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Financial security through COVID-19

Introduction

To better understand how changes in the ongoing coronavirus crisis will 
impact the way people feel about their current finances and long-term 
financial security, Lansons partnered with research house Opinium for its 
study Financial Security through COVID-19: How the crisis has changed 
perspectives on our finances.

At a time of anxiety and financial uncertainty for the nation and the impact 
of economic recession starting to take hold, we unveil five key takeaways 
from our research, conducted among 2,000 UK adults, in two waves – May 
and August 2020.
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1. Consumers remain cautiously optimistic 
about their finances

2. Financial stability is more favourable 
than rapid growth for investors 

3. Consumers look to shore up their financial futures 

4. A reputation restored for the banking sector? 

5. Re-imagining a ‘good’ return
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1. Consumers remain 
cautiously optimistic 
about their finances
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1. Consumers remain 
cautiously optimistic 
about their finances

After the intensity of the first national lockdown and 
ongoing measures to restrict people’s movement, 
interactions and the spread of Covid-19, our study 
found the nation to be cautiously positive about its 
finances, both at the height of the first lockdown but 
even more so during August, rising from 38% in May 
to 43% in August, despite the country officially 
entering economic recession in that time.  

People feeling informed about their financial situation and in control of their 
finances goes some way to explain why this positivity has increased, with 
many able to save more during the crisis and reduce their reliance on debt.

However, despite the nation feeling more informed and in control, 
scratching beneath the surface reveals that the outlook isn’t all rosy, as a 
significant proportion of the population are feeling anxious about their 
financial security.
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1. Consumers remain 
cautiously optimistic 
about their finances

This is particularly true of the younger generations aged 18-24 who are 
most likely to have been furloughed or made redundant and are twice 
as likely to be feeling anxious about their financial situation compared 
to their older counterparts at retirement age. 

Similarly, looking at income shows a big divide into how the nation are 
feeling about their finances, with those from lower income households 
feeling more anxious, pessimistic and negative about their financial 
security compared to higher income households.  

Despite this, what is encouraging is that almost half of the nation feel 
“looked after financially”, a sign that the efforts of the Government and 
the nation’s financial services providers have made a positive impact 
on consumers at a time when support and communication mattered 
most. 

How financial providers are perceived will only become more important 
as we experience the economic downturn. It is positive to see that 
many providers have stepped up to the plate but now is the time to 
maintain this momentum, continue to win over their customer’s trust 
and ensure they retain customer loyalty as an even tougher period 
approaches. 
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Opinium research:
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are positive about their 
current financial situation 

40% 
are positive about 
their long-term 
financial security  

49% 

feel relaxed about their 
financial security, but 34% 
are feeling anxious, 
increasing to 42% amongst 
those aged 18-24 and 39% 
amongst those from 
household incomes of less 
than £20K

43% 

1. Consumers remain 
cautiously optimistic 
about their finances
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feel informed about their 
finances compared to just 
19% who feel uninformed 

47% 
feel looked after by 
their financial provider, 
compared to 25% who 
do not 

59% 

“Given widespread job losses in the 
hospitality sector, it is the young who have 
been impacted the most.”

1. Consumers remain 
cautiously optimistic 
about their finances
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The latest data for July to September 
2020 show’s the UK’s economy 
bounced back from recession with 
record growth of 15.5%.  However, the 
country’s economy is still 8.2% 
smaller than before the pandemic 
struck (ONS).  Analysts warn it will 
shrink again in the final three months 
of the year due to impact of renewed 
local lockdowns.

Research by Consumer Intelligence 
(for Money Mail) found 16 per cent of 
people feel financially better off, with 
38 per cent saving more (June 2020).

Other supporting facts:

lansons.com I opinium.com I #LifeThroughCOVID
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about their finances
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Households’ deposits increased by 
£6.8 billion in September 2020, but 
remained below the average of £17.3 
billion between March and June. This 
compares to additional deposits of 
£5.5 billion in August, and was slightly 
higher than the average in the six 
months to February 2020 (£5.0 billion). 
The strong flow of deposits in 
September can be accounted for by 
deposits into instant access accounts 
(Bank of England).

