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"The majority of consumers consider their finances to be
healthy, and views of the future seem to be positive as well.
Consumers are saving for the future, but are still willing to
treat themselves."

- Jennifer White Boehm, Associate Director -
Financial Services & Auto

This report looks at the following areas:
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e consumers' current financial situation RE PO RT N OW

e how they use extra money
e how they cut spending due to unexpected life events
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