
44 percent  of  res idents  conf ident  in  the d i rec t ion 
thei r  communit y  is  headed,  and 36 percent  say ing 
the same of  the nat ion’s  d i rec t ion.  They do see 
v is ib le  s igns of  progress,  inc luding in  the use of 
technology to so lve loca l  problems,  susta inabi l i t y, 
and increased opportunit ies  for  young people. 
W h at  t h ey  wa nt  f ro m  co m p a n i e s  i s 
p ro of  of  co m m i t m e nt  a n d  i m p a c t :  
87 percent  say they are more l ike ly  to bel ieve in 
a  company ’s  innovat ion when they can see how 
i t  benef i ts  rea l  communit ies.  Res idents  want  cost 
re l ief,  good-paying jobs,  hea lthcare,  and susta ined 
corporate support .

P i t tsburgh underscores the nat ional  push for 
companies  to ac t  as  partners,  not  headl ine sponsors, 
and they wi l l  remain skept ica l  of  intent  unt i l  they see 
the progress  with  thei r  own eyes.
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Where Generic 
Innovation  
Fal ls  Short : 



-  At lanta
-  Houston
- Los Angeles
-  Phoenix
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KE Y  DATA  P O I N T

s ay America’s  next 
chapter depends on 
ideas from communitie s 
across the countr y.

88%

KE Y  F I N D I N G

Communit y  ideas 
are l inked to the 
next  generat ion  
and res i l ience.

TA KE AWAY

Corporate 
partners  should 
back communit y 
ideas with tools, 
coordinat ion, 
and long-term 
support .

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.



Atlanta
Atlantans v iew progress  through the lens of 
col laborat ion and communit y  capacit y.  Rather  than 
look ing so le ly  to breakthrough technologies  or  major 
inst i tut ions,  re s i d e nt s  p l a ce  va l u e  o n  t h e 
n et wo r k s  a n d  re l at i o n s h i p s  t h at  h e l p 
l o c a l  i d e a s  b e co m e  l a st i n g  c h a n g e .

Among At lanta res idents,  90 percent  say bet ter 
coordinat ion bet ween loca l  organizat ions would help 
communit ies  progress  faster,  whi le  86 percent  point 
to the importance of  long-term commitment f rom 
partners  in  he lp ing loca l  in i t iat ives  succeed.  The 
f ind ings conf i rm that  At lantans regard innovat ion 
not  as  something that  happens in  iso lat ion,  but  as 
a  col lec t ive ef fort  dr iven by partnersh ip,  shared 
purpose,  and access to opportunit y.

The f ind ings pa int  a  p ic ture of  a  c i t y  caut ious ly 
opt imist ic  about  i t s  potent ia l  but  fu l ly  aware that 
the ideas i t s  res idents  generate won’t  succeed 
without  support ,  v is ib i l i t y,  and requis i te  resources. 
The market  points  to an innovat ion stor y  rooted in 
the next  generat ion,  but  grounded in  prac t ica l  tools, 
coordinat ion,  and long-term commitment.
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KE Y  DATA  P O I N T

s ay the most 
meaningful  innovation 
s olve s real  problems 
pe ople face ever y day.

86%

KE Y  F I N D I N G

Technology 
is  v is ib le,  but 
usefulness 
determines 
credibi l i t y.

TA KE AWAY

Breakthroughs 
mat ter  most 
when they 
translate into 
prac t ica l  capacit y 
for  communit ies.

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.



Houston
Whi le  p laces such as  Boston,  S i l icon Val ley,  and 
the nearby c i t y  of  Aust in  remain synonymous with 
innovat ion,  three- quarters  of  Houstonians say 
the hype generated is  of ten stronger  than the 
impac t.  More than 8 in  10 Houston res idents  (82 
percent)  bel ieve A m e r i c a ’s  n ext  c h a pte r 
w i l l  d e p e n d  o n  i d e a s  co m i n g  n ot  f ro m 
s o - c a l l e d  i n n ovat i o n  hu b s ,  b u t  f ro m 
co m mu n i t i e s  a c ro s s  t h e  co u nt r y .  That 
potent ia l ly  inc ludes thei r  own:  61  percent  of 
Houstonians say people in  thei r  communit y  are 
so lv ing problems that  no one e lse is  pay ing at tent ion 
to.

