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Key U.S. Performance Indicators 

Meaningful Economic Measures Moving in a Positive Direction

Mobility4

Vaccination Rate1

24%

GDP Forecast8

2%

42%

17%

58%

Nov 3

Airline Travelers7

for the S&P 500

year-to-date 
return 

Equity Market Performance2
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Consumer Sentiment3

Construction Spending6

New Business Formations9

Source: CDC. Ipreo. Census Bureau. University of Michigan. Apple Mobility Trends Report. Transportation Security Administration. Federal Reserve Bank of St. Louis. Refinitiv Eikon. Bloomberg. 1. Fully vaccinated population. 2. Calculated as of 

November 3, 2021. 3. Index measuring consumer sentiment, Q1 1966 = 100. 4. Reflects daily changes (on a 7-day moving average) in requests for driving directions in Apple Maps compared to a baseline volume on January 13, 2020. 5. Calculated as 

of November 4, 2021. 6. Value of total construction put in place in the US, seasonally adjusted. 7. TSA checkpoint traveler throughput. 8. U.S. GDP forecast for 2021. 9. Core business applications for tax IDs, seasonally adjusted.
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US Consumer Confidence

Source: Morning Consult.

US Consumer Confidence

Confidence pulled back in August… but its downward trend seems to have eased…
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Bank Earnings – Mostly Bullish Outlook and Strong YoY Volume Growth

“This quarter, the economy continued to make solid progress, and our clients 

continue to perform well, having adjusted to the operating environment.”

“Corporate client sentiment remains very positive, with healthy cash flows and 

liquidity driving M&A activity and deleveraging. And consumer balance sheets remain 

unusually strong on the back of the increasing consumer net worth during the 

pandemic. Now all that said, growth has come off the boil a tad.”

“While there certainly are risks that remain…Consumers' financial condition remains 

strong with leverage at its lowest level in 45 years and the debt burden below its long-

term average. Companies are also strong as well.”

“Sales are still up, credit card, debit card spend still up, consumers in great shape. 

And capitalism works. I doubt we'll be talking about supply chain stuff in a year. I just 

think that we're focusing on it too much. It's simply dampening a fairly good economy. 

It's not reversing a fairly good economy.”

Debit
+17%

Credit
+26%

RPL
+14%

Credit
+24%

Debit
+18%

Credit
+30%

Debit
+15%

Credit
+24%
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Retailer Earnings – Seeing A Return to Normal, or the New Normal

“We're seeing obviously a record number of customers coming back into our stores…What we're seeing from a behavior standpoint are very 

similar behaviors from customers as we've had in prior quarters in pre-COVID. So routines are beginning to normalize…Our peak hours have 

returned to pre-COVID behavior.”

“We also saw better-than-expected in-store results as traffic in our stores continue to increase…We believe the increased traffic is being driven 

by our ongoing efforts to protect the health and safety of our employees, customers and communities and the higher vaccination rates that are 

helping customers become more comfortable in returning to stores…The consumer backdrop remains strong throughout the quarter.”

“But as vaccines have reached critical mass of people in the U.S. and some places around the world, we're beginning to see a different future 

taking shape. Finally, we're coming together again in our communities, and cities around the world are beginning to open up and get back to a 

new normal.”

“If you look at different countries, how long the impact of the Delta variant lasts, if you like, on consumer behavior, we are seeing some 

consumers return to normal behavior, returning to offices in some cases.”
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What’s On People’s Minds – Supply Chain vs. Covid

Source: Google Trends. Note: Interest over time. Numbers represent search interest relative to the highest point on the chart in the US. A value of 100 is the peak popularity for the term. A value of 50 means that the term is half as popular. A score of 0 means there was not enough data for this term.
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Supply chains have been a hot topic for the last 

year, and even more so recently…

..though it still pales in comparison to people’s 

interest in the Delta variant of Covid

Popularity of search queries in Google Search for “supply chain” Popularity of search queries in Google Search for “supply chain” compared to 
“covid” and “delta”
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Holiday Retail Sales Forecasts
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2021 

vs.
Feb Mar Apr May Jun Jul Aug Sep Oct

2019 -6.9% -4.3% 12.4% 7.8% 5.4% 5.6% 5.0% 4.5% 6.9%

2020 -14.1% 10.1% 54.9% 36.3% 21.4% 22.4% 19.6% 16.9% 22.2%

8

Overall Spending Trends  |  National

Year-Over-Year (YoY) Spending Growth Trajectory
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Sector Growth Summary  |  National
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8.3%

