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With mounting pressure on savings, 
consumers are beginning to get cold feet
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Morning Consult’s monthly U.S. Household Finances & Spending Report provides a detailed 

assessment of consumers’ self-reported household financial conditions and purchasing patterns 

across a variety of categories of goods and services.  

Businesses and investors rely on this report to understand emerging trends in consumer demand, 

purchasing power and shopping patterns across demographics.

The report draws on Morning Consult Economic Intelligence, a high-frequency, global economic 

data set reflecting more than 19,000 daily economic surveys across the 44 largest global economies.

A B O U T  T H I S  R E P O R T

https://morningconsult.com/product/economic-intelligence/
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Elevated inflation remains 
top of mind for the U.S. 
consumer, with rising 
prices for a multitude of 
goods and services 
exerting a growing 
influence on households’ 
balance sheets, current 
spending and future 
purchasing intentions.  

U.S. adults are increasingly having to dip into 
savings or fund purchases with credit. Average 

reported monthly spending grew 6.5% year over 

year in May, while average earnings growth 

slowed to 5.2%. This persistent gap between 
income and expenses means more adults are 
falling behind each month. The share of adults 

carrying credit card balances climbed 5 
percentage points compared with a year ago, as 

inflation eroded purchasing power and incomes 

could no longer stretch as far as they once did. 
Higher costs for food are a particular source of 
concern — especially for lower-income adults,  

who tend to have smaller savings buffers. 

Rising costs for essentials and robust demand for 

services is re-shaping spending priorities. The 
war in Ukraine continues to drive up commodities 
prices, filtering through to groceries and gas prices 

for U.S. consumers. While demand for these 
essentials is relatively inelastic to price, certain 

groups — including lower-income adults — are 

trading down or opting out of purchases instead.  

of absorbing higher prices. Among discretionary 
categories, consumers are prioritizing services like 
travel — though sticker shock for flights and hotels 

may be beginning to sap spending momentum. 

Future purchasing intentions, especially for 

housing and autos, are deteriorating. Rising 

mortgage rates on top of pre-existing affordability 
challenges are diminishing sentiment around 
homebuying and selling. Additionally, fewer adults 

are planning to make large purchases like new or 
used vehicles in the next year amid souring views 

on personal financial situations and the economy 
at large. 

S U M M A R Y

https://www.bls.gov/news.release/empsit.nr0.htm
https://morningconsult.com/2022/06/15/global-consumer-confidence-report-june-2022/
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H O U S E H O L D  F I N A N C E S  K E Y  T A K E A W A Y S

A growing share of consumers are falling behind on monthly expenses 
as inflation continues to erode purchasing power.

1

Food affordability concerns increased from April to May, as disrupted 
global supply chains exerted upward pressure on grocery prices. 

3

2 Overall credit usage is creeping higher for adults, especially for groups 
such as lower-income adults and single parents.
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Elevated inflation is rapidly eroding purchasing power. While the savings rate 
has spiked over the past two years as government stimulus boosted incomes 
and spending was restrained by pandemic impacts, rising prices are beginning 
to reverse those gains. Prices increased 8.6% from a year ago in May, 
squeezing budgets and prompting growing concern among U.S. adults about 
their household’s ability to cover monthly expenses. 

Amid continued and elevated inflation, U.S. adults are having increasing 
difficulty making ends meet. Although the labor market remains very tight, 
wage growth slowed for a second consecutive month in May to 5.2% year on 
year. The share of adults who said they had money left over after paying 
monthly expenses declined last month to its lowest level since tracking began 
in September 2020.  

