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Data sets
included in
this report

GWI USA

Launched in July 2020, GWI
GWI USA is a deep dive into
the habits, behaviors and atti-
tudes of 240m internet users
across all 50 states. With
America changing fast, this
ongoing study tracks new
and emerging trends not
typically covered by market
research providers, like ques-
tions around cultural identity,
race, and ethnicity.
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GWI Zeitgeist

Fielded monthly, Zeitgeist
zeros in on the stuff that
matters. It’s topical, timely,
and relevant. The data in
Connecting the Dots draws
from recontact studies
made throughout 2021.
Respondents who took part
completed GWI Core too.

GWI Worlk

Our B2B data set gives a
detailed view of the lives
of business profession-
als across 10 markets.
Respondents who took part
completed GWI Core too.



Discover the
cdata on our
platform

Every chart has a hyperlink
that will bring you straight
to the relevant question on
our platform. You can then
investigate all data by demo-
graphics, over time, and
among your own audiences.

All the charts that use GWI
Zeitgeist data also have links
that will take you straight to
the relevant question on our
platform. There, you can dig
into the data with no charge.
That’s because all GWI
Zeitgeist data is free — and
always will be.

Each of the
graphs is
numbered

More information can

be found in the Appendix
section at the end of
this report

Just click this icon
to explore the data
on the platform
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Woant to know

how changing
consumer attitudes
cand behaviors will

shape the vear
ahead?

by
CHASE BUCKLE

Connecting the dots 2022 unpacks the
motivations and reasons behind the big
changes. After all, without having the
full picture of your consumers’ mental-
ity, how can you make great decisions?

Here’s what you have to
look forward to.

Connect the dots between what
people say, think, and do.

Uncover the deep logic and
contradictions that make up the
consumer psyche.

Let data and insight pinpoint
the upcoming trends you need
to know.

Be inspired and zero in on what
really matters.

Great insight should be for everyone,
which is why these six articles draw
heavily from our free-to-use Zeitgeist
research. We hope you love them.




The pursuit
of purpose




We've got enmmme

Put that way it doesn’t seem that
long and if there’s one thing the pan-
demic really brought to the fore it’s
that time is too short and fragile to be
wasted. Cliché or not, we're increasingly
seeing this mentality manifested in
consumer attitudes and their view of
the workplace.

[ ] The pursuit of purpose

1 6,790 days

from becoming
an adult to
reaching
retirement

The pandemic not only changed how
we work, but why we work as well.
Employees are increasingly concerned
with how they can make those 16,790
days worth their time. Nailing that
should be the priority of every business
striving to be on the winning side of the
talent war in the year ahead.

.time is too
short and fragile
to be wasted

The “Great Resignation”, whereby a
record number of employees leave
their jobs post-pandemic, doesn’t just
have implications for employers. The
changes in attitudes we're seeing should
be reflected in future ad campaigns too.
For B2C brands and marketers, this is
a great opportunity to support con-
sumers’ pursuit of purpose and rethink
the way you speak to your audience.
Encouraging consumers to step out of
their comfort zone and design cam-
paigns that inspire and nurture a sense
of limitless possibilities will be key.



D

Taking back
control

For better or worse, the pandemic
prompted us to hit the reset button
in many different parts of our lives. It
acted as a catalyst not only for business
and digital innovation but somewhere
in the background it spurred a form of
personal innovation too. At one point all
we had was time to reflect and reassess
our priorities and find out what ulti-
mately makes us happy. Though this
kind of soul-searching isnt unheard of,
especially following a traumatic event,
what we're seeing today are seismic
changes in the collective mindset.

We've seen U.S. consumers in the past
year feeling bolder, more adventurous,
and empowered. Meanwhile, there’s a
diminishing need to be careful and
responsible, especially with finances
— something that’s also driven by a
55% increase in consumers feeling
more optimistic about their personal
finances since Q2 2020.

The pursuit of purpose

+55*

INncrease in
consumers feeling
more optimistic
about their
personal finances

U.S. consumers are feeling bolder,
more adventurous and empowered
% of U.S. consumers who say the following describes them

+16% +9% +8% +7% +7% +6% 7%

oL S T A O O -

Daring Creative Ambitious Outspoken Talented Adventurous Dutiful

% change since Q2 2020

-8% -1%

________ -

Driven Thrifty

(913 14 42 26 25 29 26 20

@© GWIUSA Q220208 Q22021 (@) 41,060 internet users aged 16+

26 29

Q2 2020 @ 022021


https://g-web.in/3DRl9DX

Our Zeitgeist research paints a similar
picture — treating oneself and indulg-
ing is in the top three things that have
become more important to consumers
in the past year (39% say this), behind
saving money (563%) and spending
time with loved ones (47%). This type
of hedonistic mentality even takes
top priority for consumers in mar-
kets like France (565%) and Italy (49%),
signaling a pent-up desire to give in
to temptations.

In practice, this may mean a number
of things — from letting go of the safety
net and normalizing quitting to pur-
suing new experiences, ventures, and
passions. One fruitful way for brands
and marketers to stand out in the year
ahead would be to align their mes-
saging and tone of voice with this new
outlook. “You only live once” (YOLO)
campaigns that nurture consumers’
new aspirations are likely to resonate
the most.

[ ] The pursuit of purpose

Creative expression through
social media is on the rise

% of TikTok users in the following regions who
say they use the platform to post/share videos

Europe @ Latin America @ APAC (outside
@ North America @ VEA of China)
35 35 37
32 34 40
31 30 a2
31 39 a3

Q4 2020 Q12021 Q2 2021

(o} GWI Core Q4 2020-Q2 2021
165,619 TikTok users aged 16-64 across 46 markets

Brands like Lexus and PlayStation are
already jumping on the bandwagon.
With its latest “No ceiling” campaign,
Lexus inspires its audience to “let go of
the wheel” and come up with new ideas.
PlayStation conveys a similar message
through its “Play has no limits” ad
aiming to challenge the status quo of
the real world and present them with
new horizons in the virtual world.

Brands in the travel sector should be
presenting vacationers with equally
exciting possibilities. Now’s the time
to take advantage of an increasingly
adventurous mindset and rising con-
sumer confidence. In a bid to revive
tourism, Visit Dubai’s “A brand new
you” campaign encourages its audi-
ence to rediscover themselves by
exploring the city’s biggest attractions.

Logging into TikTok
every day has
increased by

54"

(Excluding China)


https://www.lexus.com/sparks
https://blog.playstation.com/2021/09/09/the-city-where-play-has-no-limits/
https://www.youtube.com/watch?v=dt7Gu5WH2Y0
https://www.youtube.com/watch?v=dt7Gu5WH2Y0
https://g-web.in/3G1ht4y

L)

Nurturing people’s creative
genius is also a strategy
worth investing your
marketing spend into

The pursuit of purpose

Nurturing people’s creative genius is
also a strategy worth investing your
marketing spend into. Consumers
are increasingly using adjectives like
“creative” and “talented” to describe
themselves. It’s hardly a coincidence
that, at the same time, logging into
TikTok every day has increased by 54%
outside China since the end of 2020.
With “posting/sharing videos” being
one of the most rapidly growing actions
on the platform in each world region,
encouraging user-generated content is
what you should double down onin the
next year. What could be a more pow-
erful way to entertain while spreading
the word than turning your audience
into your influencers?