7.3%

6.9%

4.7%

3.1%

2.8%

1.1%

1.0%
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-12.4%

Furniture

Sporting Goods

General Merchandise

Grocery

Building and Garden Supply

Gasoline Stations

Auto Parts

Electronic and Appliances

Restaurants

Specialty Retail

Total SpendTrend

Clothing and Accessories

Services

Leisure and Entertainment

Health and Personal Care

Hotels

NonStore Retail

Travel

Spending Growth – October 2021 vs. October 
2019

Source: Fiserv. Note: Data represents Brick & Mortar and E-Commerce, on a same-store-sales basis. Non-Store Retail represents pure-play E-Commerce and retail merchants, subscription services, etc.

Several sectors that were 

strongest during the height of the 

pandemic remain strong, such as 

Furniture, Grocery and Building 

and Garden Supply. While Travel 

still remains depressed versus 

2019’s levels, the sector has 

staged an impressive rebound in 

2021.
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YoY Spending by State (year-to-date vs. 2019; Brick & Mortar)
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Overall Spending Trends  |  US, Nebraska and Omaha (Brick & Mortar)

2021 vs. 

2019
Feb Mar Apr May Jun Jul Aug Sep Oct

Total US 4.4% 9.4% 11.5% 9.7% 10.4% 10.5% 7.2% 8.2% 7.1%

Nebraska 9.7% 14.2% 13.3% 10.6% 10.6% 10.9% 7.9% 9.6% 9.1%

Omaha 6.2% 10.3% 9.2% 6.3% 6.7% 6.3% 2.6% 5.0% 4.4%

Year-Over-Year (YoY) Spending Growth Trajectory
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Sector Growth Summary  |  Nebraska (Brick & Mortar)

18.9%
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Spending Growth – October 2021 vs. October 
2019

Source: Fiserv. Note: Data represents Brick & Mortar only, on a same-store-sales basis. 
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Sector Growth Summary  |  Omaha (Brick & Mortar)
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Source: Fiserv. Note: Data represents Brick & Mortar only, on a same-store-sales basis.
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YoY Spending by NE County (year-to-date vs. 2019; Brick & Mortar)

Source: Fiserv.
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YoY Industry Performance by State (year-to-date vs. 2019; Brick & Mortar)
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Grocery 20.1%

Furniture 18.6%

DIY 17.0%

Sporting Goods 16.9%

Auto Parts 12.6%

Gasoline Stations 12.0%

Specialty Retail 10.2%

Electronics 8.4%

NonStore Retail 4.6%

Restaurants 4.1%

Clothing 3.6%

General Merchandise 3.1%

Services 0.5%

Health/Personal Care -5.5%

Leisure -9.0%

Travel -9.6%

Hotels -19.7%
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Marketplaces Showing Strong Growth

in gross merchandise value 
for the top 100 online 
marketplaces in 2020

$2.7T

+50% of the top 100 marketplaces 
have been launched in the 
last seven years

29% YoY growth in gross 
merchandise value for 
the top 100 
marketplaces in 2020

of global e-commerce 
sales were on 
marketplace sites62%

Source: Digital Commerce 360.
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Brands Turning to Marketplaces

25%

30%

35%

40%
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50%

55%

New product
development

Establishing
a D2C model

Social media
marketing

Mobile / app
commerce

E-commerce
marketplaces

2019 2020

53%
of brands believe 
e-marketplaces are their 
greatest source of opportunity

26%
of brands not currently selling 
on Amazon want to start 
within the next 12 months

18%
of brands not currently selling 
want to start within one to 
three years

Greatest Source of Opportunity for Brands

Source: Feedvisor.
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SMBs Benefiting From Marketplaces

in GMV on the Amazon 
marketplace in 2020

$300B $25B+
in estimated third-party 

seller profits from selling on 
Amazon in 2020

SMBs selling in 
Amazon’s store

1.9M+

20%

growth in the number of U.S. 
SMB sellers on Amazon with 

$1M+ in sales1

3,700+
American sellers on Amazon 

exceeded $1M in sales for the 
first time1

$160K+
in average sales for American 
SMB sellers, up from ~$100K1

7,500+
European SMBs surpassed $1M 

in sales2

150K+
European-based SMBs selling 

on Amazon2

€90K+
in average sales for European 

selling partners, up from ~€70K1

Source: Company reports. Marketplace Pulse. Note: 1. For the 12 months ended May 31, 2020. 2. 2019.
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Marketplace Brand Aggregators Sprout Up

