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After paying my bills, I do not have money
left to spend on the things I want

I worry about paying all of 
my bills each month
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% Agree by Race

After paying my bills, I do not have money
left to spend on the things I want

I worry about paying all of 
my bills each month

� White   � Non-White
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Who is struggling?
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Key themes 

•  Confidence is rising for most. For affluent 
consumers, there is pent-up demand to 
spend

•  COVID-19 increased inequality; consumers 
expect financial services to address it

•  New products, messaging and customer 
experiences will be required during the 
K-shaped recovery

As vaccinations in the U.S. and around the world 
pick up steam, many companies are looking 
ahead to the economic recovery from COVID-19 
—and this recovery will involve the financial 
services sector in an especially crucial role. 

COVID-19 has highlighted and exacerbated the 
many economic inequalities that exist in our 
society. While some segments of the population 
faced job losses, depleted savings and overall 
extreme financial hardship, others prospered 
through increased savings, capital gains and debt 
reduction during the past year. 

This unequal experience of the pandemic has 
shaped these two divergent groups’ perceptions 
on what “post-pandemic” means. Financial  
services providers will need to balance serving 
these two very different groups during what 
many economists are calling a “K-shaped recov-
ery” when developing communications, creating 
new products and serving customers.



Source: Ipsos Affluent Barometer, Q1 2021

61%

Increased
44%

Stayed
same
49%

Decreased
8%

Household
Net Worth Change

in 2020

2020 Affluent Net Worth Changes
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Among the affluent population, four in 10 share 
that their net worth increased in 2020. With fewer 
options for discretionary spending (e.g. travel, 
entertainment and dining) for a year, this group 
was able to increase savings substantially  
and pay down or refinance high-interest debt. 
Restrictions will likely be lifted this summer and 
there will be a surge of consumer spending due 
to this pent-up purchasing power and current 
rates of vaccination. There are several opportu-
nities for financial services providers to consider.

FOR THOSE WHO WERE 
ABLE TO MAINTAIN 
THEIR INCOMES AND 
WEALTH DURING  
THE PANDEMIC, THE 
LOCKDOWNS ACTUALLY 
IMPROVED THEIR  
FINANCIAL HEALTH
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Credit Card Rewards
With travel and entertainment shut down for  
a year, many rewards earning and redemption 
opportunities on the most popular credit  
cards became irrelevant. Many issuers shifted 
categories on both sides of the equation to  
continue capturing spend during the pandemic. 
Consumers were able to earn (and in some cases, 
redeem) rewards on categories that were most 
pandemic-relevant, such as groceries, takeout/
delivery services and streaming platforms.

However, once travel and entertainment comes 
back to life, issuers will have to consider: 

•  Which of these pandemic-era rewards  
categories should continue? 

•  What is the impact on the original card  
value proposition of these earning categories, 
outside of a pandemic context?

Additionally, travel points balances have swelled 
in the past year due to the lack of redemption 
opportunities. Once restrictions are lifted, demand 
may overwhelm supply. Issuers may need to 
nudge cardholder redemption activity by intro-
ducing additional rewards flexibility to ensure a 
healthy balance sheet and customer satisfaction. 
Ultimately, issuers will have to determine what 
optimal combinations of earn and redeem  
categories cardholders will accept. 

Wealth Management
Increased savings is an opportunity for both 
financial services providers and customers.  
For the first time in their lives, some consumers 
are in the serendipitous position to have a good 
chunk of money to put away. For those that were 
already financially disciplined, the newfound 
additional savings allow for new wealth building 
opportunities. Areas for wealth management 
providers to focus on include:

•  How to convince first-time investors to take 
the first step to financial health and ensure 
continued financial discipline

•  What new services and investment vehicles 
can be offered to new and existing investors 
to preserve and grow the sudden increase  
in investable assets



People are improving their homes
during the pandemic

Yes, started a home improvement project
Yes, completed a home improvement project

23 27 19 45

17 18 16 56

17 19 16 57

Yes, begun planning a home improvement project
No

Q. Since the COVID-19 pandemic began, have you undertaken any 
home improvement projects?

Total

Household income $50K–<$100K

Household income: $100K+

Source: Ipsos Coronavirus Consumer Tracker conducted September 15–16, 2020, among 1,113 U.S. adults.

Most people still own their homes…

Own Rent Neither

67 26 7

74 621

48 45 8

54 35 11

Q. Regarding your type of housing, do you currently...?
Total

White

Black

Hispanic

Sources: Ipsos surveys conducted January 11–12, 2021, among 1,111 U.S. adults, including 311 U.S. adults ages 18–34; and August 16–18, 2017, among 598 U.S. adults ages 18–34.
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Addressing Inequality
The pandemic also triggered a confluence of events that 
greatly impacted home lending. First, with everybody locked 
down, many yearned to upgrade their home environments. 
Secondly, home sales skyrocketed and increased home 
values as buyers sought bigger homes with outdoor space. 
Finally, mortgage rates dropped and remained at new lows. 
As a result, new mortgages and refinances—specifically 
cash-out refinances—reached volumes not seen since the 
period before the 2008 financial crisis, according to the 
Wall Street Journal. Industry analysts foresee a slowdown 
in home lending coming unless rates drop even lower and 
trigger a new wave of customers.