Such strategies can work wonders even
in more old-school sectors like educa-
tion. Osloskolen in Norway, for example,
encouraged students to create con-
tent for the school under the hashtag
#YourPath, resulting in just under 5
million views and 100% exposure to the
target audience. Samsung has jumped
on something similar with its “Unfold
your world” campaign, where creating
and elevating content is highlighted as
the device’s key selling point.

Regardless of your industry — gaming,
automotive, electronics, travel — the
pursuit of purpose is a journey, so bring
them along with you, and empower
them to dream and create.

Not alive to
make a living

This mentality is also manifesting in
the workplace. But understanding
the real picture is somewhat blurred
by what look like exaggerated state-
ments about mass .
Yes, the pandemic created uncertainty
during which people tend to stay put,
inevitably leading to pent-up resigna-
tions when confidence spikes back up.

In fact, our data set across
17 markets confirms that 32% of pro-
fessionals are likely to search for a new
job in the next six months — a figure
primarily driven by younger age groups.

At the same time though, job satis-
faction levels haven't really changed

since last year and remain as high as
77%, meaning professionals don’t nec-
essarily quit because of an underlying
problem, but because they simply want
a change. Post-pandemic, security and
stability are no longer enough to keep
employees content.

Put simply, to an extent, professionals
have been sheltering in their jobs and
a lookout for new opportunities is inev-
itable as economies recover. VWhether
they’ll actually take the leap depends on
1) how well operational challenges arising
from new workplace arrangements are
managed; and 2) how well businesses
adapt to the fact that people demand
more than just a life of making a living.

20


https://www.adsoftheworld.com/media/digital/osloskolen_dinretning
https://www.adsoftheworld.com/media/film/samsung_unfold_your_world
https://www.adsoftheworld.com/media/film/samsung_unfold_your_world
https://edition.cnn.com/2021/08/24/success/how-to-quit-your-job/index.html
https://www.gwi.com/b2b

Leaving o
job linkea
to WFH
burnout &
workplace
disconnect

% who say the following
about their experience of
remote working

@ All professionals

. Job hunters®

[ ] The pursuit of purpose
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*Professionals who say
they’re likely to look for
a new job in the next 6
months

*Insufficient sample
size for the job hunters
audience
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© Gwiwork Q32021

@ 28,326 professionals aged
16-64 across 17 markets
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https://g-web.in/3FVfUVF

| have 5+ meetings a day | work late at least once a week
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. All professionals
. Job hunters*
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© GwWiWwork Q32021

@ 28,326 profession-
als aged 16-64
across 17 markets
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https://g-web.in/3pabm7S
https://g-web.in/3mXExIo

17"

of professionals
are satisfied with

their job

Though not denying its numerous ben-
efits, WFH stripped our work life of
socializing and collaborating. It wasn’t
long until screen fatigue became a
thing and workers became more
conscious of interacting awith their
colleagues. Among the most common
challenges WFH professionals face
are difficulties communicating
and bonding with colleagues (24%
say this), something that’s on par
with having trouble disconnecting
from work.

And even though professionals might
not outright admit it, we see a strong
link between new work arrangements
and employee turnover. Those looking
for a new job in the next six months
are much more likely than average

The pursuit of purpose

to feel more stressed while WFH, to
work longer hours than before, and to
feel detached from the overall vision.
Meanwhile, those working at their com-
pany’s office are actually less likely to
be looking for new jobs.

As workers feel increasingly empowered
to explore new opportunities, failing to
address such challenges at this point
could mean facing a drop in productiv-
ity, morale, or a full-on spike in employee
turnover. Whether that’s through hybrid
and flexible work arrangements, 4-day
working weeks, or extra time off for
mental health, these are all hurdles of
the past year employers should already
be prioritizing. The other part of the
equation, and the real differentiator
in the year ahead, will be nailing the
post-pandemic worker mentality.

The newly revitalized YOLO mentality
we've seen with consumers manifests
itself in the workplace through the
search for meaning and happiness.
Those looking to quit their jobs are
36% more likely than average to want
to do more meaningful work and 31%
more likely to want work that makes
them happier.

The bottom line is employers need to
reduce the mundane tasks typically
given to younger employees and focus
on nurturing a sense of fulfilment and
purpose. Long gone are the days when
the hours clocked are more valuable
than the results produced. Creating
a culture where employees are given
the freedom to blend their passions
with their work, regardless of senior-
ity, is key.

26



The pursuit of purpose

D

Grab life
by the horns

People feel empowered and confi-
dent to challenge the status quo and
pursue what truly brings them joy, even
if that means sacrificing stability. A
whopping 74% of job hunters are actu-
ally satisfied with their current role,
meaning the desire for novelty trumps
security. Working just for the sake of
it is now largely seen as a waste of
valuable time.

Whether in a professional or consumer
context, people are ready to let go and
live life to the fullest. Following a year

of staying put and abiding by the rules,
the pursuit of purpose has kickstarted
again — this time with fulfilment and
adventure at its core. B2C brands
have a unique opportunity to make
the most of this impetus by designing
campaigns that not only celebrate con-
sumers’ creative genius but also utilize
it. Encourage their pent-up desire to
explore new horizons and nurture their
sense of hedonism. 2022 is promising
a roller coaster and your customers
can’t wait to hop on; make sure you
grab a seat.

e

The desire
for novelty
trumps
security

28



More than
skin deep

The new looks in personal
care and what it means for
marketing

by
TOM MORRIS



L.

Havent done my makeup

for a while (there was a
ockdown) and now I’'m scared
to because judging by TikTok,
makeup has *changed™

Avery Edison March 2021

More than skin deep

Change it did; the beauty industry
may be making a fast recovery,
but to suggest the attitudes of all
consumers are returning to what
they were before couldn’t be fur-
ther from the truth. Concealed by
the pandemic, new routines, behav-
iors, and attitudes are redefining the
beauty landscape.

32


https://www.voguebusiness.com/beauty/beauty-will-bounce-back-faster-than-fashion-u-beauty-indie-lee-beauty-pie
https://twitter.com/aedison/status/1371668641465389056?ref_src=twsrc%5Etfw
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New looks for male

persondal care

Lockdown was a chance to experiment.
Without the steady hands of a profes-
sional, consumers’ beauty regimes were
left up to them. We've done extensive
research into consumer behaviors during
this time — and long after — meaning
we're well-placed to provide insight into
how this impacts cosmetics brands,
retailers, and social media campaigns
in 2022.

In Q12020, 18% of consumers purchased
skincare products every month — behind
the likes of makeup/cosmetics (23%). As
of Q2 2021, consumers now consider
both as important as one another.

[ ] More than skin deep

In the U.S. alone, health and beauty
sales rose $3.74 billion as amateur
cosmetology gripped consumers in
their newfound spare time. This doesn’t
mean people became beauticians
overnight (one look at #lockdownhair-
cuts will tell you that) but it was an
opportunity to learn something new.
For males, in particular, this was a long
time coming.

Male interest in beauty has exploded in
APAC markets such as China, Australia,
and Indonesia, but the impressive
growth in North America and Europe
shows this is truly a global trend.