Households cleared an astonishing 
£5.0 billion of credit-card debt in 
April, which was more than double 
the previous record of £2.4 billion paid 
off in March. In a standard month the 
nation would usually clear £300 
million of credit-card debt (Bank of 
England).

Other supporting facts:

lansons.com I opinium.com I #LifeThroughCOVID

1. Consumers remain 
cautiously optimistic 
about their finances



Expert commentary from 
Jeff Prestridge, personal finance editor, 
Mail on Sunday:
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“Those in employment are more optimistic about their finances than 
maybe we would expect them to be. Remote working has enabled 
many households to save on work travelling costs and big ticket 
expenses such as holidays. This has enabled them to save and pay 
down mortgage debt.

Yet it is a more divided nation than before the pandemic – with 
households that have suffered job losses suffering badly. This division 
will widen as unemployment rises and if a second nationwide lockdown 
is forced on the nation. 

Given widespread job losses in the hospitality sector, it is the young 
who have been impacted the most.

With regards to financial services companies, it’s correct that most 
product providers have shown a sensitive side, but primarily in 
response to direction from the regulator. Whether this is sustained 
remains open to debate. If the economy deteriorates further, we could 
see a sea change with banks protecting their own financial interests.”

lansons.com I opinium.com I #LifeThroughCOVID

1. Consumers remain 
cautiously optimistic 
about their finances
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What to do next?

lansons.com I opinium.com I #LifeThroughCOVID

Tone is everything. Financial services brands can explore more upbeat and 
positive communication that tunes into current customer optimism. 
However, stay close to the mood to carefully judge the balance of positivity 
with realism, particularly as the recession takes hold.

• Insight is critical.  Ask, listen and adapt in response to what customers 
want and need.

• Keep it real.  Use human stories to explore what opportunities could lie 
ahead.

• What next?  What other ways can financial services organisations 
demonstrate they are “looking after” customers, when the Government 
schemes and holidays end?  What matters to them?

1. Consumers remain 
cautiously optimistic 
about their finances



2. Financial stability 
is more favourable 
than rapid growth 
for investors 
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Despite cautious optimism towards current financial 
security, concern around the future of savings, 
investments and protection/personal insurance are 
high. 

Against this backdrop, the study reveals financial stability takes precedence 
over rapid wealth accumulation.

The crisis has galvanised investors to review their portfolios as concerns 
about the long-term value of their investments become heightened.  A 
“health over wealth” mentality could see many changing strategies as 
shallow but more stable growth becomes more important than higher risk 
investment opportunities.

But as investors become more active, they are not shying away from 
investing altogether, as “investing more in 2020” remains a top priority for 
many. Against this backdrop, opportunities exist for both advisers and 
providers alike to engage and support their clients, as they better align their 
investment goals and products with the changing economic landscape.

lansons.com I opinium.com I #LifeThroughCOVID

2. Financial stability is more 
favourable than rapid growth 
for investors 



Opinium research:
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value health over 
wealth when it comes 
to their finances 

17% 
of investors are reviewing 
their investments in 2020

16% 

41% 
of investors are more 
concerned about long 
term value of investments 

plan to invest more in 
2020 as one of their 
top financial priorities 

61% 

lansons.com I opinium.com I #LifeThroughCOVID

2. Financial stability is more 
favourable than rapid growth 
for investors 
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are feeling more 
concerned about 
their level of personal 
insurance 

21% 

lansons.com I opinium.com I #LifeThroughCOVID

36% 
look for stability as 
the most important 
trait for a financial 
services provider 

2. Financial stability is more 
favourable than rapid growth 
for investors 

“The market correction has caused many to 
review, rebalance and reposition.”
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Insurance giant Zurich expects to 
pay more than £15 million in claims 
related to Covid-19.  It paid out £154.2 
million on 3,200 life, critical illness and 
income protection policies in the first 
half of 2020 – compared with 
£140 million in the same period last 
year – with Covid-19 accounting for 
around a third of the increase.

A St James’s Place ‘Value of Advice’ 
report found one consequence of the 
global pandemic has been 
recognition of the value of expert 
financial advice and one of the main 
reasons people turned to advisers 
was for a financial review (58 per 
cent).

