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­ The information provided herein is strictly proprietary to MasterCard and for use 

in connection with this presentation only.  You may not distribute nor share any 

information contained herein with any other third party, in oral or written form, 

without MasterCardõs prior approval. 

­ Information in this presentation or in any report or deliverable provided by 

MasterCard in connection herewith relating to the projected impact on your 

financial performance, as well as the results that you may expect generally are 

estimates only. No assurances are given that any of these projections, estimates 

or expectations will be achieved, or that the analysis provided is error -free. You 

acknowledge and agree that inaccuracies and inconsistencies may be inherent 

in both MasterCardõs and your data and systems, and that consequently, the 

analysis may itself be somewhat inaccurate or inconsistent. The information, 

including all forecasts, projections, or indications of financial opportunities are 

provided to you on an "AS IS" basis for use at your own risk. MasterCard will not 

be responsible for any action you take as a result of this presentation, or any 

inaccuracies, inconsistencies, formatting errors, or omissions in this 

presentation.

­ Data presented within is based on self -reported consumer perception, except 

where specifically noted, and does not necessarily reflect actual behavior
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Consumers cautious and uncertain

Macroeconomics

ÅWeak jobs 

growth, with 

workers leaving 

the job market

Consumer 

Attitudes and 

Behaviors

ÅConsumer 

confidence dives 

in June

ÅConsumers feel 

like theyõre in a 

recession

ÅTrying to control 

responses and 

live within their 

means

Impact

ÅSpending 

momentum 

slows

ÅPrioritization 

central to 

recession 

recovery
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Unemployment stabilizes as many leave 

the workforce
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June, 16.5%
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Broad Unemployment

Unemployment

Bureau of Labor Statistics

Broad Unemployment: Total unemployed, plus all marginally attached workers, plus total employed part time for 

economic reasons, as a percent of the civilian labor force plus all marginally attached workers 

Long-term Unemployment: The percentage of unemployed persons who have been jobless for 27+ weeks



©2010 MasterCard.
Proprietary and Confidential

Consumer confidence declines on 

slowdown in job growth, anxiety about the 

future
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Consumers fear the unexpected

5%

10 %

12 %

24 %

21 %

21 %

8%

10 %

11 %

15 %

20 %

26%

Illness that will not allow me/spouse to 

work

Household income decreases

Retirement savings/pensions decreasing in 

value

Losing my job/partner or spouse losing job

Economy does not improve

Incurring a large, unexpected expense

Cause for the Greatest Concern with Personal Financial Situation

Q1 2010 Q1 2009

Consumer Financial Outlook Study, Market Strategies, March 2010
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A recessionary mindset remains 

entrenched in the marketplace
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Regardless of what 

economists say, right 

now, it feels like we 

are in a recession

Regardless of what 

economists say, right 

now, it feels like we 

are in a recovery

69 %

31 %

43%

63%

74%
78%

88%

57%

37%

26%
22%

12%

No Anxiety Low Anxiety Moderate 

Anxiety

High Anxiety Severe 

Anxiety

Regardless of what economists say, right now it feels like we are in a 

RECESSION

Regardless of what economists say, right now it feels like we are in a 

RECOVERY

vs.

© 2010 The Futures Company, Yankelovich Monitor Minute, July 6, 2010

Consumer Anxiety Segments
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Neutral to negative on personal 

financial situations

20 %

25 %

36 %

16 %

3%

I am significantly financially 

worse off now than 6 months 

ago

I am a little worse off now 

financially than 6 months ago

I am not any better or worse 

off today than I was 6 months 

ago

I am a little better off now 

than I was 6 months ago

I am significantly better off 

now than I was 6 months ago

Impact of Economic Downturn on Financial Circumstances

Source: Data Monitor, Recovery from Recession , May 2010
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Trying to control their expenses and 

live within their means

13%

14%

19%

22%

28%

34%

35%

35%

39%

47%

61%

66%

Canõt keep up with loan/credit card payments

Actively looking for better deals

I am much more cautious about spending

I am saving to pay off my debts

I've had to pare down my lifestyle

Trying to generate additional income

Juggling and struggling with my finances

Not able to save as much

Have cut back on big or luxury items

Budgeting more closely

Taking active measures to control expenditure

I try to live within my means

Changes in Attitudes/Behaviors Towards Spending

Source: Data Monitor, Recovery from Recession , May 2010
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Conflicted between saving and spending
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Fear fatigue
Recessionary 

hangover

Key trends that 

were born of the 

recession or even 

pre -recession era 

will continue to 

impact consumers

Recessio nary 

backlash

Key trends that have 

developed as a 

rejection of the 

consumption patterns 

forced on consumers 

as a result of  the 

recession.

Enduring 

value 

perceptions

Streamlining 

lifestyles

Redefining the 

ònew 

communityó

Relaxation, 

re -

connectivity 

and self 

indulgence

Uncertainty 

avoidance

Conspicuous 

consumption

Age shifts

Experiential 

shopping

Changing 

perceptions 

of luxury

C
o

n
s
u

m
e
r
s

Save

Spend

Data Monitor, Recovery from Recession , January 2010
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Retail sales cool

Source: MasterCard SpendingPulse

July 

09

Aug 09 Sep 09 Oct 09 Nov 09 Dec 09 Jan 10 Feb 10 Mar 10 Apr 10 May 10 Jun 10

Yr/Yr S ales -7.0% -6.8% -2.1% -0.2% 2.1% 4.8% 3.6% 6.4% 6.9% 6.1% 2.4% 0.9%

3 mo. Avg Y/Y -6.7% -6.7% -5.4% -3.1% -0.1% 2.3% 3.5% 4.9% 5.6% 6.5% 5.1% 3.1%

-8%

-6%

-4%

-2%

0%

2%

4%

6%

8%

U.S. Retail Sales (ex. Auto)



©2010 MasterCard.
Proprietary and Confidential

Consumer view of leading indicators of a 

recovery

Job security/ 

unemployment

Real estate 

market

Cost of living

Their own bank 

accounts 

The stock 

market

Mainstream 

media and press

MasterCard Economic Focus Groups, December 2008 , February 2010
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replaced by a new decision 

calculus of

Trading Off

as consumers take 

responsibility for avoiding 

exposure to risk

Paying for just 

enough for 

good -enough 

cleaning

Allocating 

dollars

to useful 

innovation

New competitive sets emerging as 
�F�R�Q�V�X�P�H�U�V���µ�W�U�D�G�H���R�I�I�¶���R�Q���V�S�H�Q�G�L�Q�J

Yankelovich /The Futures Company, March, 2010

Prioritization will be central to the 

ôrecovery consumerõ
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