Since 2018, beauty and
cosmetics has proven to be
the fastest-growing interest
among male consumers

- climbing 21% in this
timeframe

Without the

steady hands of

a professional,
consumers’ beauty
regimes were left
up to them



https://www.ft.com/content/1c8b1b77-7584-49a0-a1a4-f6ac933a6acf

The groom-
boom

% of male consumers who are interested in beauty/who have purchased personal care products in the last month

. Interested in beauty/cosmetics Purchased personal care products

13 14 13 14 15 16 16 15 16 15 16 16

Q32018 Q42018 Q12019 Q22019 Q32019 Q42019 Q12020 Q22020 Q32020 Q42020 Q12021 Q22021

*any of the following personal care products (in-store or online): exfoliating products, grooming & shaving products (e.g. razors), hair coloring
products, hair styling products, hair styling tools (e.g. hairdryers, curlers, straighteners), make-up/cosmetics, moisturizer, skincare products

@© GWI Core Q3 2018-Q2 2021
@ 727940 male internet users aged 16-64 across 43 markets - 966,722 male internet users aged 16-64 across 47 markets

[ ] More than skin deep

34

of males feel more
confident about their

looks than a year ago

The pandemic challenged what
we know about the industry’s
target audiences.

Male interest in beauty/cosmetics
climbed at an unprecedented rate in
early 2020, when much of the world
was in some form of lockdown, just
as female interest showed early signs
of stagnation. In the time since how-
ever, brands have left themselves work
to do if theyre to keep pace with the
trend. As new beauty audiences were
brought into the spotlight, purchase

behaviors failed to match their level of
interest — the onus is now on marketers
to change this; reaching new audiences
and adapting strategies to their needs.

Let’s be clear, this doesnt mean con-
sumers will abandon their new routines
— the majority of those who made
changes expect to keep to them, but
there is a danger some needs aren’t
being met. Reasons for this vary. For
one, there’s always the possibility that
there simply aren’t enough products
available for some audiences.



https://g-web.in/3DUNM2S
https://g-web.in/3lQJSSE

More than skin deep

Men bought
personal care
products at an
unprecedented

rate in early
2020

Male (particuarly those who are het-
erosexual) and LGBTIQA+ consumers
still continue to pip their pre-pandemic
beauty interest/purchase figures, but
this is changing — growth is slow-
ing and, without intervention, set
to decline. Brands urgently need to
match this enthusiasm with prod-
uct variety in order to avoid a similar
pattern of decline witnessed among
female consumers.

At the same time, it's a sign that
some brands aren’t doing enough
to challenge existing concerns within
the industry — and a large part of
that is centered on promoting inclu-
sive beauty. Stigma toward male
consumers buying beauty/cosmetic
products, for example, is a very real
concern and brands have a role to
play in normalizing this — instead of

leaving it up to social media users.
If this isnt enough, then figures for people
of color should set alarm bells ringing;
interest and purchase figures have fallen
14% and 13%, respectively, since 2018 -
the majority of which occurred shortly
after the pandemic began. It’s unreal-
istic to suggest one moment changed
everything — scrutiny toward a lack of
products suited to darker skin tones is
nothing new — but extra scrutiny on
racial representation has only further
highlighted this problem.

Beauty brands shouldn’t shoulder the
blame alone but, as figures with the
power to promote racial diversity, they
have a responsibility to address these
problems. As the profile of beauty
buyers changes, catering to their indi-
vidual needs will be crucial in 2022,
and beyond.
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https://www.voguebusiness.com/beauty/why-beauty-marketing-still-has-an-lgbtq-plus-problem
https://www.vice.com/en/article/wx5kxx/men-makeup-trend-tiktok
https://www.voguebusiness.com/beauty/beauty-blind-spot-inclusive-luxury-colour-cosmetics
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Fostering
inclusive beauty

Consumers, for the most part, have

made changes to their beauty/skincare gg

preferences by ditching the glam and

simplifying things a little. A quarter of I\/l b .
consumers say this, with other leading y eQ Uty reg | | ' Ie

changes to do with buying more prod-

ucts that mOintoin.not.urol beauty as |S d O\Nn -I:O tWO

opposed to enhancing it. p rOd u CtS _th Ot m Q ke
With time on their hands to become

more acquainted (or, in some cases, m e |OO k p rese ntO b | e

unacquainted) with beauty products,

consumers actually had a chance to e n O U g h -|:O r ZOO m
find their own look; to “be themselves”.
Some workplaces are already loosen-
ing dress codes to relieve some of the Emily Gerstell

pressures that existed pre-COVID — an Associate partner at McKinsey

example of how expression and unique-

ness can be promoted in the future.

But there’s still work to do.

[ ) More than skin deep



https://www.thetimes.co.uk/article/lipstick-effect-wears-off-as-pandemic-hits-beauty-industry-rlkg2hjlx
https://www.economist.com/business/2021/09/11/the-pandemic-has-refashioned-corporate-dress-codes
https://www.economist.com/business/2021/09/11/the-pandemic-has-refashioned-corporate-dress-codes

Most agree
society

is too
concerned
with

appecarance

More than skin deep

% of internet users who agree with the following

LGBTIQA+ @ People of color*

Our society focuses too much on
people's looks

| would like to see more models in ads
who look like regular people

| would like to see more diversity of
models in ads

| feel more confident about my looks
overall than | did a year ago

Beauty standards in our society are
changing for the better

*UK & USA data only

@ GWI Zeitgeist September 2021

@ 7,350 internet users - 724 people of color -
494 LGBTIQA+ aged 16-64 across 5 markets

The number of consumers who say
beauty standards are changing for
the better sits at 19%, and brands
can help to raise this — by listening to
what consumers want and adapting
their messaging to ensure inclusive
beauty is upheld, and makes a con-
certed effort to represent all types.

You only need to look at how prom-
inent calls for more diverse models
are among LGBTIQA+ and people of
color in our research to see the impor-
tance of this. Challenger brands like
Fenty Beauty usually come to mind
here, but others are following suit,
doubling down on commitments to
support inclusive beauty.

Just Tin b of those who purchased any
beauty products in the last month say
they feel represented in the advertis-
ing they see, falling to as low as 15%
among LGBTIQA+ consumers in this
group. This doesn’t necessarily put the
onus on beauty brands to change this
- though steering away from filters or
retouched images on social media is
a growing trend — but it’s a reminder

that diverse representation can go a
long way.

That mentality can extend far beyond
advertising too, and provoke food for
thought among retailers of all kinds.
For marginalized consumers coming
in-store, speaking to employees who
can reciprocate their concerns and
suggest products they use themselves
will make a massive difference. There’s
also a need for models that look like
regular people — 35% say this, climb-
ing dramatically among people of color
and LGBTIQA+ consumers. In response,
marketers can be more considerate in
their casting; featuring models with dis-
abilities, skin conditions, and of different
sizes to expand their appeal among
these disengaged audiences.

|11

Even the word “normal” can be polar-
izing — prompting several brands to
remove the word entirely from pack-
aging. In order to encourage consumers
to keep to their beauty routines, big-
name brands need to listen to their
needs. After all, if they don’t, then chal-

lenger brands will.


https://www.theroot.com/big-beauty-tuesday-sephoras-got-a-sample-set-for-us-b-1847717278
https://www.asa.org.uk/news/the-mis-use-of-social-media-beauty-filters-when-advertising-cosmetic-products.html
https://www.asa.org.uk/news/the-mis-use-of-social-media-beauty-filters-when-advertising-cosmetic-products.html
https://www.refinery29.com/en-gb/unilever-beauty-brands-dropping-normal-packaging
https://g-web.in/2Z1Akvf

D
Keeping the
momentum

A change in attitudes may have
brands scratching their heads about
how these apply in the future. Will con-
sumers care less about appearance
going forward, and how will this affect
their routine? Moreover, what does this
suggest about the products they buy?

On the whole, consumers don’t
expect to spend less time getting
their appearance ready ahead of an
event — if anything, they’re anticipating
taking longer.