Other supporting facts:

lansons.com I opinium.com I #LifeThroughCOVID

2. Financial stability is more 
favourable than rapid growth 
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Opinium’s ‘Impact of Covid-19 on the 
Investment landscape’ report (25th –
29th May 2020) revealed 56% of 
advisers are optimistic about the 
demand for financial advice over the 
next 12 months.

This Opinium report also found 25% of 
investors have rebalanced their 
portfolio and 29% diversified their 
investments since the outbreak of 
Covid -19.

Other supporting facts:

lansons.com I opinium.com I #LifeThroughCOVID
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favourable than rapid growth 
for investors 



Expert commentary from 
Jeff Prestridge, personal finance editor, 
Mail on Sunday:
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“I think the stock market’s recovery from the sharp falls of February and 
March has helped keep investors’ faith in long-term wealth generation –
this is despite dividend cuts. Yet the market correction has caused 
many to review, rebalance and reposition. A low interest environment 
has also maintained investors’ interest in equities.”

lansons.com I opinium.com I #LifeThroughCOVID

2. Financial stability is more 
favourable than rapid growth 
for investors 
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What to do next?

lansons.com I opinium.com I #LifeThroughCOVID

The crisis has galvanised investors to review their portfolios as concerns 
about the long-term value of their investments become heightened.  

• Providers can help investors by offering insight, support and education 
to help and reassure them with both their short and long-term goals.

• The pandemic has revealed myriad vulnerabilities, especially physical 
health and financial provision. Asset managers must act responsibly 
when it comes to risk and reward.

• The direct investment and advice market must support investors 
reviewing their investment goals and products to better align with 
their values.

2. Financial stability is more 
favourable than rapid growth 
for investors 



3. Consumers look 
to shore up their 
financial futures 
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The pandemic bought about an enforced “pause” in 
people’s lives, and the devastating impact of the 
coronavirus on people’s health, wellbeing, and 
financial stability, caused many to reflect and take 
stock. 

In many ways, the pandemic has been a stark reminder of our financial 
vulnerability and has placed a renewed emphasis on financial future-
proofing – not just for the sake of ourselves, but for our loved ones too. 

As people have navigated working from home, changes to the furlough 
scheme, pay cuts, reduced hours and – in an increasing number of cases 
– redundancy, the research shows people have, until now, prioritised 
getting a handle on their immediate debts.  

But people’s focus is now turning towards shoring up financial assets, 
with renewed emphasis on long term savings and investments.  This 
resolve appears to be strengthening as saving becomes a top financial 
priority for 40% of consumers in August compared to 36% in May. 

While saving is a prime focus for many segments of the population, this 
intention will be easier to realise for some more than others. Our study 
shows that saving is less of a priority for lower income households who 
are more likely to be feeling the financial impact of the crisis and have 
less disposable income. 

This reality clearly shows the mixed experiences felt across the nation. 
Financial providers need to think hard about how they communicate and 
engage with consumers to balance and reflect their very different 
financial circumstances and needs.

OPINIUM RESEARCH
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Cash savings and a 
rainy-day fund are key 
priorities for people (48% 
and 40% respectively)

20% are prioritising paying off 
their debt in 2020 

37% 
say that their pension 
matters most when it 
comes to their finances 

3. Consumers look to shore 
up their financial futures 

# 



Opinium research:
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are prioritising owning a 
home and 38% are 
prioritising their family’s 
future financial security

35% 
are more concerned about 
long term value of savings 
with 40% saying saving is 
top priority in 2020 
increasing from 36% in May

39% 

3. Consumers look to shore 
up their financial futures 

“Protection is a big theme to come out of the 
pandemic. It has focused households’ minds 
on ensuring they have built an adequately 
fortified financial castle.”
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More than 9.6 million jobs at more 
than 1.2 million companies have 
been furloughed since the launch of 
the government’s wage subsidy 
scheme in March.

While the much-welcomed 
Coronavirus Job Retention Scheme, 
or furlough, has been extended until 
the end of March 2021, with a review 
in January, experts still warn that 
furloughs could become permanent 
redundancies.

Other supporting facts: 

lansons.com I opinium.com I #LifeThroughCOVID
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The Office for Budget Responsibility 
has said unemployment could more 
than double by the end of 2020 to 
the highest levels since the 1980s. 
Aviation, retail, hospitality and leisure 
are among the hardest-hit sectors.

