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Is there still a 
magnetic 
north?
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Imagine a 
world...
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Post-
liberation 
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Widening the 
aperture
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The costs of 
“remaking” 
the global 
economy
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What about consumers?
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5 Questions Would you say that you are better off or worse off financially 
than you were a year ago?

Do you think that a year from now you will be better off 
financially, or worse off, or just about the same as now?

Business conditions: In the country as a whole -- Do you think 
that during the next twelve months we'll have good times 
financially, or bad times, or what?

Looking ahead, which would you say is more likely--that in the 
country as a whole we'll have continuous good times during 
the next five years or so, or that we will have periods of 
widespread unemployment or depression, or what?

About the big things people buy for their homes--such as 
furniture, a refrigerator, stove, television, and things like that. 
Generally speaking, do you think now is a good or bad time 
for people to buy major household items?

A. Better now
B. Same
C. Worse
D. Don’t know

A. Will be better off
B. Same
C. Will be worse off
D. Don’t know

A. Good times
B. Good with qualifications
C. Pro-Con
D. Bad with Qualifications
E. Bad times
F. Don’t know

(free response)

A. Good
B. Pro-Con
C. Bad
D. Don’t know

1

2

3

4

5
Source: University of Michigan 
Surveys of Consumers
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Through February 
2025, consumers 
have been 
forecasting their 1-
year financial 
situations to be 
fairly stable

Feb 2025Jun 2013

Source: New York Fed Survey of Consumer Expectations

Much better off

Somewhat 
better off

About the 
same

Somewhat 
worse off

Much worse 
off

Household Financial Situation: Year From Now
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Through early March, consumers have continued to spend… but have used some savings

Source: Bank of America Institute Consumer Checkpoint (March 11, 2025)

$100K+ cohort

< $50K cohort

$50K - 
$100K 
cohort

Inflation adjusted 2019 level

Lower-income cohort

Higher-income cohort Middle-
income 
cohort

BofA reports that through early March ’25, consumer 
spending growth has been slightly positive

BofA reports that median checking and savings deposit 
balances have declined over past year, yet remain above 
inflation-adjusted 2019 levels

Index (2019 = 100)
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Through late-March, consumers continue to have and use credit… Consumer loans (e.g., credit 
card balances) continue to climb, up nearly 50% since April 2021

$1.092T
March 26, 2025

$860B
March 11, 2020
Covid payments

$630B
April 1, 2015

$735B
April 21, 2021

Source: St. Louis Fed: FRED Economic Data

4-yr CAGR: 6.25%
(Apr 2016 – Apr 2020)

4-yr CAGR: 10.4%
(Apr 2021 – Mar 26 2025)

Consumer Loans: Credit Cards and Other Revolving Plans, All Commercial Banks (10 years: April 2015 – March 2025)

Covid
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Consumers’ disposable income is strong and has been growing at ~2.4% annually

US Real Disposable Personal Income (Seasonally Adjusted Annual Rate, Jan 2000 – Feb 2025)

$17,756

$9,800

$20,446

25-yr CAGR: 2.4%
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Example of consumer experiences: Consumers continue to seek restaurant experiences
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Source: OpenTable Change in seated diners by month (YoY) – volume of seated diners from online reservations

Change in Seated Diners (Monthly, Jan 2024 – April 2025) 
(Index of news mentions of economic uncertainty)
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So what’s the 
problem?
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Consumer sentiment (U. Mich) is trending down… as it has (but not as much as) during other 
periods in the past 25 years

57.0
(Mar 2024)

57.0

79.4

112.0
(Jan 2000)

Republicans

Democrats

Consumer Sentiment – Univ. of Michigan (Jan 2000 – March 2025)

Dot Com Bust

GFC Unemployment ~9%
Slow recovery
Debt default concerns

Covid

Source: University of Michigan Consumer Sentiment Survey; MacroMicro.me
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Consumer 
confidence 
(Conference 
Board) is trending 
down

Source: Conference Board Consumer Confidence Index; VettiFo Advisor Perspectives (March 2025)
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Inflation expectations: US Consumers are suddenly at peak levels of inflation expectation 

Inflation Expectations for Next 12 Months

Inflation Expectations for Next 5 Years
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Source: University of Michigan Inflation Expectations Survey (Monthly, Jan 2000 – March 2025); MacroMicro.me
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We currently see sharp and sudden changes: upward inflation expectations along with 
downward consumer sentiment

Comparison: Consumer Sentiment vs. Expected Inflation – Univ. of Michigan (Jan 2000 – March 2025)

Source: University of Michigan: Inflation Expectations and Consumer Sentiment Survey; MacroMicro.me

Inflation Expectations for Next 12 Months

Consumer Sentiment
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News reports of economic uncertainty are at peaks… likely affecting consumer psyches

Approx: 400-500 range Approx: 450-550 range

Approx: 550-650 range

Approx: 1000 range

Covid
~4000

Source: Economic Policy Uncertainty Index; MacroMicro.me

Economic Policy Uncertainty Index (Jan 2000 – Mar 2025) 
(Index of news mentions of economic uncertainty)

Mar 30, 2025
4376

GFC

Covid

Dot Com
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So what does 
this mean for the 
US economy?
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US GDP… 

… ~70% 
consumer 
spending
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US GDP Over Time (with components)

Gross Domestic Product = Consumption + Investment + Government + Exports - Imports

GDP     =       C      +       I      +      G      +     X      -    M

100%    =  69%      +   18%    +   17%    +  11%   -   16%

GDP
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What will 
happen in 
the coming 
months?
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US GDP Over Time (with components)

GDP     =        C     +       I      +      G      +     X      -    M
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Possibilities – 
Change from Trend
Next 6 months:
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• Uncertainty
• Inflation
• Security

• Uncertainty
• Tariff negotiations

• DOGE • Tariff negotiations
• USD
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Source: Federal Reserve Bank of 
Atlanta (published April 3, 2025)
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5 actions to 
consider

Rebuild pricing / promo playbooks –
Data, data, data → Test, tune, and target offers faster (AI opportunity?)

Reinvent pack sizes. Be budget conscious – 
Focus on value, trust, and smart consumers

Tear-down / redesign products for new constraints – 
Design for value, design for mfg flexibility, design for domestic sourcing

Hardwire flexibility into sourcing – 
Hedge geopolitical, tariff, currency risk… to scale up/down rapidly

Anticipate shifting consumers’ trade-offs – 
Budgets, basics, indulgences, deferrals…1

2

3

4

5
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This document is exclusively intended for selected client employees. Distribution, quotations and duplications – even in the form of extracts – for third parties is only  
permitted upon prior written consent of KEARNEY. 

KEARNEY used the text and charts compiled in this report in a presentation; they do not represent a complete documentation of the presentation.

Thank you

Kearney is a leading global management consulting firm. For nearly 100 years, we have 
been a trusted advisor to C-suites, government bodies, and nonprofit organizations. Our 
people make us who we are. Driven to be the difference between a big idea and making it 
happen, we work alongside our clients to regenerate their businesses to create a future that 
works for everyone. 

www.kearney.com
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