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Key Takeaways: Sentiment
  

One narrative explaining very weak consumer sentiment that we have heard lately is that 
it is thanks to the extraordinarily tight housing market that is “locking out” first time 
buyers. We are skeptical. To test that theory, we compared economic sentiment among 
non-homeowners reporting they are likely or very likely to purchase in the next year with 
sentiment among homeowners that are reporting the same. First-time buyers must 
contend with high prices and brutal affordability without the cushion of existing home 
equity, while homeowners have presumably ridden the wave of home price appreciation 
in recent years to build up equity levels. Both of these groups are exposed to high 
mortgage rates by virtue of their plan to buy a home in the next year. To be sure, first-
time buyers are more pessimistic than existing homeowners who are shopping for a 
different home, but as shown at right, the spread is not historically unremarkable. In our 
view, the housing market is a poor explainer of weak consumer sentiment.

What makes slightly more sense is political affiliation. As shown in the chart at right, 
homeowners who identify as “moderate”, “independent”, or offer no political valence 
tend to have identical swings in economic sentiment as non-homeowners. Conversely, 
homeowners affiliated with either end of the political spectrum have wildly different 
economic sentiment. In other words, material condition is less important for perceptions 
of the economy than politics, a troubling result given increasing polarization. The good 
news, at least, is that homeowners on both sides of the political spectrum report the 
highest economic sentiment in over a year with our latest monthly data.

Key Takeaways

- Blaming weak economic sentiment on a tight housing market is not consistent with our data.

- Political affiliation shifts matter far more than the housing market.
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Key Takeaways: Finances
  

In the first chart at right, we conduct the same analysis on personal financial sentiment as 
we did for personal sentiment towards the economy on page 4. Here again we can see a 
specific divergence between political segments. Immediately after the Presidential 
Election in 2020, respondents identifying as Democrats or liberals saw sentiment take off, 
while those identifying as Republicans or conservatives sagged. The spread is notable for 
both, especially relative to “neutrals”. That group looks almost identical to non-
homeowners.

Finally, we wanted to illustrate the exact same analysis with respect to discretionary 
spending. Here, we can see that Democrats/liberal homeowners have seen an 
outperformance of discretionary spending plans since the fall of 2020. But here the 
differences between them and Republicans/conservatives, “neutrals”, and non-
homeowners are all very similar. Across these three metrics, we would argue that as 
valence moves from “general” (i.e., perceptions of a big, abstract thing we call “the 
economy”) to specific (first to specific personal experience of financial condition, and 
then to specific spending plans), ideology and political mood become noticeably less 
important.

Key Takeaways

-  Political sentiment is also a clear driver of financial sentiment.

- Discretionary spending plans seem far less sensitive to political dynamics than other sentiment metrics.
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Key Takeaways: Investors
  

Even our investors who are pulling their horns in are sometimes optimistic about the 
market. In the first chart at right, we show the share of respondents who report lower 
risk appetite than a year ago, but who are still optimistic about the stock market. It’s 
fascinating to see that during “normal” times, almost half of the respondents who report 
lower risk appetite are still bullish towards the equity market at large.

Speaking of risk appetite, crypto prices at 52-week highs and the publicity of the Sam 
Bankman-Fried trial appears to be drawing our respondents into crypto bullishness. As 
shown at right, the share of respondents who report an interest in purchasing crypto hit 
the highest levels in 18 months.

Key Takeaways

- Roughly 15% of respondents who report lower risk appetite than a year ago are bullish stocks.

- Bitcoin interest has picked back up amidst the trial of crypto billionaire Sam Bankman-Fried.
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Confidence in the economy
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Gas and Broad Prices
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Employment
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Income and Job Security
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Note: Latest Datapoint is October 2023
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Personal Finances
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Current credit card debt
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Mortgage Payments
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Have you applied for a building permit in the past month?
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Note: Latest Datapoint is October 2023
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Likelihood of purchasing a house in the next year
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Note: Latest Datapoint is October 2023
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Home Improvement
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Auto Purchases
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Expected Auto Purchases (Most Likely to Choose)