[ ] More than skin deep

Many of us won’t look the same as
we did back in March 2020, and this
is a chance to showcase new styles,
looks, and techniques. In the case of
work, time spent is expected to be
a lot longer than elsewhere. This
makes some sense; employers may
be re-evaluating their dress codes,
but not their standards.

Appearance is seemingly more impor-
tant in the company of colleagues than
it is among family and friends — given

estimated time spent getting ready for
work sits ahead of a social gathering or
a night out. The bottom line for brands
is to ensure consumers have access to
products that cater to both their spe-
cific needs and their routines.

Products that improve or maintain
dppedrance dre now just as impor-
tant as ones that enhance it. Attitudes
toward beauty may be changing, but
that doesnt mean looking your best is
any less important.

uy



Taking time to
get ready is still
important



https://g-web.in/3j8ahtt
https://g-web.in/3n1OCEh
https://g-web.in/3nazBAm

D

Keeping up

appeadrances

in the year
ahead

[ ) More than skin deep

2022 has a lot to live up to; you
can thank hopes of a new “roar-
ing 20’s” for that.

While the idea of a new Jazz
Age likely has businesses in the
retail, hospitality, and nightlife
sectors giddy with anticipation,
marketers need to wise-up to a
change in consumer mentality.
Theré'll certainly be a resurgence
in appearance-based behaviors
but, this time, it’ll be on a much
larger scale. People don’t nec-
essarily look at beauty products
in the same way they used to,

granting new opportunities for
brands and doing away with pre-

COVID challenges.

This means drafting campaigns
that speak to everyone; leveling the
playing field through tailor-made
products, and utilizing campaigns
that promote inclusive beauty and
the values of diversity and individ-
uality it stands for.

Let’s be clear; beauty standards
won’t change overnight, but
enthusiasm for these kinds of
products can.
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https://www.forbes.com/sites/richkarlgaard/2021/07/13/the-roaring-2020s-a-booming-decade-may-follow-covid-19/?sh=69d791da52a3
https://www.forbes.com/sites/richkarlgaard/2021/07/13/the-roaring-2020s-a-booming-decade-may-follow-covid-19/?sh=69d791da52a3

May we have
your cattention
pledase

RRRRRRRRR



L.

Buy land - they’re
not making
it anymore

Often attributed to Mark Twain,
it's a quote usually offered as invest-
ment advice.

You could come up with something sim-
ilar for time. Just as there’s only so much
land on the Earth’s surface, there’s only
24 hoursin a day. Even before COVID, the
concept of the attention economy, where
publishers of all stripes fight to conquer
time in the day, was gaining currency.

[ ] May we have your attention please

In 2022, vaccines will usher more
consumers into the pandemic
endgame, making that competi-
tion even more fierce in what some
are labeling an “attention recession”.
With our 360-degree perspective
on the consumer, we're uniquely placed
at GWI to track the attention battle
during the pandemic so far, and pro-
vide insight into where it might head
in 2022.

D

Attention
deficit

By some measures, the attention reces-
sion is already here. Q2 2020 of our
Core research saw an unprecedented
spike in virtually all media activities,
prompted by widespread lockdowns.
This then died back, and we're now in
a kind of interim period where it’s not
immediately clear if they’ll return to their
previous levels, or reach new heights.

But while time spent is a useful metric,
it's only part of the picture. Without
understanding how consumers feel,
you're unlikely to know their next move,
the reasons behind it — or what to do
about it.

With that in mind, a good place to start
is news.

The attention recession
is already here



https://www.gwi.com/reports/global-media-landscape
https://www.economist.com/international/2021/07/01/as-lockdowns-lift-media-firms-brace-for-an-attention-recession

The newsiest
event of
all time

Rewind back to early 2020. The world
is being rocked by a once-in-a-lifetime
event. Information is in high demand
and short supply. 35 million viewers

for the most-
viewed TV broadcast ever when they
tune into President Macron’s press con-
ferences on COVID-19. The Netherlands
and the UK see similar peaks. As our
research , news
was the media type consumers were
most likely to consume more of during
the first wave of the pandemic. But
after its initial burst, it began to decline.
Unlike other media, interest couldn’t
stay at those levels.

ve have your attention

Interest
in news
has waxed
and waned

@ @ GWICore Q42019-Q12021

@ € 783171 internet users aged 16-64
across 43 markets - 1,069,743 internet
users aged 16-64 across 47 markets

% of internet users who...

@ . Watch news on TV

v

. Are interested in news

62 64 68 65 64 62
43 uy 45 uy ul 43
Q4 Q1 Q2 Q3 Q4 Q1

2019 2020 2020 2020 2020 2021
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https://deadline.com/2020/04/french-president-emmanuel-macrons-coronavirus-tv-address-draws-record-shattering-35m-viewers-1202908516/
https://www.gwi.com/webinars/coronavirus-media-consumption
https://g-web.in/2Z5kgJ9
https://g-web.in/3aUcqnP

Here is a very important point to
remember: nothing compares with the
sheer sense of shock consumers experi-
enced at the beginning of the pandemic.
Consumers in the UK have consistently
reported less concern about COVID
since March 2020 - even when the
country was in the grip of a deadlier
winter wave, driven by the Alpha variant.
The same thing happened in India when
Delta emerged. The sheer volume of

coverage may have actually been detri-

mental. Consumers that have switched
off news cite too much negativity and
too much COVID content as their main
reasons for doing so.

May we have your attention please

News media is also struggling with
the historic challenge of persuading
people to pay. A decade ago, con-
sumers were as likely to be paying
for digital news each month as they
were for TV or music. Now, consum-
ers have embraced subscription
models for the latter two, but news
has barely moved. The most pop-
ular reasons why someone would
subscribe are better quality news,
exclusives, and in-depth analysis.
These may seem obvious but they
point to embracing the fundamen-
tals of good journalism — something
made plain in recent rebrands, and

arguably the success of certain
Substack newsletters too.

News media should also think long-
term. Unpredictable, “black swan”
events like COVID may appear, but one
of the dominating issues for the next
10-20 years is likely to be the climate
crisis. Bespoke research we conducted
in July 2021 offers some lessons for
how to tackle it — all age groups want
more positive stories, though there’s a
sharp divide between younger readers,
who want more global coverage, and
older readers, who prefer stories with
a local focus.



https://blog.gwi.com/chart-of-the-week/uk-indias-second-waves/
https://www.niemanlab.org/2020/05/the-news-currently-makes-me-feel-incredibly-stressed-after-initial-surges-in-attention-to-pandemic-news-uk-readers-have-started-avoiding-the-news-altogether/
https://www.niemanlab.org/2020/05/the-news-currently-makes-me-feel-incredibly-stressed-after-initial-surges-in-attention-to-pandemic-news-uk-readers-have-started-avoiding-the-news-altogether/
https://reutersinstitute.politics.ox.ac.uk/publish-less-publish-better-pivoting-paid-local-news
https://www.niemanlab.org/2021/09/prioritizing-subscribers-not-fly-by-readers-skift-is-debranding/

Channel
hopping

[ ] May we have your attention please

Perceptions changing around cost of TV
% in the U.S. who...

Think subscriptions for streaming services are getting too expensive

@ Average number of video streaming services used*

(5]

v

Q2 Q4 Q1 Q2
2020 2020 2021 2021

*does not include YouTube services

@© GWIUSA Q22020-Q2 2021

@ 81,092 U.S. internet users aged 16+

Consumers in the U.S. have grown
more optimistic about their finances
over the past year, and more willing
to splash out too. So the fact that the
number who think TV services are too
expensive has grown 26%, is pretty tell-
ing. Some are already thinking about
switching off — in May 2021, a quarter
of consumers were thinking about can-
celing a service, or had already done so.

