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“Consumers are aware that they do not have nearly
enough saved for long-term goals such as retirement. In

addition, they are not overly optimistic about the housing
market, and are not relying on their homes to appreciate

in value. The household deleveraging process of the last
few years is only the beginning.”

– Susan Menke, Senior Financial Services Industry Analyst

In this report we answer the key questions:

• Are there indications that consumers will spend more in the future?
• Which groups are struggling the most in the current economy?
• How optimistic are homeowners about real estate prices?

Consumer spending is by far the largest component of GDP, and the recent “Great Recession” has had
a significant impact on consumers’ willingness to spend. This report goes beyond the traditional
measures of consumer economic sentiment to look at how consumers feel about their specific
household financial situations and their intentions for spending in the future. It also looks at target
groups of consumers—particularly those who are most likely to drive consumer spending going
forward—and garners insight into how financial institutions and marketers might “tap into” the new
consumer psyche. More specifically, the report answers the following questions:

• What is the impact on consumers of the decline in household net worth after the recent recession?

• How does the “wealth effect” (or lack thereof) translate into spending plans going forward?

• Who are the groups most impacted by the contraction in credit supply (and demand) in recent
years?

• Where are the best opportunities for marketers going forward? Who are the groups most likely to
offer opportunities for investment firms, for example?

• Homeownership is a principal indicator of household wealth, and as housing prices have declined
over the last five years consumer spending has dropped accordingly. What do homeowners think
about their own economic futures?

• Who are most likely to be optimistic about the economic future of this country, and therefore the
most willing to consume?
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Figure 43: Average annual motor unleaded gasoline retail prices, U.S. city average, 1990-2012
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Figure 60: Expectations about U.S. economic situation, 2007-12
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Figure 80: Attitudes about the economy and the “American Dream,” by gender and age, December 2012
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Older Gen X and Younger Boomers still struggling
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Belief in education and hard work increases with age, young focus on entrepreneurship
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Figure 86: Importance of financial goals in next 12 months, by age, December 2012

Figure 87: Specific financial goals for next two or three years, by generation, October 2012

Figure 88: Statements on household debt situation, by age, December 2012

Figure 89: Statements on household debt situation, by gender and age, December 2012

Age and household structure
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Four in 10 Black and Hispanic households are struggling
Figure 92: Current economic situation of household, by race/Hispanic origin, December 2012

Figure 93: Expectations for household economic situation in next 12 months, by race/Hispanic origin, December 2012

Blacks optimistic about the economy
Figure 94: Expectations for U.S. economic situation in next 12 months, by race/Hispanic origin, December 2012

Non-whites most focused on saving
Figure 95: Importance of financial goals in next 12 months, by race/Hispanic origin, December 2012

Whites, Hispanics most likely to be carrying a balance on credit cards
Figure 96: Specifics about household financial situation, by race/Hispanic origin, December 2012

Asians much more likely to see connections as important to economic success
Figure 97: Attitudes about the economy and the “American Dream,” by race/Hispanic origin, December 2012

Key points

Households are healthiest in the Northeast
Figure 98: Current economic situation of household, by region, December 2012

Figure 99: Expectations for household economic situation in next 12 months, by region, December 2012

Age and the Economic Outlook

Ethnicity and the Economic Outlook

Geographic Region and the Economic Outlook
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Western region most optimistic about real estate prices
Figure 100: Expectations for U.S. economic situation in next 12 months, by region, December 2012

Midwest region most leery about healthcare reforms
Figure 101: Attitudes about the economy and the “American Dream,” by region, December 2012

Key points

The housing market
Figure 102: New and existing home sales, 2007-Nov. 2012

Homeowners most likely to view their financial situation as healthy
Figure 103: Current economic situation of household, by homeownership status, December 2012

Figure 104: Expectations for household and U.S. economic situation in next 12 months, by homeownership status, December 2012

Half believe that home prices will remain at current levels
Figure 105: Expectations for U.S. economic situation in next 12 months, by homeownership status, December 2012

Two in 10 homeowners look to purchase a new home in next two years
Figure 106: Goals for homeowners over next two years, overall, December 2012