U.S. household finances are increasingly strained by persistent, elevated inflation

Annual % change in Consumer Price Index

Source: Bureau of Labor Statistics

+8.6% since May 2021

Share of U.S. adults who said they had money left over 
after paying monthly expenses
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-8 points since May 2021

https://www.bls.gov/news.release/empsit.nr0.htm
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The rapid climb in prices over the past year has impacted adults of all income 
levels, making it increasingly difficult to save money after paying monthly 
expenses. Adults from households earning less than $50,000 per year 
persistently report slimmer margins between earnings and outlays. The 
difference between the share of lower earners who had savings left over in 

May and those whose expenses totaled more than their income was 16 points, 
compared with 69 points for those earning at least $100,000 per year.    
Lower-income adults are disproportionately impacted by rising prices for gas 
and food, as this group tends to allocate a higher share of spending to these 
products — which both experienced sizable inflation last month. 

The lowest-earning households continue to feel the sharpest pinch from inflation 
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https://morningconsult.com/financial-well-being-scale/
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A growing share of adults carry credit balances — especially among lower earners

As income growth increasingly lags 
inflation, households are more extensively 
utilizing credit cards to make purchases —
with a growing share of adults carrying 
unpaid balances from month to month.

Notably, the share of single parents failing 
to pay their credit card bills in full has 
climbed steadily over the past year and is 
well above the national average, despite 
added support from the expanded child tax 
credit in late 2021. 

Furthermore, lower-income adults, who 
tend to have less in savings and, 
consequently, fewer alternatives to taking 
on debt to cover expenses, have also 
increased their credit utilization more than 
the national average over the past year. 

. 

Source: Morning Consult Economic Intelligence

Share of adults who said they typically have an unpaid credit card balance remaining each month
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In May, affordability concerns for U.S. 
adults were concentrated around 
grocery purchases as geopolitical 
factors continue to disrupt global food 
stocks. Food prices jumped 1.4% from 
April, marking the fourth consecutive 
month with an increase of more than a 
full point. Groceries cost about 11.9% 
more than they did in May 2021. 

Consumers were also more likely than   
a year ago to raise concerns about 
affording housing and auto payments. 
Supply remains constrained for vehicles 
and homes as well, but these purchases 
are more easily delayed than grocery 
purchases. Consumers contemplating  
an upgrade on the outer edge of their 
budget appear to have backed away 
from these purchases as affordability 
concerns mounted in recent months. 

Concerns over the ability to afford monthly grocery expenses increased in May
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C O N S U M E R  S P E N D I N G  K E Y  T A K E A W A Y S

Reported spending grew by close to the rate of inflation over the past 
year, but some groups cut back on spending in response to high prices. 

1

Services spending strengthened over the past three months, as 
consumers adjusted spending priorities, but it eased slightly in May. 

3

2 Gas and food spending continues to take up a growing share of wallet 
for U.S. households.
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Lower earners cut back on spending as inflation climbed

% change in reported monthly spending 
from May 2021-May 2022, by income

Source: Morning Consult Economic Intelligence

U.S. adults’ reported monthly spending increased 7% from a year ago in May, 
slightly trailing the rate of inflation over this same period. Despite the sticker 
shock of continually rising prices on essentials like groceries and gas, many 
consumers have continued to spend at high rates. However, some consumers 
— such as lower earners, who tend to be more financially vulnerable — have 
been more resistant to increasing spending in line with rising prices. 

Adults earning less than $50,000 per year reported greater willingness to 
trade down for cheaper products or opt out of purchases due to higher-than-
expected prices in May than higher-income adults. Greater price sensitivity and 
willingness to substitute may have contributed to the annual decline in overall 
reported spending among lower earners, whereas higher-income adults 
increased spending at a rate well above that of the average U.S. adult. 
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Soaring gas prices and food costs are major contributors to overall inflation. 
They also constitute essential goods that consumers have little flexibility in 
opting out of purchasing, despite sticker shock in grocery aisles or at the gas 
pump. As a result, these items are taking up a growing share of wallet, forcing 
consumers to be increasingly judicious with their discretionary spending. 