We should consider this in the context
of the attention economy as a whole.
The perception of TV becoming more
expensive might not just persuade con-
sumers to drop subscriptions, but to
spend time with other media instead.
And for TV, there is one media type in
particular worth keeping an eye on.

+26”

growth in U.S. consumers
who think TV services are
too expensive



https://g-web.in/3G0jw8C
https://g-web.in/2XmO6bc
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Chcange
AV input

If Google Trends is any judge, then the
most significant release of the pan-
demic’s early days was a video game.
Animal Crossing saw a higher peak
of interest in 2020 than either Tiger
King, Tenet, or Taylor Swift’s Folklore
— all canonical lockdown releases in
their own right. Moreover, while the
others had relatively short-lived peaks,
Animal Crossing’s decline in popularity
came down a more gentle slope. With
gaming, those watercooler moments
last longer.

The fates of gaming and TV are likely
to be deeply intertwined. To see this in
practice, we can turn to young people
in the U.S., where something extraor-
dinary has happened in the past year.

In summer 2020, gaming sat just
behind TV in Gen Z’s list of personal
interests, and well behind movies
and music.

(] May we have your attention please

% of U.S. Gen Zers who are interested in the following

. Music Movies . Television . Gaming
58 58 59 60
4y 43 42 42
42 46 51 54
—
———

Q2 Q4 Q1 Q2
2020 2020 2021 2021
@ GWI USA Q2 2020-Q2 2021

10,420 U.S. internet users born between 1997-2005
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https://trends.google.com/trends/explore?date=2020-01-01%202020-12-31&q=animal%20crossing,tiger%20king,tenet,folklore
https://g-web.in/3FZGTzt

Gaming has since drastically overtaken
TV, and is now breathing down the neck
of the other two. For young people, it’s
increasingly becoming the central
medium around which others revolve.

We got confirmation that gaming
wasn’t just a lockdown fad with our Q2
2021 release of GWI Gaming. It showed
that interest in gaming, and time spent
on it, have continued to grow, even with
more out-of-home activities available.
We could also peer into something of

[ ] May we have your attention please

a crystal ball with data from Israel and
the UAE, countries that in the summer
of 2021 were among the first to lift
restrictions due to the success of their
vaccination campaigns.

While local factors come into play,
one of the most striking signs was
that gaming continued to constantly
grow in those countries as a personal
interest. Even as lockdowns were
eased around the world, it continued
to make headway with consumers.
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Music to
audio’s ears

At the time of writing, with workers
tentatively returning to offices, it
wasn’t hard to find articles recom-
mending podcasts to listen to “when
you return to the commute”.

Podcasts have always been linked
closely with traveling to work, but that
overlooks how much they’re ingrained
in domestic environments. Exercise
(and likely sleep) are also currently
more important contexts for podcast
listening than the oft-heralded com-
mute. It’'s partly because of this that
audio of all kinds has thrived under
lockdowns, and will continue to do so.
Based on average time listening per
day, music streaming is the only media
type to be outperforming its lockdown
peak from Q2 2020.

[ ] May we have your attention please

Domestic contexts more important (11)
than commuting for podcasts
% who listen to audio content in the following places

At home, as a background @)
At home, listening and focusing

At home, listening as the main activity

Exercising

In private transport

On public transport/when commuting

While outside generally

When with friends

10,522 internet users aged 16-64

@ @ GWIzeitgeist September 2021
across 7 markets

How time spent per day has changed during the pandemic (12)
Change in number of minutes spent consuming the following (compared to 2019 benchmark)

@ Social media @ Broadcast TV Music streaming @ Online TV @ Games consoles @ Online press Radio @ Physical press

+10 minutes

2019
benchmark:
O minutes

-5 minutes

Q1 Q2 Q3 Q4 Q1 Q2
2020 2020 2020 2020 2021 2021

@ @ GWiCoreQ12020-022021 ) 769532 internet users aged 16-64 across 43 markets
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https://g-web.in/3DLZmgI?
https://g-web.in/3lR1opZ?

One of the other reasons for audio’s
success — and something that may
have knock-on effects for other types
of media through this attention econ-
omy lens — is screen fatigue.

Our GWI Work research allows us to
glimpse into what people do in the
workplace, in addition to their behav-
jor as consumers. From it, we find that
use of video calls exploded in 2020 but
then dialed back in 2021 — with screen
fatigue the likely culprit. Little wonder
that Google traffic for “eye strain” and
“glare” reached all-time highs at the
back end of 2020. Here we can also
project forward to a world where many
work in a more hybrid way, combining
office days with WFH days. It may be
that issues around looking at different
screens in quick succession boost audio
media at visual's expense.

[ ] May we have your attention please

Attention
tension

Each media channel faces individual
challenges, in addition to the re-ap-
pearance of out-of-home activities.
But some principles can be applied
across the board to retain or win
back customers.

Focusing on distinctive assets, and
becoming more than just another
timesink. Gaming has thrived in part

because of its hybrid social and com-
petitive online spaces; what unique
qualities can others draw on?

Adding value to someone’s life
beyond just capturing their attention
— whether by offering more curation,
boosting discovery, or cultivating
fandom. In a recessionary environ-
ment, focusing on true engagement,

beyond time spent metrics, may well
be necessary.

Providing escapism — which gaming
and audio are almost by default.
Transitioning from a pandemic to
an endemic context is likely to be an
emotionally fraught process for many.
Escapism is a quality that could well
remain in high demand.



https://trends.google.com/trends/explore?date=all&q=eye%20strain,glare
https://blog.gwi.com/chart-of-the-week/wfh-one-year-on/

A virtually
imperfect life

How consumers are sharing the good,
the bad, and the ugly on social media

by
SHAUNA MORAN



A 2019 Adweek article captures the
essence of what it meant to be an
influencer at the time: “flawless skin,
structured cheekbones, perfectly man-
icured eyebrows, and posts that elicit
an air of mystery”.

Pre-pandemic, glamour, luxury, and

ambiguity were at the heart of influ-

encer culture. It paid to be a closed
book with an elaborate cover -
enticing people to read, but never
giving too much away. This meant
content in the limelight was often
surface-level.

A virtually imperfect life

Research from as far back as 2010
speaks of social media fueling new
demand for less artificiality in images;
but brands and their ambassadors are
currently feeling the repercussions of
this long-standing trend most heavily,
after lockdowns sparked a backlash
against the influencer community.

Some audiences are trying to close the
chapter on perfection, meaning com-
panies and social media personalities
who fail to dig deeper may miss out
on an opportunity to meet followers
where they are.

L.

70


https://www.adweek.com/performance-marketing/how-the-humans-behind-cgi-influencers-need-to-adapt-to-consumer-needs/
https://journals.sagepub.com/doi/abs/10.1177/0270467610385893
https://www.telegraph.co.uk/women/life/utterly-irresponsible-death-influencer/

Ditching the
rose-tinted
glasses

,second Instagram accounts
where users share private photos to
a smaller circle, have been around
for quite some time. In the early days,
TikTok was essentially a Gen Z app and
often seen as an escape from the easy
gloss of other sites. It seems younger
consumers have long been aware of
the constraints they feel when post-
ing, but the pandemic has hardened
this sentiment.

