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NEW WAYS TO
REACH THE WEALTHY

Ipsos’ widely-used study of
Affluent Americans has some
surprising findings as the
new year kicks off—ones
that can help marketers
embrace people’s desire

for closeness.

US AUDIENCE MEASUREMENT | NEW WAYS TO REACH THE WEALTHY

The coronavirus pandemic has changed the
day-to-day interactions of Affluent Americans,
strengthening communication within tightly knit
families while weakening interactions with
almost everyone else. For marketers, this world
of changed interactions means old ways of
messaging to Affluents don’t work anymore.
But what does work? Marketers should focus
on one mission: Messaging that makes people
feel close to others.

For more than 40 years, Ipsos has tracked the
lives and lifestyles of financially successful
Americans in its syndicated Affluent Survey and
quarterly Barometers.This wave offers guidance
to marketers on the changes that COVID-19

has brought to wealthy consumers—and shows
what can be learned from them.




In Ipsos’ most recent study of the Affluent, respondents told
Ipsos that prior to COVID, they typically communicated with 5.1
kinds of people in an average week (out of 19 interpersonal
categories from spouses to close friends, co-workers to store
clerks). On average, men and women interacted with the same
number of groups, although there were distinct differences

with parents and siblings than men, while men were more likely
to connect with their children and co-workers than women.

Roughly a third of Affluents communicated significantly more with
their immediate family (spouses/children) as a result of COVID,
given the great likelihood that they were somewhat confined to
the same living quarters during the lockdowns. Few Affluents

between the sexes: women were far more likely to communicate ) ) , L
claimed to have communicated less during this time.

Pre-Pandemic Weekly Communication

51%
42%
23%
19%
21%
17%

Spouse/ Close My My Coworkers/  Sibling(s) Other Work Other Store clerks/ My Other
partner friends parents child(ren)  colleagues family clients friends barista/ in-laws professional
members delivery contacts

people

= Male Female

© Ipsos | Source: Ipsos Affluent Barometer, September 2020 \ q42017. Before the coronavirus pandemic began, who of the following would you typically communicate with in an average week?
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But outside of the family, communication was more likely to
be negatively impacted, and most other categories saw bigger
declines in communication.

Changes in Communication as Result of COVID

About

the same
My child(ren) 6% 42% 52%
Spouse/partner 3% A% 56%

My parents 9% 29% 62%
Sibling(s) 11% 23% 66%
Close friends 24% 20% 56%

My grandchild(ren) 11% 19% 70%
Other friends 33% 15% 52%
Other family 19% 13% 68%
Coworkers/
colleagues 32% 1% 57%
Work clients 37% 9% 54%

My doctor 22% 6% 1%
Store clerks/barista/
delivery people 45% 4% 51%

M Less M More

© Ipsos | Source: Ipsos Affluent Barometer, September 2020
q42018. During the coronavirus pandemic, would you say you have been communicating with the following people/groups more, less, or about the same amount? (Among those applicable.)




These changes make it imperative for marketers to recast their
messaging in a way that makes Affluents feel close to others,
especially given the changes that have occurred within age
groups. While increased communication within Affluents’ families
occurred in every generational group, both Gen X and the
Boomer/Senior cohorts slipped when it came to the extended
family. This may be due to the fact that these extended family

Impact of Familial Communication (Net More/Less*)

4% 45%

members are less important to individuals focused on protecting
their immediate family. For Millennials and members of
Generation Z, their facility with technology, especially video
chatting, texting and social networking, likely accounted for their
ability to maintain and increase communications with family
during the pandemic.

Spouse/partner My child(ren) My grandchild(ren) Sibling(s)

—14% i ~13%
My parents My grandparents Other family My in-laws
members

M Gen Z/ Millennials B Gen X M Boomers / Seniors

© Ipsos | Source: Ipsos Affluent Barometer, September 2020 \ *% of those with increased communication minus those with less communication among those applicable

Another reason for marketers to focus on messaging that makes

people feel close to others: Beyond the family, Affluent Millennials
and members of Gen Z kept up and, in some cases, improved

their interactions with friends and acquaintances, while older

generations suffered. The familiarity and proficiency with using

technology most likely helped younger folks bridge gaps.

Impact on Communication with Friends and Acquaintances (Net More/Less*)

32%

-32%

Close friends Other friends

Boyfriend/girlfriend

—-24%

—28%

Potential romantic People online that I've
interests never met in person

M Gen Z / Millennials B Gen X [ Boomers / Seniors

© Ipsos | Source: Ipsos Affluent Barometer, September 2020 | *% of those with increased communication minus those with less communication among those applicable
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Affluent consumers also became harder for marketers to Across generations, Affluents had decreased levels of

reach in the public sphere. With many offices and retail spaces communication with their co-workers/colleagues, work clients,
closed or under restrictions, it's not surprising that everyone, and other professional contacts.

regardless of age, had fewer interactions with the public.

Impact on Communication at Work and with the Public (Net More/Less™)

17%

—50% —49%

Coworkers/colleagues Work clients Other professional In home workers My doctor Store clerks/barista/
contacts (e.g., babysitter, delivery people
housekeeper, etc.)

M Gen Z / Millennials B Gen X B Boomers / Seniors

© Ipsos | Source: Ipsos Affluent Barometer, September 2020 | *% of those with increased communication minus those with less communication among those applicable

Despite positive news on the vaccine front, Affluents will to be a part of something bigger. Marketing messages that help
continue living in a narrower world until there is widespread Affluents feel part of that “something bigger” will help establish
inoculation. Because people are generally social beings, good will and connections with brands.

with a sense of needing to belong, they’'ll be looking for ways

Contact About Ipsos
Dorothy Advincula, SVP, US Audience Measurement At Ipsos we are passionately curious about people, markets, brands, and
Dorothy.Advincula@ipsos.com society. We deliver information and analysis that makes our complex world

easier and faster to navigate and inspires our clients to make smarter
decisions. With a strong presence in 90 countries, Ipsos employs more
than 18,000 people and conducts research programs in more than 100

GAME CHANG ERS countries. Founded in France in 1975, Ipsos is controlled and managed by

research professionals.
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