Houston’s  skept ic ism toward headl ine- generat ing 
innovat ions is  exacerbated by the fac t  that 
70 percent  bel ieve the countr y  is  innovat ing in  the 
wrong areas.  What  do they want  instead? The most 
meaningfu l  innovat ion,  according to 86 percent, 
so lves rea l  problems people face ever y day.  Their 
investment pr ior i t ies  are loca l  jobs,  schools,  and 
support  for  smal l  bus inesses.

Houston’s  data make the case for  prac t ica l i t y. 
Res idents  want  companies  to invest  in  improving 
th ings that  impac t  ord inar y  people’s  ever yday l ives. 
Corporate messaging—and ac t ion—should be less 
about  announcing breakthroughs and more about 
prov id ing usefu lness  at  sca le.
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KE Y  DATA  P O I N T

s ay communitie s 
ne e d plat forms to 
surface what is  already 
working.

91%

KE Y  F I N D I N G

A creat ive market 
st i l l  needs c lear 
local  proof.

TA KE AWAY

Even high-vis ib i l i t y 
innovat ion market s 
need bet ter 
ampl if icat ion, 
coordinat ion,  
and re levance to  
dai ly  l i fe.

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.



Los Angele s
Los Angeles  is  the only  market  where conf idence in 
the communit y ’s  d i rec t ion (48 percent)  s i t s  s l ight ly 
below conf idence in  Amer ica’s  d i rec t ion 
(49 percent) .  V is ib le  progress  centers  on 
susta inabi l i t y,  technology,  and publ ic  safet y, 
whi le  the strongest  support  need is  ampl i f icat ion: 
91  percent  say communit ies  need p lat forms that 
surface what  is  a l ready work ing. 

Los Angeles  shows that  even in  markets  associated 
with  technology and creat iv i t y,  innovat ion 
must  st i l l  pass  the prac t ica l-benef i t  test .  T h e 
st ro n g e st  o p p o r t u n i t y  i s  to  co n n e c t 
e nv i ro n m e nt a l  p ro g re s s ,  l o c a l  j o b s , 
h e a l t h c a re  a cce s s ,  a n d  t r u ste d  s m a l l -
b u s i n e s s  vo i ce s  i n  a  sto r y  re s i d e nt s  c a n 
re co g n i ze  a s  t h e i r  ow n .
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KE Y  DATA  P O I N T

are confident America 
is  heade d in  the r ight 
dire c tion,  comp are d with 
51% who are confident in 
their  communit y.

41%

KE Y  F I N D I N G

Af fordabi l i t y 
pressure def ines 
the local 
innovat ion test .

TA KE AWAY

Innovat ion must 
reduce pressure 
on dai ly  l i fe, 
or  i t  wi l l  feel 
d isconnec ted 
from what 
res ident s  need 
most.

Source: PMI U.S. / The Harris Poll, Innovation and Communities Survey, May 19–June 2, 2026.



Phoenix
Phoenix  is  the af fordabi l i t y  market.  Conf idence in 
the path thei r  communit y  is  tak ing s i ts  at  51  percent, 
compared with  41  percent  who th ink  the U.S.  i s 
moving in  the r ight  d i rec t ion,  but  re s i d e nt s  a re 
ke e n  to  s e e  m o re  p ro g re s s  i n  re d u c i n g 
eve r yd ay  co st s ,  c re at i n g  g o o d - p ay i n g 
l o c a l  j o b s ,  a n d  m a k i n g  h o u s i n g  m o re 
af fo rd a b l e .  The c i t y ’s  v is ib le  areas of  progress—
br inging people together,  publ ic  safet y,  and youth 
opportunit y—are meaningfu l ,  but  the market ’s  rea l 
test  i s  whether  innovat ion lowers  pressure on the 
cost  of  l iv ing.

