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Index of Consumer Sentiment 

ANN ARBOR. Consumer confidence posted a healthy 
September gain due to more favorable prospects for the 
domestic economy as well as more favorable personal 
income expectations.  The September reading, the second 
highest in the last seven years, points toward renewed 
strength in consumer spending. While the September re-
bound brought confidence back to its highest levels since 
the Great Recession, confidence has repeatedly failed to 
move above this level (see the chart below).  The improved income expectations recorded in September have the 
potential to reinvigorate personal financial optimism that is the key driving force of behind large discretionary 
expenditures, especially those involving debt.  Needless to say, it will take repeated and cumulative gains to re-
verse the impact of stagnant incomes on spending.   
 
Economy Expected to Improve  
The recent survey recorded widespread reports that the economy had improved and the economy was expect to 
continue to post gains in the year ahead. The creation of jobs is the most important aspect of a strengthening 
economy for consumers. On this count, consumers expected modest growth in jobs in the year ahead. The unem-
ployment rate, however, was expected the remain largely unchanged rather than to post substantial improvement. 
 
Higher Income Gains Expected 
More households expected income gains in the year ahead in the recent survey than anytime in the last six 
years—since September of 2008.  Just as importantly, the median increase of 1.1% expected by all households 
was the highest since late 2008.  While still meager, this improvement, along with a decline in the expected in-
flation rate, meant that more households expected their income gains to keep pace or exceed the rate of inflation.  
  
Consumer Sentiment Index 
The Sentiment Index was 84.6 in the September 2014 survey, up from 82.5 in August and 77.5 in last Septem-
ber’s survey. The entire September gain was concentrated in the Expectations Index, which rose to 75.4 from 

71.3 one month ago and 67.8 one year ago.  Although the Cur-
rent Conditions Index slipped to 98.9 in September from 99.8 in 
August, the August reading was the highest since July of 2007. 

Sep’14 Aug’14 Sep’13 

84.6 82.5 77.5 

M-M Chng 

+2.5% 

Y-Y Chng 

+9.2% 

75.4 71.3 67.8 +5.8% +11.2% 

Monitoring trends for over 60 years 

About the survey 

“The defining aspect of the current 
recovery has been that optimism 
about future prospects has not im-
proved in advance of actual economic gains.  Typi-
cally, optimism generates increased spending 
which helps to improve current economic condi-
tions.  Surprisingly, an improved economy has not 
sparked renewed optimism, at least until recently.  
The renewal of income growth is particularly im-
portant for sparking increased consumer spending 
in the year ahead.  Moreover, given the anticipated 
changes in monetary policy, strong income gains 
will be needed to bolster spending given the di-
minished positive role of household wealth.” 

The Survey of Consumers is a rotating panel survey based on a nation-
ally representative sample that gives each household in the coterminous 
U.S. an equal probability of being selected.  Interviews are conducted 
throughout the month by telephone. The minimum monthly change 
required for significance at the 95% level in the Sentiment Index is 4.8 
points; for Current and Expectations Index the minimum is 6.0 points. 

Surveys of Consumers chief 
economist, Richard Curtin 

Current Conditions Index 

98.9 99.8 92.6 -0.9% +6.8% 
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About Thomson Reuters 
Thomson Reuters is the world’s leading source of intelligent information for businesses and professionals.  
We combine industry expertise with innovative technology to deliver critical information to leading decision 
makers in the financial and risk, legal, tax and accounting, intellectual property and science and media mar-
kets, powered by the world’s most trusted news organization.  With headquarters in New York and major 
operations in London and Eagan, Minnesota, Thomson Reuters employs approximately 60,000 people and 
operates in over 100 countries.  Thomson Reuters shares are listed on the Toronto and New York Stock Ex-
changes.  For more information, go to www.thomsonreuters.com.   
 
About ISR 
Established in 1948, the Institute for Social Research (ISR) at the University of Michigan is among the 
world's oldest social science research organizations, and a world leader in the development and application 
of social science methodology.  The ISR conducts some of the most widely-cited surveys and studies in the 
nation, including the Thomson Reuters/University of Michigan Surveys of Consumers, the American       
National Election Studies, the Monitoring the Future Study, the Panel Study of Income Dynamics, the 
Health and Retirement Study, and the National Survey of Black Americans and the World Values Surveys.  
ISR is also home to the Inter-University Consortium for Political and Social Research (ICPSR), the world’s 
largest computerized social science data archive.  
 