Since Rishi Sunak’s stamp duty 
holiday was announced, the number 
of homes selling within a week of 
being listed hit a 10-year high and, 
according to Rightmove, more 
properties are selling now than at 
any time over the past 10 years (in 
which Rightmove has been tracking 
the data).

Other supporting facts: 

lansons.com I opinium.com I #LifeThroughCOVID

3. Consumers look to shore 
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3. Consumers look to shore 
up their financial futures 

Expert commentary from 
Jeff Prestridge, personal finance editor, 
Mail on Sunday:

“Protection is a big theme to come out of the pandemic. It has focused 
households’ minds on ensuring they have built an adequately fortified 
financial castle – one held together with an emergency cash fund, 
where debt is minimised and if possible being paid down and where 
financial protection is in place.      

But of course, this is not a homogenous response – many households 
are fighting for financial survival.”
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What to do next?

lansons.com I opinium.com I #LifeThroughCOVID

There are anxious and uncertain times ahead for many; the impact of 
economic recession is deep-rooted and long-standing.

• Financial services providers have a responsibility to support staff and 
colleagues as well as customers during times of recession and 
hardship.

• Business preparation and continuity planning, to manage a long 
period of economic uncertainty, is crucial. 

• The toughest period may still lie ahead.

3. Consumers look to shore 
up their financial futures 



4. A reputation 
restored for the 
banking sector? 
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Just over a decade ago the banking sector was seen 
as the perpetrator of the global financial crisis, and 
with it came long-lasting mistrust and customer 
contempt. 

Today, we are facing another economic crisis, yet this time financial 
providers are cast in a much more positive light. 

The study found consumers feel positive towards their bank and approval 
has increased during the pandemic.  And it poses a unique opportunity to 
build or rebuild trust that was previously eroded and to build better, lasting 
connections with customers.

As uncertainty continues and the recession bites, honesty, transparency, 
and perceived fairness will become increasingly important in the 
relationships financial services brands hold with their customers and clients. 
But as initiatives put in place by banks come to an end, actions and words 
in the next phase (which build on, rather than contradict, the support and 
reliability demonstrated over the next few months) will be critical to 
optimising this opportunity.

OPINIUM RESEARCH
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4. A reputation restored 
for the banking sector? 
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feel positive towards their 
bank compared to just 10% 
who feel negative. This has 
increased from 41% in May 

say they approve of their 
bank since the coronavirus 
pandemic took hold  

48% 

+24% 

the second most important 
trait consumers value in 
financial services providers 
is honesty

45% 

4. A reputation restored 
for the banking sector? 

value fairness in financial 
services provider 27% 
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1.9m customers – equivalent to 1 in 6 
UK mortgage holders – took 
advantage of the Chancellor’s 
mortgage payment holiday scheme 
(UK Finance).

The FCA has told banks to offer a 
range of “tailored” repayment 
options to mortgage borrowers hit 
by coronavirus when the ability to 
claim three-month payment 
holidays is withdrawn at the end of 
October (FT).

Other supporting facts: 

lansons.com I opinium.com I #LifeThroughCOVID
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The Monetary Policy Committee at a 
special meeting on 19th March voted 
to cut the Bank rate to 0.1%, designed 
to in turn ensure the interest rates 
charged by banks was reduced.

Among a series of measures 
implemented by the Bank of England, 
UK banks agreed they would not pay 
any dividends to their shareholders 
that were still due from 2019 and will 
not pay any new dividends until the 
end of 2020.

Other supporting facts: 

lansons.com I opinium.com I #LifeThroughCOVID

4. A reputation restored 
for the banking sector? 



Expert commentary from 
Jeff Prestridge, personal finance editor, 
Mail on Sunday:

“Banks have had a ‘good’ pandemic but let’s not lavish too much 
praise on them. Most of the ‘good’ has come as a result of instruction 
from the regulator. I detect cracks in reputational restoration – banks 
no longer accepting applications for new business accounts (how 
crazy), yet more branches being shut. 

And of course, there would be outrage if the banks responded to 
negative interest by charging savers.”