$1.0B

$5.8B

Dec-20 Jun-21

Cumulative Capital Raised by 
Marketplace Aggregators

~5x 
increase

Source: Marketplace Pulse.
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Disclosures and How to Read the Report

Except as otherwise indicated, all growth rates 

compare current performance to that of the same 

period prior year. We believe year-over-year growth 

better reflects organic spending patterns. Seven-day 

moving averages reflect the mean of the prior seven 

(7) days.

We do not adjust for seasonality. We believe

that seasonality adjustments are best made by

the users of our reports.

Our analysis is based on normalized point-of-sale 

(POS) activity from Fiserv proprietary systems. Our 

data includes only card based payments and checks

where appropriate. Key differences between

SpendTrend and other available reports:

• Government and various third-party reports are 

often based on surveys and estimates rather than 

actual POS activity.

• Government and various third-party reports often 

make sequential growth comparisons (i.e., March 

2021 vs. February 2021 instead of March 2021 vs. 

March 2020).

• Government and various third-party reports make 

adjustments for assumptions and seasonality.

The following terms and conditions (“Terms of Use”) apply to persons who are authorized to receive or obtain possession (“Recipient”) of this SpendTrend® report which was prepared by First Data Merchant 

Services LLC (“First Data”), an affiliate of Fiserv, Inc. (referred to collectively as “Fiserv”) and governs Recipient’s use of the SpendTrend report (including any portions or derivations thereof) and any articles, text, 

data, information, and other materials and services related thereto or included herein (collectively,“SpendTrend report”). If Recipient is a subscriber to SpendTrend report, the terms of the subscriber agreement 

are in addition to and shall control to the extent there is any conflict with the terms herein. Recipient agrees to be bound by, and to use the SpendTrend report in compliance with, the Terms of Use and all 

applicable laws, regulations, and rules. These Terms of Use may be amended from time to time by Fiserv without notice and it is the Recipient’s responsibility to review the Terms of Use on www.spendtrend.com 

for updates, if any. If you have any questions regarding the Terms of Use or the SpendTrend report, please contact Fiserv SpendTrend at spendtrend@firstdata.com.

1. Recipient is permitted to review, use, report, summarize, and print copies of the SpendTrend report solely for Recipient’s internal use as set forth in these Terms of Use. Except as expressly permitted herein, 

the SpendTrend report or any portions thereof may not be otherwise reviewed, accessed, downloaded, used, reported, summarized, copied, reproduced, modified, distributed to third parties, or published in any 

form or media. Recipient may not disclose or make available to third parties, all or any portion of the SpendTrend report (including summaries thereof). The SpendTrend report is created with data that includes 

processing data from Fiserv’s debit, EBT and check information warehouse that Fiserv owns or has a contractual or other right to provide to Recipient through SpendTrend.

2. RECIPIENT SHALL NOT CHANGE, OBSCURE, OR REMOVE ANY COPYRIGHT OR OTHER NOTICE OR LEGEND APPEARING ON THE SPENDTREND REPORT; AND RECIPIENT SHALL AT ALL 

TIMES LIST FISERV AS THE SOURCE OF ANY AND ALL INFORMATION, DATA, REPORTS, SUMMARY, QUOTES, AND OTHER SPENDTREND CONTENT THAT MAY BE DISCLOSED TO THIRD 

PARTIES IN CONFORMANCE WITH THESE TERMS OF USE.

3. Fiserv does not provide any investment or financial advice and is not advocating the sale or purchase of any stocks, bonds, or securities. If Recipient is able to discern an information about a particular entity or 

fund from the information in the SpendTrend report, either alone or with other information in the possession of Recipient. Recipient understands and acknowledges that the information may be insider information 

under applicable law or otherwise restricted and Recipient will limit its use thereof in accordance with applicable laws. Fiserv expressly states, and Recipient hereby acknowledges that this SpendTrend report is 

provided solely for informational purposes only and is not to be used as a substitute for independent financial investment advice nor is it intended to be relied upon by any person or entity, including Recipient’s 

clients/customers, for the purpose of investment or other financial decisions. This SpendTrend report contains forward looking statements which involve significant risks and uncertainties, and a number of factors, 

both foreseen and unforeseen, could cause actual results to differ materially from current expectations. THE SPENDTREND REPORT IS NOT TO BE CONSTRUED AS PROVIDING INVESTMENT ADVICE 

AND SHOULD NOT BE USED OR CONSTRUED, IN WHOLE OR IN PART, AS A BASIS OR RECOMMENDATION FOR AN INVESTMENT DECISION.