Food and gas increasingly dominate budgets, while spending flows more toward services

While essential goods — especially nondurables — are taking up ever more 
space in consumer budgets, a growing share of spending is also being allocated 
toward services. Pent up travel demand has helped propel purchases of flights 
and hotels over the past few months. In May, however, services spending 
declined from the previous month. Consumers increasingly report diminished 
views on buying conditions for major purchases and may be beginning to pull 
back their spending on discretionary services like vacations as a result. Source: Morning Consult Economic Intelligence
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Gas prices continue to elevate auto ownership costs

Spending on auto-related categories increased slightly from 
April to May, but growth was driven entirely by higher gas 
payments. Global energy markets continue to be roiled by 
the ongoing conflict in Ukraine, sharply increasing driving 
costs for consumers who rely on cars and trucks as their 
primary means of transportation. Monthly payments for 
leases, loans and insurance, meanwhile, fell to their lowest 
level since December. Prices remain elevated for new cars 
and trucks, but demand appears to be waning for these 
purchases as budget-conscious consumers defer vehicle 
upgrades in the hope that prices will eventually come down. 

Average monthly spending on vehicle-related categories, all U.S. adults
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Lower earners, who are most likely to trade down, increased grocery spending the least

As was the case with overall spending, lower-income adults showed more 
resistance to absorbing price increases for groceries compared with their 
higher-earning counterparts. The strategies of trading down to cheaper 
substitutes or opting out of some purchases altogether yielded savings: 
The lowest earners reported a year-over-year decline in grocery spending 
on an inflation-adjusted basis. 

Average grocery spending March 2022-May 2022, by income 
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Average monthly spending on groceries, U.S. adults

U.S. adults reported monthly spending on groceries climbed 11% from a year 
ago in May, only slightly trailing the rate of inflation over this same period. 
The war in Ukraine continues to disrupt the global supply of food, driving up 
grocery costs. Unlike discretionary purchases, consumers have little choice 
but to continue buying food when prices rise. Despite sticker shock, most 
consumers will continue to purchase essentials like milk and eggs. 

Source: Morning Consult Economic Intelligence

https://morningconsult.com/2022/06/21/inflation-has-consumers-cutting-back-on-dining-and-meat/
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Purchases of discretionary services are up from a year ago, but sticker shock may slow them
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Heading into the summer months, consumers have been 
channeling more spending toward discretionary services like 
travel and dining. Some of this spending growth is a result of 
higher prices: Airline fares were up 37.8% from a year ago in 
May, while hotel rates climbed 22.2%. These sharp price 
increases, however, are beginning to test demand. Spending 
levels faltered in May compared with the prior two months. 
Consumers forced to make financial trade-offs have mostly 
looked to physical goods rather than services. But as budgetary 
pressures mount from the rising cost of living, consumers may 
be running out of alternatives for cutting expenses. 

Reported average monthly spending on discretionary services, all U.S. adults
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% change from June 2021 to May 2022 among U.S adults 

https://morningconsult.com/2022/06/14/u-s-supply-chains-inflation-3/
http://www.bls.gov/news.release/pdf/cpi.pdf
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P U R C H A S I N G  I N T E N T I O N S  K E Y  T A K E A W A Y S

Homebuying sentiment soured last month to its lowest point since 
tracking began in January 2021. 

1

More consumers expected to increase outlays in June, as many anticipate 
more expensive summer travel and further increases in prices. 

3

2 Rising prices and dimming views on buying conditions coincided with     
a decline in purchasing intentions for furniture and new or used vehicles.  
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Homeownership views soured in May as prospective buyers withdrew from the market

Share of U.S. adults who said buying a home in their ZIP code 
is a “very” or “somewhat” bad investment

4%

6%

8%

10%

12%

14%

May 
‘21

Jun 
‘21

Jul 
‘21

Aug 
‘21

Sep 
‘21

Oct 
‘21

Nov 
‘21

Dec 
‘21

Jan 
‘22

Feb 
‘22

Mar 
‘22

Apr 
‘22

May 
‘22

Source: Morning Consult Economic Intelligence

Share of U.S. adults planning to buy or sell a home in the next 12 months
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The share of adults who are planning to purchase a home in the next 12 
months sank to its lowest point since tracking began in January 2021. Home 
sellers also fell, with both measures declining 9 points year over year. Over  
this same time period, Morning Consult data showed that monthly spending   
on rent or mortgage payments grew 6%, slightly outpacing price growth.   
Rising mortgage rates appear to be stifling demand for home purchases. 

