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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:
•

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?

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