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HOW FINANCIAL 
COMPANIES CAN 
BUILD ON THE 
TRUST THEY 
GAINED DURING 
THE PANDEMIC



After losing trust over the past 13 years,  
the financial industry has just started to see 
an upturn during the COVID-19 pandemic, 
thanks to providing support to consumers 
and businesses during this tumultuous time.

However, the sector isn’t out of the woods 
yet, and it’s important to combat negative 
perceptions through targeted and thoughtful 
actions, initiatives and communications.

The pandemic has provided 
an opportunity for financial 
companies to provide 
much-needed business 
support and focus on  
strategic communications 
to gain trust

KEY TAKEAWAYS:
•	� Continue to build on the financial 

industry’s trust rebound during  
the pandemic 

•	� Take a stand, but align your words 
with appropriate actions

•	� Use top trust drivers to craft  
a strategic business and 
communications plan for the 
pandemic and moving forward
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Q: Please look at the list of different types of organizations and institutions. 
In general, do you think each is trustworthy or untrustworthy? 
Source: Ipsos Global Trustworthiness Monitor: Global Country Average of 
18,000 online interviews across 22 countries c500-1,000 online interviews per country 
aged 16/18 – 65/75, 2018 –2021

Global trust in the banking sector has grown  
from 2018 to 2021, according to the Ipsos Global 
Trustworthiness Monitor—a promising upward  
trajectory that can and should be built upon. 

This positive trajectory can likely be attributed to the 
financial sector’s response to COVID-19, when banks 
served as a valuable lifeline connecting businesses 
and individuals to crucial government loans and other 
assistance programs. The Trustworthiness Monitor found 
that corporate value attributes such as “it does what  
it does with the best of intentions” rose five percentage 
points since 2018 and “it behaves responsibly” rose 
four percentage points.

While the past 13 years have seen an onslaught of 
scandals that have eroded trust in the financial sector, 
the COVID-19 pandemic has—surprisingly—provided 
the industry with a much-needed opportunity to regain 
trust. Here’s how the financial industry can capitalize 
on that opportunity.
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At an aggregate level, people have very little sense of how companies
are doing in handling the coronavirus pandemic 

� Don’t know    � Very good job    � Somewhat good job    � Neutral    � Somewhat poor job    � Very poor job

As the chart above shows, there is still a noteworthy number of people who are not aware of what the financial industry has done during the pandemic.
Source: IGRM 2020
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Global trust drivers by importance

Q: Which two or three of the following attributes, if any, are most important to 
you when deciding whether or not to trust an organization or institution?  
Source: Ipsos Global Trustworthiness Monitor: Global Country Average of 21,503 
online interviews across 29 countries c500-1,000 online interviews per country 
aged 16/18 – 65/75, June 25 – July 9, 2021

So, what does this mean for  
the finance industry? 
There is a ripe opportunity to accelerate this  
reputational rebound and use the current  
momentum to continue to grow the gains made. 
We are still not out of the woods with the pandemic. 
With omicron being the latest in a series of 
COVID-19 variants—and no clear sense of new 
possible variants to come—we need to accept 
that the pandemic might be our “new normal” for 
the foreseeable future and simultaneously arm 
ourselves with an action plan for when we are out 
of the pandemic.
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Ipsos Global Reputation Monitor: 
August 2019, ratings of 150+ companies, across 25 countries, more than 20,000 respondents
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IMPORTANCE

There are several strategies that the financial industry can 
employ to create an action plan to make sure that both 
employees and customers trust them. Whether it’s in the 
pandemic or out of it, companies should make sure to: 

•	� Take a stand: Consumers expect companies to voice 
their opinion on sociopolitical issues. We are seeing 
active corporate responsibility on the rise—which means 
that companies that take a stand are more likely to be 
viewed as trustworthy and responsible. This is espe-
cially important during the pandemic, where consumers 
are on the lookout to see how companies are handling 
various critical issues such as vaccination requirements. 
Financial institutions sit at the center of modern society, 
and their actions here resonate far outward.

•	� Be authentic: Consumers are looking for companies’ 
responses during the pandemic. But at the same time, 
it’s crucial to be authentic in that response. It’s important 
that responses align with your corporate values and 
help consumers better understand your company’s 
purpose through both actions and words. It will be 
essential for financial firms to demonstrate alignment 
between messages being pushed outwards and what is 
actually being done. This is a large driver of whether  
or not consumers will invest their money or time, so it’s 
important that it is well thought through. 

•	� Showcase fair treatment of customers and positive 
impact on society: Each industry has drivers of 
corporate responsibility that are unique to them. For 
the financial sector, top drivers are “treating customers 
fairly,” “having a positive impact on society,” and  
“being open about business operations.” These can be 
woven into communications that speak to what is 
happening during the pandemic to maximize impact.
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Better understanding not only the overarching 
drivers for responsibility and trust in the financial 
sector, but the specific drivers of trust for 
your firm, can make the difference between 
communications that get lost in the crowd 
and communications that are authentic, align 
with your company’s values, showcase the 
initiatives and actions your firm is taking, and 
break through the noise. Creating a strong 
business and communications plan that  
is tailored for different generations’ needs 
should be navigated carefully and thoughtfully.
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