Views on homebuying as an investment have also deteriorated, potentially 
indicating that consumers see limited upside due to already high prices and 
financing costs. While inventory remains tight, a relatively large pipeline is 
currently under construction. As new homes are added to the market, the 
combination of weakening demand and growing supply could further ease 
price pressures.  
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In May, the share of consumers planning to upgrade homes, take vacations or purchase 
new or used vehicles over the next 12 months declined. Buying intentions for all 
categories tracked were lower than in May 2021. New and used vehicles and furniture 
both registered sharp price increases, and diminished affordability, paired with general 
heightened concern about personal finances and economic growth, weighed on sentiment
around purchases. Soaring vacation prices have also coincided with a softening of travel 
intent in May. However, the year-on-year decline remains lower than for physical goods as 
consumers prioritize services spending. 

Annual changes in purchasing intentions and prices
from May 2021 to May 2022, U.S. adults

Source: Morning Consult Economic Intelligence, Bureau of Labor Statistics

Trips and vacations

https://morningconsult.com/2022/06/15/global-consumer-confidence-report-june-2022/
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Overall spending expectations ticked higher in June as consumers anticipate rising prices

Consumers’ self-reported spending forecast (in percentage points)
Net spending expectations relative to last month 

(share expecting to spend more minus share expecting to spend less)
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Looking ahead to June, U.S. adults anticipate slightly higher 
outlays compared with May. The net difference between 
consumers planning to spend more and planning to spend 
less increased from 5% to 9%, its highest since December.

Although purchasing intentions over the next 12 months have 
faded, a short-term spending uptick may be partially baked in. 
For example, consumers who pre-booked flights or hotels in 
June may be anticipating higher spending on dining and 
entertainment at their destinations. Sustained price growth for 
essentials may also be influencing expectations. 

Much of the increase in May was driven by the highest 
earners: Adults from households earning $100,000 or more 
per year had both the largest month-over-month jump in 
spending expectations and the largest share of consumers 
saying they plan to spend more. Members of this group are 
more likely to have spending capacity left in the tank, partially 
shielding them from the cost concerns afflicting less 
financially secure adults as a result of inflation. 

https://cebra.org/programs/idd/indirect-consumer-inflation-expectations/
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O U R  R E V I S E D  C O N S U M E R  S P E N D I N G  M E T H O D O L O G Y

When Morning Consult first reported on its survey of U.S. Consumer Spending 
in mid-2021, estimates of nominal spending were constructed by taking a 

weighted average of multiple-choice responses to pre-set spending ranges.  

In addition to being relatively simple to calculate, this method reduced the 

volatility of spending aggregates by smoothing out the impact of individual 
outliers on the survey results — a feature that initially was viewed as a benefit. 

Over time, however, it became clear that estimated spending levels for certain 

categories of goods and services calculated with this methodology were 
diverging from government data that tracks similar concepts. Elevated 

inflation likely exacerbated these discrepancies, as the pre-set spending 

ranges remained unchanged despite relatively large shifts in nominal prices. 

We have therefore decided to revise our methodology. The changes 
described in this document generate nominal spending levels that more 

closely align with official government statistics on consumer spending and 
more accurately capture changes over time. Rather than using responses to 

multiple-choice questions, our new methodology instead relies upon       
open-ended numerical response data that we have been collecting alongside 
responses to the pre-set spending ranges. 

This new method allows reported nominal spending levels to more freely   
drift over time, eliminating the downward bias that arises from using static 

spending ranges for goods and services during periods of sustained inflation. 

Another benefit of this process is that it can be applied to international 

spending data as coverage expands to other countries, many of which are 
also experiencing rapid inflation. 

