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METHODOLOGY

METHODOLOGY:

• Ten-minute online survey

• Quarterly tracking

• Sample via EWS Online
Research Panel

POPULATION: 

• 450 interviews per quarter

• Mobile Majority ages 18-75,
determined by U.S. Census data

QUALIFYING CRITERIA

• Ages 18 – 75 | Mix of race, gender, age,
employment | Not employed in a
sensitive industry

• Must have a checking or savings
account
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KEY FINDINGS

• Inflation has impacted shopping and spending habits and challenged the ability to save.

• Nearly two-fifths (38%) of consumers have decreased unnecessary shopping due to inflation, and another 16%
have eliminated it entirely.

• Sixty-one percent of consumers find it difficult to save money due to the current inflation issues.

• The rise of gas prices due to inflation has had minimal impact on transportation habits.

• Only 15% of consumers report a switch to carpooling or public transportation due to the increased cost of gas.

• The side-hustle/gig economy continues to grow as a result of the inflation impact.

• Since inflation, 23% of consumers have started a side hustle, a small business, or an additional job, and another
32% have considered it.

• Most consumers report being financially stable, and not living paycheck to paycheck.

• Most consumers (69%) do not typically run out of money between paychecks. However, one quarter (25%) of
consumers report that they would not be able to cover an unexpected $1,000 emergency expense.



©2024 Early Warning Services, LLC. All rights reserved.

36% 30%
19%

9% 6%

1 - Strongly
Disagree

2 - Disagree 3 - Neutral 4 - Agree 5 - Strongly
Agree

Total (n=450)

7% 13% 19%
36%

25%

1 - Strongly
Disagree

2 - Disagree 3 - Neutral 4 - Agree 5 - Strongly
AgreeTotal (n=450)

Over half of consumers (54%) have either decreased or eliminated unnecessary shopping due to inflation. Sixty -
one percent of consumers report that the current inflation issues make it more difficult for them to save money.
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INFLATION IMPACT: SPENDING AND TRANSPORTATION

Source: Q11. Which of the following best describes how inflation has impacted your spending? (Please select one.) | Q12. Please rate your level of agreement with the following statement. (Please select one.) I find it more difficult to save 
money due to the current inflation issues. | Q13. Please rate your level of agreement with the following statement. (Please select one.) Because of high gas prices, I have begun to carpool, take public transportation, and/or walk.

Please rate your level of agreement with the following statement. Which of the following best describes how inflation has impacted your 
spending?

38%

16%

9%

7%

6%

4%

21%

I have decreased unnecessary shopping

I have eliminated unnecessary shopping

I travel less and/or do not make travel
plans

I have pushed back plans in order to
make a big purchase (home, car)

I have decreased time spent doing

extracurricular activities

I have eliminated extracurricular
activities

None of the above

Total (n=450)

I find it more difficult to save money due to the current inflation issues.

61%
Top 2-Box Score

Please rate your level of agreement with the following statement.

Because of high gas prices, I have begun to carpool, take public transportation, and/or 
walk.

15%
Top 2-Box Score
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Due to inflation, 56% of consumers are either considering or have started a side hustle, a small business, or an 
additional job in order to bring in extra income.
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INFLATION IMPACT: INCOME

*Zelle, Venmo, PayPal, etc.; Source: Q14. Which of the following best describes how inflation has impacted you? (Please select one).

14%
9%

32%

13%

32%

Yes, and I use a digital payment

service via P2P* to send/receive
money

Yes, but I do not utilize a digital

payment via P2P service* at the
moment

No, but I am considering it No, I only have time for one job No, I have one job

Total (n=450)

Which of the following best describes how inflation has impacted you?

Since inflation, I have started a side-hustle/small business or taken up another job to bring in extra income...
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Three-in-four consumers can cover an unexpected $1,000 emergency expense. Sixty-nine percent of consumers 
do not run out of money between paychecks, either due to frugal spending or making sufficient income.
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INFLATION IMPACT: INCOME STABILITY

Source: Q15. If necessary, would you be able to cover an unexpected $1,000 emergency expense? (Please select one). | Q16. Do you typically run out of money prior to your next paycheck? (Please select one).

If necessary, would you be able to cover an 
unexpected $1,000 emergency expense?

Yes, 
75%

No, 
25%

16% 15%

36%
33%

Yes, my expenses are fairly

high when compared to my
living wages

Yes, current wages are not

livable

No, I am a frugal spender No, I make enough money

Total (n=450)

Do you typically run out of money prior to your next paycheck?

(n=450)
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Appendix: Demographics
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52%

16%

8%

16%

1%

4%

3%

Employed full-time

Employed part-time

Full-time homemaker

Retired

A full/part-time student

Disabled/Unable to work

Unemployed

DEMOGRAPHIC PROFILE
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4%

12%

8%

1%
72%

3%

0%

Asian or Pacific Islander

Black or African American

Hispanic

Native American or…

White or Caucasian

Mixed Race

Other

8%

22%
15%

34%

20%

High
School

Some
College

Associate's
degree

Bachelor's
degree

Graduate
degree

Age

33%

20% 16% 16% 14%

Less than
$50,000

$50,000 to
$74,999

$75,000 to
$99,999

$100,000
to $149,999

$150,000
or more

37%

63%

Gender Employment

Ethnicity

Female
Male

Education

Income

(n=450) (n=450)

(n=450)

(n=450)

2%
24% 36% 38%

Gen Z Millennial Gen X Boomer

(n=450)

Marital Status

(n=450)

6%

18%

54%

22%

Domestic Partnership

Separated/divorced/widowed

Married

Single, never married

(n=450)

12%

22%

8%28%

9%

21%

Always on Socializers

Connected Conductors

Pragmatic Introverts

Savvy Empty Nesters

Segment 5

Segment 6

Consumer Segmentation

(n=450)

19%

22%

32%

12%

15%
Midwest

Northeast

Southeast

Southwest

West

Consumer Segmentation

(n=450)
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