According to our GWI USA dataset,
Gen Zs are less interested in influencers

[ ] Avirtually imperfect life

and celebrity news compared to last
year. They’re also less likely to want
their lifestyle to impress others, and
more think it's ok for people to say when
they’re struggling. Gen Zs are not only
a key consumer segment, they’re pow-
erful trendsetters in the world of social
media. If this group is a sign of where
global consumer sentiment is headed,
it’s likely the curated self we've come
to know won’t have the same impact
it once did; this would clear a path for
more diversity and self-expression in
the influencer sector.

Gen Zs are growing tired of “picture perfect” posts
% of social media users in each category who agree with the following statements

®Genz @ Other age groups

There is too much pressure to be perfect on social media

People should show more of their "real" selves/lives on social media

I'm more likely to trust someone if | know their struggles

| care less about impressing others on social media than | used to

| am more open about how I'm feeling online

People who have a platform have a duty to speak up about injustice

@ @ GWI Zeitgeist September 2021 @ 9,223 social media users in 7 markets aged 16-64



https://www.vice.com/en/article/akwvge/question-day-finsta-instagram-secret-account
https://g-web.in/3vv9IPq

Across every age and gender bracket,
there’s a group seeking further
conversation about personal and
societal challenges, and this is echoed
throughout our research. The portion
of American Gen Zs and millennials
saying they always try to speak their
mind has climbed since the end of
2020, which has enhanced general
receptiveness to pages that seem to
accomplish this. Right now, around a
third of consumers are more willing to
trust people if they know about their
difficulties, rising to 44% among those
who are increasingly open about how
they feel online.

[ ] A virtually imperfect life
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Sharing physical and
emotional struggles
doesn’t tarnish
influencer profiles

Recent media examples vali-
date the existence of this mindset.
Traditionally speaking, an athlete’s
success depends on their ability to
master perfection, which is why the
world was shocked when decorated
gymnast Simone Biles withdrew
from the Olympics in the interest of
her mental health. While the move
sparked some criticism, Al platform
HypeAuditor found that the overall
reaction on social media was favora-
ble; and between July 26-August 2,
Biles gained more than 1.8 million
Instagram followers.

Every influencer or athlete will have
struggled, emotionally or physically,
at some point. Sharing this aspect of

their life doesn’t leave a blemish on
an otherwise picture-perfect profile,
but often brings it down to earth in
the eyes of viewers.

Online personalities who don’t feel
comfortable digging this deep can
peel back layers by speaking more
freely about other issues. For exam-
ple, social media users who gravitate
toward people that acknowledge their
flaws are also more likely to say they
mainly use platforms as a space
for sharing opinions. The apparent
rising class of influencers who exist
to spread ideas rather than prod-
ucts — known as “geninfluencers”
— therefore stands to have a positive
impact on their perception of influ-
encer culture.

%


https://www.prweek.com/article/1725356/hypeauditor-simone-biles-gained-followers-olympics
https://www.voguebusiness.com/companies/meet-the-genuinfluencers-who-dont-want-to-sell-you-anything

D

Filters are for
users, not brand
ambasscacdors

Around every potentially harmful fad is
an anti-movement. Alongside straight-
forward tags like #nofilter, which has
over 3.7 billion views on TikTok and
284 million posts on Instagram, others
are turning popular phrases upside-
down using comedly.

Women have taken #thatgirl, a para-
gon of wellness who meditates at 6am
before drinking a kale smoothie, and
used it to mock superficial archetypes
in the schoolyard. Likewise, pages like
“Be A Man” parody toxic masculin-
ity and the illogical outlook some
men have when navigating through
life. Hashtags are a prime way for
brands to insert themselves in trending

[ ] A virtually imperfect life

e

As filters
become
increasingly
common,
unedited
IMmages

are often
viewed as
refreshing

conversations, as long as they’ve con-
sidered existing moods by checking
the relevant stream of posts before
taking part.

Similar to influencer engagement,
where the number of global internet
users following them has mostly stayed
consistent over time, the main change
in filter usage during the pandemic
doesn’t relate to the practice itself, but
ideas around it.
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https://www.tiktok.com/tag/nofilter?lang=en
https://www.instagram.com/explore/tags/nofilter/
https://www.bustle.com/life/what-does-that-girl-mean-tiktok-viral-trend
https://www.tiktok.com/@kaylinwiley/video/6859828648938065158?_d=secCgYIASAHKAESPgo8SI3jtBdL%2FdBBddnj0g7sBsiU2DzSeyLf8dracB8r5nGilfSCsc4Jzqn49s3rhgqJXvfrtI%2FPkpWtHFJLGgA%3D&checksum=10870d4078a7cda420a942637a2a298a1f6a9a8ee23033912544fd0696bd3ed9&language=en&preview_pb=0&sec_user_id=MS4wLjABAAAAYrsmvQ1z8lWgcWGUZnjlJlChBvlkf4xM4Dr4uuiNN9GTYn5oFrl98uCyljX293P8&share_app_id=1233&share_item_id=6859828648938065158&share_link_id=73C0F40F-03A8-4C9E-8343-64D4C3FBB972&source=h5_m&timestamp=1632387942&tt_from=messenger&u_code=de88b37gkjam3b&user_id=6867251411324142597&utm_campaign=client_share&utm_medium=ios&utm_source=messenger&_r=1
https://www.buzzfeed.com/ryanschocket2/this-be-a-man-tiktok-account-hilariously-drags-toxic
https://www.buzzfeed.com/ryanschocket2/this-be-a-man-tiktok-account-hilariously-drags-toxic

Filters are spreading in certain parts of
the world, as others turn their back on
them. Since 2020, Europe and North
America have experienced a drop in the
percentage of Instagram, Snapchat,
and TikTok users applying filters, while
MEA and APAC have witnessed sig-
nificant upticks. As they become
increasingly common, unedited images
are often viewed as refreshing.

Around 1in b social media users want
to see pictures that don’t use filters
from the people they follow, but the
stakes for professionals choosing to
modify content are higher. This year,
Norway made it illegal for influencers
to share retouched photos without a
disclaimer, and this line of thinking is
catching on among consumers.

[ ] A virtually imperfect life
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Since 2020,
Europe and
North Am have
seen a drop

in Instagram,
Snapchat, and
TikTok users
applying filters

You can’t kid a kidder (1)

% of social media users in each category who...

. Beauty expert followers . Aspirational content fans® ‘ Filter users
= = All social media users Heavy social media users
@ 54 50 49 37 29 34

...most want brands to be ...say celebrities/
authentic influencers should make it
clear when they use filters

@ @ Gwizeitgeist September 2021
@ @ 9,223 social media users in 7 countries aged 16-64

*those who like to see influencers/creators post-
ing about beauty, fashion, travel, or fitness

Even filter users aren’t letting these
alterations slide. They tend to have
an aspirational outlook on life, so wed
expect them to be less bothered by
promotional posts that blur reality to
inspire followers; but their demands
tell a different story. Compared to the
average, they’re more likely to want
companies to be authentic.

A growing number of brands work in
long-term partnerships with influencers,
rather than on one off-projects, which
means they’re associated more closely
with the content their ambassadors
create. While editing professional posts
isn't illegal in most countries, businesses
can stay ahead of future regulations
by ensuring they have a strong set of
guidelines that all collaborators are
briefed on; and untouched work can
give both parties an edge in today’s age
of curated perfection.
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https://i-d.vice.com/en_uk/article/88nmy4/norway-retouching-social-media-law
https://www.thedrum.com/news/2020/01/27/do-brands-need-change-the-way-they-work-with-influencers
https://g-web.in/3vv9IPq
https://g-web.in/3DUL25A

The new aesthetic isn’t
always aesthetically

pleasing

2020 was dubbed the year of the

. And there’s a reason
why many relished bundling a group
of random photos together at a time
when societies were undergoing real
hardships: they wanted a break from
their carefully curated online self which
didn’t chime with reality.