However, working with the numerical response data comes with its own set of 

challenges, including outliers and other erratic data points. In order to identify 
a robust statistic to use as our estimated spending level, we evaluated several 

factors affecting the distribution of responses, their volatility over time and 

their correlation with relevant benchmarks from official government statistics. 

For each spending category, we tested statistics including modes, medians, 
simple means and trimmed means with various cutoff points. Overall, trimmed 

means provided the most promising results: less volatile than the simple 
mean, but still capturing sufficient variation to align well with government 

benchmarks. The steps taken to analyze, validate and benchmark our 
consumer spending data are summarized in the following slides, with 
additional detail included in the appendix section. 

https://go.morningconsult.com/rs/850-TAA-511/images/220627_Methodoloy-Consumer-Spending-Deck.pdf
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Here is a summary of 
advantages of the new 
methodology, using  
open-end numerical 
responses in place of the 
old methodology, which 
used weighted averages of 
pre-set spending ranges.

• Robust to inflation:
This eliminates downward bias associated with pre-set spending ranges.

• More closely aligned with benchmarks:
The new methodology yields spending estimates that are more closely aligned with 

government data or other standard benchmarks tracking similar concepts.

• Internationally applicable:

As coverage expands to more countries, many of which sometimes experience high 
inflation rates, it will be even more critical to implement a nimble methodology that 

adjusts naturally to shifts in price and spending levels.

• Lays the groundwork for seasonal adjustment in the future:

The new method is better equipped to capture seasonal fluctuations in spending, 
enabling future calculation of adjustment factors to better differentiate underlying trends 

from seasonal factors.

A D V A N T A G E S
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The old way vs. the new way

Feature Old methodology Weakness New methodology Improvement

Data sources • Multiple-choice 
response data

• Static midpoints 
corresponding with 
each spending range 
from the multiple-
choice data 

• Multiple choice levels & midpoints are static 
(do not change when price levels shift)

• Upper bound “midpoint” is not a midpoint —
arbitrarily assigned and likely inaccurate

• Most categories do not include an “I did not 
buy __” option, so doesn’t account for 
nonbuyers

• Grocery, restaurant and alcohol categories 
split the sample into weekly or monthly —
spending levels per month are difficult to 
calculate from weekly data

• Open-end response data
• Multiple-choice response data (for 

nonbuyers)
• Asks all respondents about monthly 

spending, no longer splitting sample 
between weekly and monthly

• Open end response data is 
robust to inflation (midpoints 
aren’t static; maximum bucket 
isn’t capped)

• All categories have an “I did not 
buy __” option, so nonbuyers are 
assigned a spending value of 0

• Allows for consistent time period 
reporting (monthly for all 
categories)

Spending 
estimate

• Weighted average of 
midpoints & 
corresponding share 
of adults selecting a 
given option

• More like a median than a mean; does not 
allow for any outliers and flattens out potential 
variation over time and across demographics

• Trimmed mean (2.5%, 5% or 10%)
• Zeros are removed, and nonbuyers are 

calculated based on the share who 
selected “I did not buy __” for a given 
category

• Trimmed mean removes extreme 
outliers while allowing for more 
variation, reflecting a truer 
average (not median)

• Nonbuyers are reliably counted

Benchmarking • Mixed results, not 
very strong 
correlation with 
MARTS/PCE overall

• Spending data integrity is difficult to defend 
when it doesn’t align well with official data 
sources

• Spending data likely cannot be used for 
forecasting if it doesn’t have a relationship with 
official data sources

• Virtually all categories with reasonable 
MARTS/PCE benchmarking series 
were improved in new methodology

• MARTS/PCE relationships were used 
as basis for identifying robust statistic 
(trimmed mean) to use

• Improved correlations help 
validate our data

• Improved correlations improve 
the prospects for using our data 
to forecast other data sources in 
the future
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Consumer Spending Estimates Methodology