However, the financial services sector may be able to use 
home lending to achieve the renewed commitments made 
towards financial inclusion after the racial justice protests  
in 2020. Home ownership is one of the most effective 
pathways to build wealth. Banks and lenders are in a  
particularly influential position during the recovery to help 
underserved communities achieve this goal.
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Financial services providers can make home 
loans more accessible beyond current assistance 
programs by dedicating resources to understand 
the unique experiences and financial dynamics 
of each community. This will then enable the 
sector to create specific financial products  
to address unique unmet needs. Specifically, 
lenders can:

•  Invest in new models and alternative ways  
to assess risk.

•  Innovate around new loan structures that may 
better match non-traditional income dynamics 
of different communities.

Beyond this, the financial service sector must 
also plan on how to simultaneously serve the 
population which suffered the effects of the  
pandemic the most. COVID-19 cut across racial, 
socioeconomic and gender lines, disproportion-
ately affecting communities of color, lower-income 
workers and women. Banks have a unique 
opportunity to help these segments of the  
population get back on their feet once the  
pandemic is officially declared over. This focus 
not only supports the sector’s commitment  
to diversity, equity and inclusion, but also fulfills 
customers’ expectations of companies in the 
post-pandemic era.

Most Important Social Values

66%

59%

65%

52%

59%

46%

51%

52%

52%

10%

36%

27%

25%

19%

18%

18%

15%

14%

11%

4%

67% Women
51% Men

Important
Most Important

Racial equality

Individual liberty

Religious freedom

Environmental conservation

Gender Equality

Patriotism

Income equality

Tolerance and openness to global cultures

Marriage equality

Other social value not listed above

Source: Ipsos Social Values Research. Q: Looking at the list of social values below, please select all that are important to you. 
(Gender equality, Racial equality, Income equality, Environmental conservation, Individual liberty, Patriotism, Religious freedom, Marriage equality, Tolerance and openness to global cultures, Other social values not listed above.) 
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Prioritizing easier access to credit 
and reimagining traditional risk 
profiles can jump start innovations 
in recovery-specific products for 
impacted populations.  
Immediately during the recovery, these populations will 
need purchasing power, cash flow and a path towards 
building back up their savings again beyond anything 
that they receive from the latest relief bill. Banks can 
accommodate this and create new products, perhaps 
specifically for this time period. Later, as this new  
population builds up credit and demonstrates its finan-
cial responsibility, banks can convert the products into 
more traditional ones for these newly acquired customers. 
Additionally, similar re-thinks of access to credit and  
risk profiles should also concurrently be applied to small 
businesses that serve these impacted communities. 
Innovations that quickly generate working capital  
to finance training and planning activities during the  
transition period will help SMBs fully prepare for a post 
pandemic reopening.

54% EXPECT BRANDS  
TO TAKE A STANCE  
ON EQUALITY
Source: Creative Challenge Social Values 2021 Ipsos Report
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Given vaccination rates and increasing consumer 
confidence, brands must prepare now to address  
a transformed market once the pandemic is over. 
Currently, a potential concern may be that it is  
difficult for consumers to share what anticipated 
needs and attitudes will be later, when we are  
all still in the middle of quasi-lockdowns and  
community spread.

Behavioral Science principles, however, reveal that 
we may be able to peer into the future through one’s 
current vaccination status. From a psychological 
standpoint, getting vaccinated (or being scheduled 
to get vaccinated) is a “temporal milestone” much 
like a birthday or New Year’s Day, marking a fresh 
start. In this case, getting vaccinated indicates that 
the pandemic is effectively over. 

With a national rollout, a subset of the population  
is currently vaccinated. For this group, they are 
already in a “post pandemic” mindset. Conversely 
with the remaining population still waiting for their 
opportunity to receive the vaccine, this group is  
still currently living as we have been since March 
2020—in a “during pandemic” mindset.

ONE’S VACCINATION STATUS CAN BE A STRONG  
DETERMINANT OF PANDEMIC MINDSET 

10%

18%

28%

26%

18%
� Strongly Agree

� Somewhat Agree

� Neither Agree 
    nor Disagree

� Somewhat Disagree

� Strongly Disagree

28% say that they will will return to pre-COVID-19
activities regardless of the actions of others

This has increased from 24% in the past few weeks, 
most likely due to new CDC guidelines on activities allowed 

among the fully vaccinated. This further under-scores 
the vaccinated population’s “post-pandemic” mindset. 

We are therefore, in a unique moment in time where 
research can reveal significant differences between 
the two groups and provide strategic business 
guidance on where to focus on post pandemic 
strategic efforts.
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About Ipsos
At Ipsos we are passionately curious about  
people, markets, brands, and 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 countries. 
Founded in France in 1975, Ipsos is controlled 
and managed by research professionals.
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