OPINIUM RESEARCH
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for the banking sector? 
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What to do next?

lansons.com I opinium.com I #LifeThroughCOVID

The nation’s banks still carry a legacy from the Great Financial Crisis and last 
recession, but there is a unique and unexpected opportunity to turn the tide 
on the reputational challenges of recent years

• Reputations take a long time to build but moments to destroy. The 
action financial services organisations take now will determine their 
reputational path for the next decade.  Reputation management must 
be a board-level concern as financial services  providers look to 
rebuild and recover.

• Embrace change. Pressure will remain on financial services providers 
to continue delivering for customers and colleagues alike.  Scrutiny will 
remain over how profits are made and whether brands are living up to 
their Covid-19 legacy.  Organisations need to be bold in considering 
what their transformation needs to look like, to build on this 
momentum.

• Reset the narrative.  This is the time to reposition for a new future, 
based on greater trust and goodwill.

4. A reputation restored 
for the banking sector? 
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5. Re-imagining 
a ‘good’ return

It is a light which now shines more intensely on the financial services 
industry than ever before. Customers know and care about the way 
companies have treated and supported their staff during the pandemic.  
They seek evidence that the brand they trust with their money is principled 
and reliable. They are showing greater interest in where their savings and 
pensions are invested.

This trend is most evident within the investment sector as it renews focus on 
ESG and impact investing. The Woodford scandal has set the scene for 
more scrutiny on ESG metrics and the pandemic has only intensified this 
resolve. 

With interest growing particularly with younger age groups, increased 
opportunities exist for providers to engage and influence the next 
generation of investors. 

The coronavirus pandemic has created a new 
interest in and greater importance (in the mind of 
consumers) on the role of businesses in society; how 
they are governed, how they behave and how they 
address society’s biggest issues, including climate 
change and inequality. 

lansons.com I opinium.com I #LifeThroughCOVID
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the most important 
trait people want from 
their financial services 
provider(s) is reliability 

48% 

want their bank / building 
society to invest their savings 
in a way that is good for the 
environment and 32% hold 
this view more strongly since 
the Covid-19 outbreak 

of consumers value 
responsibility from 
their providers 

58% 

38% 

are more interested in 
sustainable investments 
since Covid-19 rising to 41% 
amongst 18-34 year olds 

27% 

5. Re-imagining 
a ‘good’ return
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value authenticity from 
their financial provider

lansons.com I opinium.com I #LifeThroughCOVID

14% 

36% 
say being principled is a 
main consideration for 
their financial security 

“Consumers want financial providers to do 
the right things – run their businesses in the 
right way. It’s a trend that is here to stay and 
rightly so.”

5. Re-imagining 
a ‘good’ return
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UK fund flow data from transaction 
network Calastone found that the 
amount of new money invested in ESG 
equity funds between April and July 
exceeded the combined flows for the 
previous five years.

A recent study by Morningstar found 
most sustainable funds have beaten 
traditional funds even excluding 2020’s 
unusual market conditions. 6 out of 10 
sustainable funds delivered higher 
returns than equivalent conventional 
funds over the past decade, 
undermining claims that investing 
based on environmental, social and 
governance principles hampers 
performance (Morningstar, FT).

ESG funds’ low exposure to oil and gas 
helped them to outperform the wider 
stock market during the March 
coronavirus sell-off.

lansons.com I opinium.com I #LifeThroughCOVID

Other supporting facts:

5. Re-imagining 
a ‘good’ return



Expert commentary from 
Jeff Prestridge, personal finance editor, 
Mail on Sunday:

“I think it’s great that customers are being more demanding of their 
financial product providers. They want them to do the right things – run 
their businesses in the right way. It’s a trend that is here to stay and 
rightly so.”

OPINIUM RESEARCH
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What to do next?

lansons.com I opinium.com I #LifeThroughCOVID

Purpose matters.  Identifying purpose in a post-Covid world – and identifying 
how that will impact governance, customer service, treatment of employees 
and shareholder returns – should be top priority for the financial services 
industry.  But it has to be more than words on a wall.

• Covid-19 has shifted perceptions of what matters and what people 
care about. Multiple stakeholders will place greater importance on a 
company’s behaviours and principles.  Purpose must be articulated, 
then embedded in the fabric of how the organisation is run.

• Sustainability is critical and should be aligned – if not embedded in –
purpose. 