*These categories subsequently require additional steps described in Methodology #2
**Except for auto categories, which still reflect vehicle owners only and require further modification on next step

METHOD #1

Categories: *auto payments, *vehicle insurance, 
*gas/fuel, housing, public transportation, airfare, 

hotels, Education, apparel, home furnishings, 
groceries, restaurants, alcohol, health insurance, 

health care, utilities, telecom

Steps:

1. Eliminate responses of 0 or less than 0 from the 
raw response data.

2. Calculate trimmed mean (2.5%, 5% or 10% 
depending on category distributions) .

3. From the multiple-choice responses for the same 
category, the share of adults who spent money 
on this category is calculated by taking 1-[share 
who selected “I did not spend money on __”].

4. The trimmed mean is multiplied by the “buyers 
only” share to reflect average spending on this 
category across all adults.**

METHOD #2

Categories: auto payments, vehicle insurance, 
gas/fuel

Steps:

1. The auto category questions are only asked 
among U.S. adults who said their household 
owns at least one vehicle. These spending 
estimates must therefore be modified to reflect 
all adults. 

2. Take the share of vehicle owners (i.e., share of 
sample who answered the vehicle-related 
questions) from the following multiple-choice 
question: “Does your household own at least one 
car, truck or SUV.”

3. Multiply the trimmed means for auto-related 
categories calculated in Methodology #1 by the 
share of adults who said their household owns 
vehicles in order to estimate spending on these 
categories across all adults.

METHOD #3

Categories: total income, total spending, recreation*

Steps:

1. Eliminate responses of 0 or less than 0 from the 
raw response data (note: this applies only to total 
income & total spending).

2. Calculate trimmed mean (2.5%).

Reasoning: These categories do not have a 
corresponding multiple-choice value identifying “I 
did not spend money on __”. For total income and 

total spending, all respondents should supply a 
nonzero response. For recreation, zero responses 
are acceptable   (it’s possible some respondents 

spent $0 on recreational activities in a given month, 
but unlikely that respondents earned or spent $0).  

https://go.morningconsult.com/rs/850-TAA-511/images/220627_Methodoloy-Consumer-Spending-Deck.pdf
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Methodology: Household Finances and Spending Survey

Morning Consult’s Household Finances and Spending Survey measures the 
health of household balance sheets and consumers’ spending patterns. It 
provides insight into spending allocation well ahead of other data sources. 
Respondents are asked recurring questions on topics including household 
income, spending, savings, debt, housing payments and life events. Policy-
related questions about respondents’ experiences with government programs 
such as stimulus payments and child tax credits are included on an ad hoc basis.

The survey is conducted monthly among a representative sample of 2,200 U.S. 
adults and 1,000 adults in all other countries. The U.S. survey was first run in 
September 2020, with additional questions added in subsequent versions. Data 
is collected during the first week of each month, with all questions pertaining to 
the previous month.

• Began fielding: September 2020

• Frequency: Monthly

• Fielding period: Beginning the first or second day of each month and 

running 2-5 days

• Sample size: 2,200 U.S. adults; 1,000 adults in all non-U.S. countries

• Geographic coverage: 15 countries
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Methodology: Geopolitical Risk Survey

Morning Consult’s Geopolitical Risk Survey measures major geopolitical and 
economic trends across the world’s largest markets, providing insights into  
hot-button issues and early signals for policymakers in the public sector and 
decision-makers at multinational companies. It asks questions about inflation 
and purchasing behavior, price expectations, financial resilience, housing, ESG, 
business climate, national security, and trust in political figures and institutions, 
both within and outside of the respondent’s home country.

The survey is conducted monthly among representative samples of 1,000 
adults in each of 17 countries, including the United States. The survey was first 
run in January 2021. Data is collected in the last week of each month.

• Began fielding: January 2021

• Frequency: Monthly

• Fielding period: Wednesday-Sunday in the last week of the month

• Sample size: 1,000 adults per country

• Geographic coverage: 17 countries
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