4. While Fiserv takes commercially reasonable measures to ensure the accuracy of the information and content contained in the SpendTrend report, Fiserv makes no representations or warranties of any kind with 

respect to the SpendTrend report. Further Recipient agrees that all use of the SpendTrend report by Recipient hereunder shall be: (i) based on Recipient’s own determination and evaluation; and (ii) at Recipient’s 

sole risk. In addition, Recipient shall not, directly or indirectly, challenge, contest, or otherwise disparage the SpendTrend report or the value or validity of any content/information therein. THE SPENDTREND 

REPORT IS PROVID D TO RECIPIENT “AS IS” AND FISERV AND ITS AFFILIATES, AGENTS, SUPPLIERS AND LICENSORS EXPRESSLY DISCLAIM ALL WARRANTIES, EXPRESS OR IMPLIED, IN 

RELATION TO THE SPEND TRENDREPORT OR ANY CONTENT OR ITS USE BY RECIPIENT, INCLUDING ANY WARRANTY OF NON INFRINGEMENT, ACCURACY, MERCHANTABILITY OR FITNESS 

FOR A PARTICULAR PURPOSE. IN NO EVENT SHALL FISERV OR ITS AFFILIATES, AGENTS, SUPPLIERS OR LICENSORS BE LIABLE FOR ANY INDIRECT, INCIDENTAL, SPECIAL OR 

CONSEQUENTIAL DAMAGES, INCLUDING WITHOUT LIMITATION, DAMAGES FOR LOSS OF PROFITS, DATA OR USE, INCURRED BY EITHER PARTY OR ANY THIRD

PARTY. FISERV AND ITS AFFILIATES, AGENTS, SUPPLIERS OR LICENSORS’ MAXIMUM LIABILITY ARISING OUT OF THE RECEIPT AND USE OF THIS SPENDTREND

SHALL BE SOLELY AS SET FORTH IN THE SUBSCRIBER AGREEMENT OR THE FEES PAID TO FISERV FOR THIS SPENDTREND REPORT.

5. Recipient shall indemnify, defend, and hold harmless, Fiserv, its affiliates, and/or related companies and their respective officers, directors, employees, agents, licensors, expenses, damages and costs, 

including reasonable attorney’s fees, resulting from or related to Recipient’s use of the SpendTrend report, or any portions thereof, and/or any violation of this Agreement or the Terms of Use.

6. Recipient agrees that Fiserv, its affiliates and/or related companies own all rights and title in and to the SpendTrend report, including all content. In addition, all trademarks, service marks, logos, trade dress, 

and names (“Trademarks”) appearing on the SpendTrend report are the exclusive property of Fiserv, its affiliates or other respective owners. Recipient is not being granted any rights, permission, or license to use 

any of the Trademarks. All rights in the SpendTrend report and Trademarks are expressly reserved by Fiserv.

7. Recipient shall not combine the SpendTrend report or any portions thereof with any third party information, data, report, or content: (i) in a manner that states or suggests that Fiserv or the SpendTrend report is 

endorsing, sponsoring, or otherwise affiliated with any such third party content, products , or services; or (ii) to create an independent report, article, index, or other product to be offered outside the Recipient’s 

use.

8. The SpendTrend report may contain references or information obtained from third parties (“Third Party Information”). Fiserv does not make any representations or warranties regarding any Third Party 

Information and Recipient agrees that Fiserv is not responsible for, and does not control the Third Party Information. * If you are not an authorized Recipient of the SpendTrend report, or do not agree to the Terms 

of Use, and have received a copy of the SpendTrend report, you are not permitted to retain the SpendTrend report and must destroy or permanently delete the document/file, and are hereby notified that any use, 

dissemination, distribution, or copying of the SpendTrend report is strictly prohibited.