Figure 107: Goals for homeowners over next two years, by household income, December 2012

Younger people hoping to upsize
Figure 108: Goals for homeowners over next two years, by age, December 2012

Figure 109: Goals for homeowners over next two years, by race/Hispanic origin, December 2012

Figure 110: Goals for homeowners over next two years, by region, December 2012

Mass affluents not more likely to move, pre-retirees twice as likely
Figure 111: Goals for homeowners over next two years, pre-retirees and mass affluent, December 2012

Homeowners similar to renters in perceptions of the “American Dream”
Figure 112: Attitudes about the economy and the “American Dream,” by homeownership status, December 2012

Homeowners less burdened with credit card debt
Figure 113: Importance of financial goals in next 12 months, by homeownership status, December 2012

More than a third of homeowners are mass affluent
Figure 114: Statements household financial situation, by homeownership status, December 2012

Key points

Mass affluents have significantly healthier cash flow
Figure 115: Current economic situation of household, mass affluent, December 2012

Not more optimistic about salary increases
Figure 116: Expectations for household economic situation in next 12 months, mass affluent, December 2012

Some signs of concern over tax increases
Figure 117: Expectations for U.S. economic situation in next 12 months, mass affluent, December 2012

More focused on retirement savings
Figure 118: Importance of financial goals in next 12 months, mass affluent, December 2012

Mass affluents believe in American opportunities

Homeowners and the Economic Outlook

Mass Affluents and the Economic Outlook
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Figure 119: Attitudes about the economy and the “American Dream,” mass affluent, December 2012

Figure 120: Statements on credit cards, household loans and retirement savings, mass affluent, December 2012

Key points

Only a third of pre-retirees expect their savings to increase this year
Figure 121: Current economic situation of household, pre-retirees, December 2012

Figure 122: Expectations for household economic situation in next 12 months, by retirement and savings, December 2012

Focused on saving, but also on splurging
Figure 123: Importance of financial goals in next 12 months, by retirement and savings, December 2012

Much more positive about the “American Dream”
Figure 124: Attitudes about the economy and the “American Dream,” pre-retirees, December 2012

Key points

Republican households somewhat better off
Figure 125: Current economic situation of household, by political affiliation, December 2012

Figure 126: Expectations for household economic situation in next 12 months, by political affiliation, December 2012

Democrats much more optimistic about the economy
Figure 127: Expectations for U.S. economic situation in next 12 months, by political affiliation, December 2012

Democrats more focused on credit card debt
Figure 128: Importance of financial goals in next 12 months, by political affiliation, December 2012

Republicans value hard work and business ownership, Democrats value education
Figure 129: Attitudes about the economy and the “American Dream,” by political affiliation, December 2012

Figure 130: Political affiliation, mass affluent, December 2012

Figure 131: Political affiliation, by homeownership status, December 2012

Cluster 1: Status Quo Spenders

Demographics

Characteristics of this cluster

Cluster 2: Older Affluents

Demographics

Characteristics

Opportunity

Cluster 3: Diverse Dems

Demographics

Characteristics

Opportunity

Cluster characteristic tables
Figure 132: Target clusters, December 2012

Pre-retirees and the Economic Outlook

Political Affiliation and the Economic Outlook

Cluster Analysis
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Figure 133: Goals for homeowners over next two years, by target clusters, December 2012

Figure 134: Current economic situation of household, by target clusters, December 2012

Figure 135: Importance of financial goals in next 12 months, by target clusters, December 2012

Figure 136: Expectations for household economic situation in next 12 months, by target clusters, December 2012

Figure 137: Expectations for U.S. economic situation in next 12 months, by target clusters, December 2012

Figure 138: Attitudes about the economy and the “American Dream,” by target clusters, December 2012

Figure 139: Loan delinquency and educational loan payments, by target clusters, December 2012

Figure 140: Credit card ownership and payment behavior, by target cluster, December 2012

Figure 141: Pre-retirees and mass affluent, by target cluster, December 2012

Figure 142: Political affiliation, by target clusters, December 2012

Cluster demographic tables
Figure 143: Target clusters, by demographics, December 2012

Cluster methodology
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