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“The coronavirus outbreak has accelerated the shift from
cash to contactless payment as well as increasing the use of

mobile banking, reinforcing the importance of
technological innovations in the banking landscape.”

– Emilia Tognacchini, Junior Research Analyst, 24
August 2020

This report looks at the following areas:

• The impact of COVID-19 on Financial Services Consumers.
• How leading financial services brands score on metrics like consumer usage, trust,

preference, differentiation, and satisfaction and recommendation.
• The top scoring brands for particular personality traits including ethics, customer service,

competency, reliability and consumer perceptions about exclusivity and prestige.
• The leaders on hot topics in the financial services sector – progressiveness and

supportiveness, and consumer perceptions about rewarding loyalty.

The coronavirus outbreak has led consumers to review their approach to their finances and personal
spending, increasing their focus on savings and rethinking spending habits. In research run between
6-14 August 2020, for example, 44% of consumers said they were reducing non-essential spending. As
such, it is likely to prove a good time for savings account providers to attract new customers, and for
financial services brands in general to use this revived interest in financial management to reconnect
with their customer base.

At the same time, the pandemic has highlighted the usefulness of technological innovations like mobile
banking and contactless payments, accelerating the shift towards digital banking. It will be crucial for
brands to invest in ensuring that all consumers are comfortable and capable with using such services in
order to provide continual support and efficient customer service, particularly if there is a second wave
in the winter of 2020.

The lockdown and associated disruption has had a huge economic impact, immediately pushing the UK
into recession and, in turn, increasing the financial pressures on many households. Bad debts will
inevitably rise, and cost-conscious consumers will be even more focused on getting the best possible
deal from their financial services providers. This dynamic will also present a major brand challenge, in
terms of how providers support their customers through these difficult times.

In contrast to the 2008/09 recession, where banks were cast as enemy in the media, COVID-19
provides financial services brands with the opportunity to challenge negative assumptions and highlight
the vital role that financial institutions can play in supporting single individuals and the whole economy.
As well as supporting consumers during the peak of the crisis, brands can take a more far-sighted
approach by sharing their plans to support their customers in the medium and longer term.
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New brands more likely to be seen as progressive
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Figure 19: Top ranking of brands in the financial services sector, by overall usage, November 2017-June 2020
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Figure 21: Top ranking of brands in the financial services sector, by agreement with “A brand that I trust”, November 2017-June 2020

Prevent confusion to boost consumer trust

Monzo’s customers are highly satisfied
Figure 22: Top ranking of brands in the financial services sector, by satisfaction (net of “good” and “excellent” responses), November
2017-June 2020
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Figure 23: Top ranking of brands in the financial services sector, by excellent reviews, November 2017-June 2020

Smaller brands tend to earn better reviews

The Impact of COVID-19 on Financial Services Consumers
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PayPal Credit can appeal to new online shoppers
Figure 24: Top ranking in the financial services sector, by likely recommendation, November 2017-June 2020

Consumers prefer heritage brands
Figure 25: Top ranking brands in the financial services sector, by commitment (net by “It is a favourite brand” and “I prefer it over
others), November 2017-June 2020

FCA introduces temporary COVID-19 measures

Admiral and LV= support their customers throughout the pandemic

Post Office creates a bond with people
Figure 26: Top ranking brands in the financial services sector, by differentiation (net of “It is a unique brand” and “it is somehow
different from other brands”), November 2017-June 2020

Revolut targets more generations at once

MasterCard offers a fluid approach to identity

Make digital banking accessible to everyone

New brands lack the perception of reliability

Helpful brands are also perceived as ethical
Figure 27: Top ranking of brands in the financial service sector, by agreement with “Ethical”, November 2017-June 2020

Animal Friends puts animal welfare first

MasterCard offers a fluid approach to identity

Invest in customer service to boost brand loyalty
Figure 28: Top ranking of brands in the financial services sector, by agreement with “A brand that has great customer service”,
November 2017-June 2020

Make digital banking accessible to everyone

Bupa is seen as exclusive …
Figure 29: Top ranking of brands in the financial services sector, by agreement with “Exclusive”, November 2017-June 2020

… but may benefit from becoming more accessible post-COVID

American Express is seen as prestigious
Figure 30: Top ranking of brands in the financial services sector, by agreement with “Prestigious”, November 2017-June 2020

Competence leads to trust
Figure 31: Top ranking of brands in the financial services sector, by agreement with “Competent”, November 2017-June 2020

New brands lack the perception of reliability
Figure 32: Top ranking of brands in the financial services, by agreement with “reliable”, November 2017-June 2020

Tesco Bank offers unique rewards
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Starling Bank launches its Connected Card

COVID-19 puts pressure on banks

Reward loyalty for longer-term success
Figure 33: Top ranking of brands in the financial service sector, by agreement with “A brand that rewards loyalty”, November
2017-June 2020

CompareTheMarket treats its customers

Tesco Bank offers unique rewards

New brands more likely to be seen as progressive
Figure 34: Top ranking of brands in the financial services sector, by agreement with “Progressive”, November 2017-June 2020

Starling Bank launches its Connected Card

Price comparison specialists more likely to be seen as helpful
Figure 35: Top ranking of brands in the financial services sector, by agreement with “helpful”, November 2017-June 2020

COVID-19 puts pressure on banks to assist

Abbreviations

Loyalty and Switching in Financial Services

Progressiveness in Financial Services

Helping Consumers

Appendix – Data Sources, Abbreviations and Supporting Information

Appendix – Brand Used
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