As we cover in our

, ditching the glam is a
trend in itself. It's wrong to assume that
those no longer chasing the old idea
of “perfection” have grown less fash-
ion-conscious. Consumers who say
they’re less interested in using filters
demonstrate above-average concern
for their online image and are con-
siderably more likely to cite posting
about their life as a top reason for using

[ ] Avirtually imperfect life

social media. The “in” aesthetic may
have changed, but many continue to
pursue it.

In the present day, a tightly controlled,
shiny version of ourselves doesn’t boost
likeability in the same way it used to.
Past has demonstrated the
advantages of candid (rather than
posed) pictures as a way of making
people seem more genuine, and
it’s likely photo-dumps achieve some-
thing similar.

While there’s still demand for inspira-
tional images that look good, some
consumers want content to better
reflect the reality of post-lockdown life
and support people. Luxury or fash-
ion brands that traditionally rely on

Today’s stylistic ideal is casual and community-minded
% of social media users who most want to see the following from people/groups they follow

Funny/light-hearted content

Sharing information that helps people

Content | find inspirational

Content that looks good

Reviews/opinions on products they've used

Content that's relatable to my situation

Taking a stance on important issues

Content about their life

@ @ GWI Zeitgeist September 2021 @ 9,223 social media users in 7 markets aged 16-64



https://www.inputmag.com/culture/instagram-photo-dump-trend-captions-meaning-kim-kardashian-kylie-jenner-bella-hadid-emma-chamberlain#:~:text=Low%2Deffort%20and%20haphazardly%20put,a%20practice%20of%20the%20past.
https://www.semanticscholar.org/paper/A-Candid-Advantage-The-Social-Benefits-of-Candid-Berger-Barasch/3aeb7c4dc6ff14144ff9c2efac13777265a5a903
https://g-web.in/3aL9wSs
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glamour shots might drive growth by
adding some eccentricity to their mar-
keting mix. Whether that’s in the form
of raw, messy images or self-deprecat-
ing memes, the up-and-coming vibe is
characterized by light-heartedness and
impulsive creativity.

When trying to tap into this mood, the
question should always be: what best
captures me or my brand? Followers
often see through attempts to seem
relatable, hence the term “curated
imperfection” and the sour taste it's
leftin some people’s mouths. Ultimately,
authenticity isnt an aesthetic that can be
mimicked, but something brands need
to get across — in whatever way they can.

Businesses stand to benefit from tap-
ping into the casual posting trend,
which offers an easy way to capture
what happens behind the curtain.
Though the current formats and hash-

tags designed to counteract curated

perfection might not be around in a
few years’ time, the spontaneity and
realness they’ve unleashed is set to
stick around.

Investing in these qualities, both from
a brand and influencer marketing per-
spective, will help players adaptin an
online social climate where many want
to see the world in all its tainted glory.



https://www.mamamia.com.au/what-is-curated-imperfection/
https://www.mamamia.com.au/what-is-curated-imperfection/

How consumers are taking
control of their wellbeing

by
KATIE GILSENAN



et 8

What do | How can

do when | | prevent

get sick? illness and
stay healthy?

It’s impossible to go through a pan-
demic and not think about our physical
and mental wellbeing differently.

Many of us spent much of this time
taking action to keep ourselves and our
loved ones safe. We've praised health-
care and frontline workers around the
world. And we've seen how quickly lives
can change.

As a result, there’s been a step-change
in how many consumers think about

their health and how they manage it.

Two-thirds of consumers say they're
more conscious about looking after
their physical and mental health than
before the pandemic.

How we think about health is shifting
from “What do | do when | get sick?”
to “How can | prevent illness and
stay healthy?”

[ ] At your best
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You OK?

Throughout the pandemic, many people
faced profound losses and uncertainty.
Now, as countries ease restrictions,
there’s still so many unknowns ahead.

At the time of writing, winter still posed
a threat, with many countries debating
the reintroduction of stay-at-home
measures. The risk of long COVID,
new variants, breakthrough cases, and
potential seasonal flu surges also loom
large. For context: 77% of consumers
across all the markets covered in GWI
Zeitgeist are concerned about COVID-
19 variants.

All of this has undoubtedly hampered
consumers’ mental wellbeing, with 44%
saying their stress / anxiety levels have
got worse because of the pandemic.
This is in line with other research that’s
found wellbeing is in decline.

This trend is also reflected in our
GWI USA dataset, which details how
several chronic conditions, like anx-
iety, stress, and back or muscle pain
have risen since Q2 2020, hinting at
the longer-term impact of COVID-19
on complex conditions. At the same
time, we've seen declines in the por-
tion of consumers who say they rarely
feel unwell.

When looking at the impact of the pan-
demic on mental wellbeing, we see many
differences by demographics. Young
people in particular have been dispro-
portionately affected. 50% of Gen Z say
their mental health got worse compared
to 37% of baby boomers. Disruptions to
education, life experiences, and uncer-
tain job prospects, paired with existing
financial burdens like student debt, have
all weighed heavily on young people.

Complex, chronic conditions on the rise
% of U.S. consumers who say...

|

| experience the following
at least occasionally

Back/muscle/joint pain @ Stress @ Anxiety

22 23 24 25
20 22 22 23 Age groups most affected
..................... Stl‘ess
E— 33% | 16-24s
~ Anxiety
34% | 16-24s
Q2 2020 Q4 2020 Q12021 Q2 2021

@© cwiusAQ22020-Q22021 @) 42,889 US. internet users aged 16+
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https://www.thetimes.co.uk/article/covid-booster-shots-to-begin-next-week-says-javid-rz08ptjm5
https://www.thetimes.co.uk/article/covid-booster-shots-to-begin-next-week-says-javid-rz08ptjm5
https://www.theguardian.com/commentisfree/2021/sep/12/long-covid-post-illnes-symptoms-common
https://edition.cnn.com/2021/09/22/health/us-coronavirus-wednesday/index.html
https://hbr.org/2021/02/what-covid-19-has-done-to-our-well-being-in-12-charts
https://g-web.in/2YCfxyu
https://www.eurofound.europa.eu/sites/default/files/ef_publication/field_ef_document/ef21064en.pdf
https://www.eurofound.europa.eu/sites/default/files/ef_publication/field_ef_document/ef21064en.pdf

Gg Mental wellbeing: the struggle is real (17)

% of consumers in the following groups who say their stress/anxiety levels have gotten worse during the pandemic

health hasn’t
just become
a personal
priority, but
a business
ohe too

Most impacted by group . Least impacted by group

& o® ) g =

Location

(9% 3

Generation Gender Income
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Mental health hasn’t just become a
personal priority, but a business one
too. Many employees report worsening
levels of mental health, regardless of
whether they work-fromm-home or not.
However, those who work-from-home
are also much more likely to say their
mental health got better than those
who don’t — 33% vs. 156%. And 42% of
WFH’ers say their physical health has
improved, compared to 24% of those

who don’t, showing the benefits work-
ing from home can have on wellbeing.

Of course not everyone has the luxury
to work from home, but for those who
can, it's not something many employ-
ees want to give up. In fact GWI Work
research reveals that 32% of profes-
sionals say they want to work remotely
most of the time, while a further 24%

want to work remotely all of the time.

