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The second weakest rating of the national economy this year led the Bloomberg Consumer
Comfort Index to its fourth week straight of gradual decline, extending its pullback from what
had been a pre-Great Recession high. Falling confidence among men and a profound income gap
are two key components of the trend.

At 43.7 on its scale of 0 to 100, the CCI has lost 4.2 points since hitting a nearly eight-year peak
of 47.9 a month ago. It’s the second time this up-and-down year that the index has climbed past
the 47.0-point mark only to fall back to where it started the year.

The Bloomberg index, produced by Langer Research Associates, is based on Americans’ ratings
of the national economy, their personal finances and the buying climate. After a spectacular Q4
last year, the CCI’s turbulent 2015 reflects the economy’s mixed performance. Last week’s
reports include anemic 0.2 percent Q1 GDP growth, yet also a 15-year low in initial jobless
claims.

This most recent correction has seen losses across all three components of the index, including
drops of 4.9, 4.0 and 3.7 points in the personal finances, buying climate and national economy
subindices, respectively.

With a 1.5-point setback this week, to 35.8, the national economy subindex is 2.2 points below
its average for the year. It’s been lower just once in 2015, 35.7 in late February.

The buying climate subindex slipped by 1.4 points to 39.8, its lowest in more than a month and
exactly matching its 2015 average. The personal finances subindex held steady for the second
week in a row at 55.6, 1.5 points off its 2015 average after substantial early to mid-April losses.

Each subindex is still at least numerically (if not significantly) clear of its full average in weekly
data back to late 1985, but the personal finances and economy subindices are back below their
pre-recession averages, 57.4 and 40.1, respectively. Only the buying climate subindex remains
ahead of its pre-recession average, 38.3.

The CCI overall is now 1.3 points off its 2015 average and 1.6 points below its pre-recession
average, though it still beats its full 29-year average by 2.0 points.
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Among groups, the index is suffering among men, down 9.4 points in the last month to 44.0,
while holding essentially steady among women, now 43.4. That’s nearly erased what’s been an
average 6.5-point gender gap this year (and an average 7.6 points in available data since mid-
1990).

Other disproportionate losses in the past month include 8.6 points among Southerners (to 39.7),
6.8 points among full-time workers (to 50.0), 6.6 points among renters (to 35.1) and 6.1 points
among 18- to 34-year olds (to 46.3).

Income differences remain striking. Other than two weeks ago, this week’s 50.5-point gap
between those earning less than $15,000 compared with $100,000-plus earners (71.9 vs. 21.4) is
the biggest since the Great Recession began. The gap’s been larger just 25 times in more than
500 weeks of available data since mid-2004.

Further marking wealth-based differences in consumer sentiment, the CCI among the top income
earners has held above 70.0 points for five weeks, something it hasn’t managed since early 2007.

The Bloomberg Consumer Comfort Index is produced by Langer Research Associates LLC (Langer).CONSUMER
COMFORT INDEX ™ s a trademark or service mark of Langer. BLOOMBERG ® is a trademark or service mark
of Bloomberg Finance L.P. Bloomberg Finance L.P. and its affiliates (collectively, "Bloomberg™) or Bloomberg's
licensors own all proprietary right in such mark. Neither Langer nor Bloomberg guarantee the timeliness, accuracy
or completeness of any data or information relating to the Bloomberg Consumer Comfort Index. Langer and
Bloomberg makes no warranty, express or implied, as to the Bloomberg Consumer Comfort Index or any data or
values relating thereto or results to be obtained therefrom, and expressly disclaims all warranties of merchantability
and fitness for a particular purpose with respect thereto. To the maximum extent allowed by law, Langer,
Bloomberg, their licensors, and their respective employees, contractors, agents, suppliers and vendors shall have no
liability or responsibility whatsoever for any injury or damages - whether direct, indirect, consequential, incidental,
punitive or otherwise - arising in connection with the Bloomberg Consumer Comfort Index or any data or values
relating thereto - whether arising from their negligence or otherwise. Nothing in the Bloomberg Consumer Comfort
Index shall constitute or be construed as an offering of financial instruments or as investment advice or investment
recommendations (i.e., recommendations as to whether or not to “buy,” “sell,” “hold” or to enter or not to enter
into any other transaction involving any specific interest or interests) by Langer, Bloomberg or its affiliates or a
recommendation as to an investment or other strategy by Langer, Bloomberg or its affiliates.
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