• But reputation comes from action and words. Purpose requires 
commitment to change and trust comes from demonstrating that 
commitment. Tangible goals, aligned with purpose should be 
identified, monitored and reported on.  

5. Re-imagining 
a ‘good’ return



Conclusion: 

What next for financial services brands? 

As we continue to live through rapidly changing and uncertain times, long 
term financial security and protection will remain a priority.  And reputation 
really matters. The critical currency is trust.  Equity comes from track record –
particularly evidence of action during Covid-19, demonstrating 
understanding and empathy, showing principles and putting words into 
action.  Listening, engaging and being willing to adapt and change will be 
fundamental for those financial services brands which can take greatest 
advantage of this unique opportunity to turn the tide, especially on the “bank 
bashing” of the last 10 years. 

The study highlights five priorities for financial services providers in a life after 
Covid-19. 

If you would like to speak to a member of Lansons’ specialist asset 
management, corporate reputation, employee engagement or marketing 
communications teams about any of these issues, please get in touch.

1. Consumers remain cautiously optimistic 
about their finances

Tone is everything.  Financial services brands can explore more upbeat and 
positive communication that tunes into current customer optimism. 
However, stay close to the mood to carefully judge the balance of positivity 
with realism, particularly as the recession takes hold.

- Insight is critical.  Ask, listen and adapt in response to what customers 
want and need.

- Keep it real.  Use human stories to explore what opportunities could lie 
ahead.

- What next?  What other ways can financial services organisations 
demonstrate they are “looking after” customers, when the Government 
schemes and holidays end?  What matters to them?

43
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Conclusion: what to do next? 

2. Financial stability is more favourable than rapid 
growth for investors 

The crisis has galvanised investors to review their portfolios as concerns 
about the long-term value of their investments become heightened.  

- Providers can help investors by offering insight, support and education 
to help and reassure them with both their short and long-term goals.

- The pandemic has revealed myriad vulnerabilities, especially physical 
health and financial provision. Asset managers must act responsibly 
when it comes to risk and reward.

- The direct investment and advice market must support investors 
reviewing their investment goals and products to better align with their 
values.
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Conclusion: what to do next? 

3. Consumers look to shore up their financial futures 

There are anxious and uncertain times ahead for many; the impact of 
economic recession is deep-rooted and long-standing.

- Financial services providers have a responsibility to support staff and 
colleagues as well as customers during times of recession and 
hardship.

- Business preparation and continuity planning, to manage a long period 
of economic uncertainty, is crucial. 

- The toughest period may still lie ahead.
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Conclusion: what to do next? 

4. A reputation restored for the banking sector? 

The nation’s banks still carry a legacy from the Great Financial Crash and last 
recession, but there is a unique and unexpected opportunity to turn the tide 
on the reputational challenges of recent years.

- Reputations take a long time to build but moments to destroy. The 
action financial services organisations take now will determine their 
reputational path for the next decade.  Reputation management must 
be a board-level concern as FS providers look to rebuild and recover.

- Embrace change. Pressure will remain on financial services providers to 
continue delivering for customers and colleagues alike.  Scrutiny will 
remain over how profits are made and whether brands are living up to 
their Covid-19 legacy.  Organisations need to be bold in considering 
what their transformation needs to look like, to build on this 
momentum.

- Reset the narrative.  This is the time to reposition for a new future, based 
on greater trust and goodwill.

46

OPINIUM RESEARCH
LANSONS

lansons.com I opinium.com I #LifeThroughCOVID



Conclusion: what to do next? 

5. Reimaging a ‘good’ return

Purpose matters.  Identifying Purpose in a post-Covid world – and identifying 
how that will impact governance, customer service, treatment of employees 
and shareholder returns – should be top priority for the financial services 
industry.  But it has to be more than words on a wall.

- Covid-19 has shifted perceptions of what matters and what people care 
about.  Multiple stakeholders will place greater importance on a 
company’s behaviours and principles.  Purpose must be articulated, 
then embedded in the fabric of how the organisation is run

- Sustainability is critical and should be aligned – if not embedded in –
Purpose 

- But reputation comes from action and words.  Purpose requires 
commitment to change and trust comes from demonstrating that 
commitment.  Tangible goals, aligned with Purpose should be identified, 
monitored and reported on.  
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