17|Source:        Bespoke Market Intelligence Analysis
Monthly Survey - US

Note: Latest Datapoint is October 2023

Bespoke | Monthly Tracker

29.9

19

21

23

25

27

29

31

33

35 Toyota/Lexus

23.8

16

18

20

22

24

26

28

30

32

34 Honda

21.3

10

12

14

16

18

20

22

24

26

28 General Motors (Chevrolet, Buick, Cadillac)

20.0

4

7

10

13

16

19

22

25

28 Ford/Lincoln

17.2

12

15

18

21

24
Nissan/Infiniti

15.6

0

2

4

6

8

10

12

14

16

18 Chrysler/Jeep/Dodge

15.4

7

8

9

10

11

12

13

14

15

16

17 BMW

15.0

9

11

13

15

17

19

21 Hyundai

13.2

3

5

7

9

11

13

15 Subaru

11.8

6

8

10

12

14

16

18

20

22 Do not know

11.1

3

5

7

9

11

13

15

17

19

21 Tesla

10.2

6

7

8

9

10

11

12

13

14

15

16 Volkswagen

8.8

6

8

10

12

14

16

18

20 Audi

8.4

3

4

5

6

7

8

9

10

11

12

13 Mercedes

4.7

1

2

3

4

5

6

7

8

9

10 Volvo

4.5

1

2

3

4

5

6

7

8

9

10

11 Other (please specify)



Healthcare Utilization
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Healthcare Procedures
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Electronics – Plans to Purchase
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Note: Latest Datapoint is October 2023
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eCommerce
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Social Media
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Home Improvement Retail
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Department Stores
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Restaurants – Visited in Past Month
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Big Box Retail
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OTAs
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Theme Parks
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Investors
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Investor Stock Market View
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Investors: Interest Rates and Risk
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Bitcoin
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Percentage of Consumers Aware of Bitcoin

33|Source:        Bespoke Market Intelligence Analysis
Monthly Survey - US

Note: Latest Datapoint is October 2023

90%

0% 20% 40% 60% 80% 100%

Yes

Oct (23)
Sep (23)
Aug (23)
Jul (23)
Jun (23)
May (23)
Apr (23)
Mar (23)
Feb (23)
Jan (23)
Dec (22)
Nov (22)
Oct (22)
Sep (22)
Aug (22)
Jul (22)
Jun (22)
May (22)
Apr (22)
Mar (22)
Feb (22)
Jan (22)
Dec (21)
Nov (21)
Oct (21)
Sep (21)
Aug (21)
Jul (21)
Jun (21)
May (21)
Apr (21)
Mar (21)
Feb (21)
Jan (21)
Dec (20)
Nov (20)
Oct (20)
Sep (20)
Aug (20)
Jul (20)
Jun (20)
May (20)
Apr (20)
Mar (20)
Feb (20)
Jan (20)
Dec (19)

Bespoke | Monthly Tracker



Among those aware of Bitcoin: Do you have interest in buying Bitcoin?
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Note: Latest Datapoint is October 2023

Bespoke | Monthly Tracker

69%

73%

71%

74%

71%

70%

63%

68%

65%

62%

68%

63%

62%

64%

64%

66%

63%

62%

59%

56%

53%

55%

52%

48%

44%

45%

47%

44%

44%

44%

46%

46%

51%

53%

49%

49%

51%

58%

59%

59%

62%

56%

58%

62%

62%

62%

60%

62%

63%

61%

63%

61%

58%

23%

21%

23%

19%

21%

23%

27%

25%

26%

26%

24%

27%

27%

27%

26%

21%

24%

25%

26%

24%

28%

28%

25%

32%

31%

30%

30%

32%

29%

32%

30%

32%

30%

29%

28%

31%

29%

27%

25%

27%

26%

29%

27%

26%

25%

26%

25%

25%

25%

25%

25%

23%

24%

8%

6%

6%

7%

8%

7%

10%

8%

9%

13%

8%

11%

10%

9%

10%

13%

13%

13%

15%

20%

19%

17%

23%

20%

25%

24%

23%

24%

27%

24%

23%

22%

19%

19%

22%

20%

20%

15%

16%

15%

12%

15%

15%

13%

13%

12%

14%

13%

12%

14%

12%

15%

19%

0% 20% 40% 60% 80% 100%

Jun (19)

Jul (19)

Aug (19)

Sep (19)

Oct (19)

Nov (19)

Dec (19)

Jan (20)

Feb (20)

Mar (20)

Apr (20)

May (20)

Jun (20)

Jul (20)

Aug (20)

Sep (20)

Oct (20)

Nov (20)

Dec (20)

Jan (21)

Feb (21)

Mar (21)

Apr (21)

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)

Jun (22)

Jul (22)

Aug (22)

Sep (22)

Oct (22)

Nov (22)

Dec (22)

Jan (23)

Feb (23)

Mar (23)

Apr (23)

May (23)

Jun (23)

Jul (23)

Aug (23)

Sep (23)

Oct (23)

No Maybe Yes



Among those aware of Bitcoin: Do you think Bitcoin would be a good or bad investment right now?

35|Source:        Bespoke Market Intelligence Analysis
Monthly Survey - US

Note: Latest Datapoint is October 2023
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Covid

36|Source:        Bespoke Market Intelligence Analysis
Monthly Survey - US



Please rate your level of concern with the Coronavirus (also being referred to as Covid-19 or the Novel 
Coronavirus.

37|Source:        Bespoke Market Intelligence Analysis
Monthly Survey - US

Note: Latest Datapoint is October 2023
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