With around t wo -th i rds  of  Phoenic ians  (67 percent) 
agreeing that  the countr y  is  innovat ing in  the wrong 
areas and 83 percent  emphas iz ing the need for 
innovat ion that  so lves the rea l-wor ld  problems 
people face ever y day,  any innovat ion message that 
does not  connec t  to k i tchen-table budget ing wi l l 
sound out  of  touch.
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Local  Proof Has to Match  
Local  Mood

The market  f ind ings compl icate any s imple nat ional-
versus- loca l  conf idence narrat ive.  Chicago has the 
least  conf idence in  Amer ica’s  d i rec t ion among the 
markets  shown,  yet  the strongest  loca l- conf idence 
advantage.  Los Angeles  breaks the pat tern in  the 
opposite  d i rec t ion,  w ith  communit y  conf idence 
s l ight ly  below nat ional  conf idence.  Stamford shows 
that  some markets  are ready for  a  conf idence-



based stor y,  whi le  Nashvi l le  i l lustrates  why others 
need a  repai r-based stor y  rooted in  usefu lness  and 
communit y  benef i t .  The lesson is  st ra ight for ward: 
Local  proof  must  match loca l  mood.
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Conclusion

WHAT AMERICANS WANT FROM INNOVATION NOW



The Harr is  Pol l  f ind ings point  to a  new rea l i t y  for 
Amer ica’s  250th anniversar y:  T h e  f u t u re  i s 
n ot  l o s i n g  m e a n i n g ,  b u t  p e o p l e  i n  t h e 
p re s e nt  a re  l o s i n g  p at i e n ce .  Amer icans 
st i l l  be l ieve in  progress,  but  they demand proof.  The 
major i t y  p lace more conf idence in  thei r  communit y ’s 
path than in  the nat ion’s,  t rust  loca l  ac tors  more 
than d istant  inst i tut ions,  and def ine innovat ion by 
prac t ica l  benef i t  rather  than novelt y.  The countr y  st i l l 
has  a  future stor y,  but  i t  must  begin  where ev idence 
a l ready ex ists.

Externa l  studies  support  th is  v iew.  Pew shows that 
inst i tut iona l  t rust  i s  at  near-h istor ic  lows.17 Gal lup 
shows that  smal l  bus inesses remain among the few 
trusted inst i tut ions.18 KFF 19 and Har vard 20 show why 
healthcare and hous ing dominate prac t ica l  pr ior i t ies. 
McKinsey shows why non- degree pathways mat ter 

17	 Pew Charitable Trusts, Americans’ Deepening Mistrust of Institutions.
18	 Gallup, U.S. Confidence in Institutions Mostly Flat, but Police Up.
19	 KFF, Health Care Costs and Affordability.
20	 Harvard Joint Center for Housing Studies, The State of the Nation’s Housing 2025.
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“Innovation 
only earns 
trust when 
people can 
see how it 
improves their 
lives.” 
 
—Stacey Kennedy, CEO, PMI U.S.
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in  a  rapid ly  changing sk i l l s  economy. 21 Stanford 
shows why AI  i s  consuming corporate investment 
and at tent ion. 22 Edelman shows why publ ic  gr ievance 
punishes inst i tut ions that  appear  detached. 23 Pew ’s 
loca l  news data show why loca l  progress  needs 
ampl i f icat ion. 24 
 
Fo r  P M I  U. S . ,  t h e s e  f i n d i n g s  u n d e r s co re 
w hy  i n n ovat i o n  a n d  i nve st m e nt  i n 
A m e r i c a  b e l o n g  to g et h e r .  Innovat ion is 
credib le  when i t  expands access to bet ter  choices, 
st rengthens loca l  economies,  supports  good jobs, 
and g ives communit ies  greater  capacit y  to so lve the 
problems people face ever y day.  That  is  the standard 
Amer icans are apply ing to corporate engagement 
ef forts  now.

Amer icans are not  done with  innovat ion.  They are 
done with  innovat ion that  demands t rust  before i t 
de l ivers  proof.  For  PMI  U.S. ,  the path for ward is  c lear : 
bu i ld  respons ib ly,  invest  in  U.S.  manufac tur ing and 
loca l  economies,  improve publ ic  health  by expanding 
access to bet ter  choices for  legal-age adults  who 
smoke,  and demonstrate measurable impac t.  That  is 
how innovat ion earns  i t s  p lace in  wr i t ing Amer ica’s 
next  chapter.

21	 McKinsey & Company, Right Skills, Right Person, Right Role.
22	 Stanford Institute for Human-Centered Artificial Intelligence, 2026 AI Index Report.
23	 Edelman, 2025 Edelman Trust Barometer.
24	 Pew Research Center, Local News Fact Sheet.
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