L

France/Germany

@ 29 37 39 40

Baby boomers Male Higher earners

@ GWI Zeitgeist September 2021 @ 10,622 internet users in 7 markets aged 16-64

!

WFH'ers
43



https://www.weforum.org/agenda/2021/09/is-there-a-doctor-in-the-boardroom-here-s-how-6-organizations-are-prioritizing-employee-wellbeing/
https://www.washingtonpost.com/business/2021/08/17/work-from-home-permanently/
https://www.washingtonpost.com/business/2021/08/17/work-from-home-permanently/
https://g-web.in/3BUU6qz
https://www.weforum.org/agenda/2021/09/is-there-a-doctor-in-the-boardroom-here-s-how-6-organizations-are-prioritizing-employee-wellbeing/
https://www.weforum.org/agenda/2021/09/is-there-a-doctor-in-the-boardroom-here-s-how-6-organizations-are-prioritizing-employee-wellbeing/
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With resignations rising — as many
as in the U.S.
left their jobs between April to
June in 20271 - prioritizing employee
wellbeing is a must. Especially as
many will be anxious about

, and doing normal activities.
Where possible, this should involve
retaining the workplace flexibility
that many have become used to and
ensuring sufficient mental health sup-
port. Using GWI Work research, we
find that 47% of professionals want
their company to provide more flexible
working and 28% want them to provide

support services to help employees in
the next stage ofthe pandemic.

“Wellness days”, where employees take
days off when needed to recharge,
are becoming more common. Nike
for a

week in August 2021, and many other
companies adopted
to tackle burnout. These are measures
most employees would appreciate,
but to instill lasting change, top-down
action is needed. For example, pro-
viding managers with

is a practical, quickly imple-
mentable step.
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https://www.inc.com/phillip-kane/the-great-resignation-is-here-its-real.html
https://www.nytimes.com/2021/09/15/well/here-are-some-coping-mechanisms-for-return-to-work-anxiety.html
https://www.theguardian.com/commentisfree/2021/sep/19/etiquette-rules-social-engagment-coronavirus
https://www.theguardian.com/commentisfree/2021/sep/19/etiquette-rules-social-engagment-coronavirus
https://www.forbes.com/sites/jackkelly/2021/08/30/nike-is-closing-its-corporate-offices-giving-workers-a-week-off-to-prioritize-mental-health/?sh=4fa70655734b
https://fortune.com/2021/07/01/companies-shut-down-for-a-week-burnout-linkedin-hootsuite-bumble/
https://www.nice.org.uk/news/article/nice-and-phe-recommend-all-employers-give-mental-health-training-for-managers
https://www.nice.org.uk/news/article/nice-and-phe-recommend-all-employers-give-mental-health-training-for-managers
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Self-care: a necessity,
not an indulgence

Throughout the pandemic, responses
to managing health were quite
reactionary — based on what was
happening there and then. Our fight-
or-flight instincts kicked in as we
sought to stay healthy and safe; a
natural reaction when faced with
unfamiliar or unknown situations.

With health-consciousness at «
peak, however, the focus appears to
now be shifting toward taking more
proactive, preventative measures.
Consumers are developing a self-
care toolkit of sorts, so that they're
armed for whatever life throws
their way.

[ ] At your best

When it comes to managing physical
wellbeing, consumers are turning to
tried-and-tested strategies. Moving
more, eating healthier, and getting
more adequate sleep are the top actions
taken to manage physical health.
We're also seeing a rise in consumers
seeking more natural, preventative
treatments — a category that grew
rapidly during the pandemic. A
third of consumers across the coun-
tries surveyed in GWI Zeitgeist say that
theyre taking more vitamin supple-
ments, a trend that’s mirrored in our
USA dataset, where taking vitamins at
least occasionally has climbed from
36% to 43% since Q2 2020.

Consumers are developing (15)
their own health toolkits
% of consumers who are doing more of the following

Top 5 actions to...

Manage physical health Manage mental health
48% 42%
é Eating g Exercising/
healthier moving more
48% 39%
& Exercising C@ Doing hobbies/
regularly activities | enjoy
0,
41% o 29%
. Speaking to
tt o
% Getting od friends/family

more sleep .
about my worries

31% , 25%
o
eé) Taking vitamin D Taking breaks
supplements from work
28% 24%
$ Spending @ Practicing relaxation
time outdoors exercises e.g. yogad

@ @ @ GWI Zeitgeist September 2021 @ 10,522 internet users in 7
markets aged 16-64
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https://www.frontiersin.org/articles/10.3389/fpsyg.2020.581314/full
https://www.ft.com/content/fbcfe8df-4ab9-47c3-974e-320e0d320d19
https://www.ft.com/content/fbcfe8df-4ab9-47c3-974e-320e0d320d19
https://g-web.in/3AUESRf
https://g-web.in/3lRpQYn

Boundary-setting is more important for younger generations
% of consumers who are doing more of the following to manage their mental health

Taking breaks from
work

Spending less time
on social media

Saying "no" to social
activities to focus on
myself

Spending less time
reading/watching the
news

@ GWI Zeitgeist September 2021
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GenZ Millennials Gen X Baby boomers
\
28 29 21 9
25 23 16 1
23 19 16 12
20 23 16 14
J

@ 10,622 internet users in 7 markets aged 16-64

Aside from exercise, many consum-
ers are spending more time doing
activities they enjoy to improve their
mental wellbeing. Consciously making
time to pursue or develop a hobby
shouldn’t be undervalued. Taking
“me” time isn’t selfish. Research has
found that a moderate amount of
free time is linked to being happier
and less stressed. For brands, advanc-
ing the mental health conversation
could involve messaging around the
importance of taking some time
out of our days to do something enjoy-
able, trying something new, or just to

reset. Brands should consider how their
activities could be a part of healthy
me-time.

Moderation and boundary-setting
have also emerged as key ways to
manage mental wellbeing, especially
for younger generations. Close to 30%
of Gen Z and millennials say they’re
taking more breaks from work. Many
are also spending less time on social
media, saying “no” to social activities
to focus on themselves, or spending
less time reading news in a bid to
manage their mental wellness.

23

of Gen Z

are saying
“no” to social
activities for

more me-
time



https://g-web.in/3lRpQYn
https://www.washingtonpost.com/lifestyle/wellness/too-little-free-time-much/2021/09/21/634c561e-1a15-11ec-bcb8-0cb135811007_story.html

The ability to recognize stressful trig-
gers and take action to remove them
or reduce their impact is an extremely
powerful way to manage our emotional
state. Sometimes it can be easier said
than done, but self-care also means
recognizing the things we don’t want
to do, and saying “ho”, or setting limits.
Clearly the pandemic has put this into
focus more.

As Bruce Tulgan, founder of manage-
ment training firm RainmakerThinking
notes: “You can’t say yes to everyone
and everything and do all of it well. You
must therefore learn when and how to
say both no and yes. A considered “no”
protects you. The right “yes” allows you
to serve others, make a difference, col-

laborate successfully, and increase your
influence”.

(@ Atyour best
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https://hbr.org/2020/09/learn-when-to-say-no
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Mind, body,
digi-health

Digital health solutions have also
become a more important part of
mental and physical wellbeing toolkits.

With elective and in-person care mas-
sively impacted, telehealth became a
more viable, safer way for consumers
to get support. Funding in telehealth
continues to break records, reaching
nearly $5 bn, up 165% year-on-year. A
trend that’s reflected in our data.

The portion of U.S. consumers consult-
ing a doctor / healthcare professional
online increased by 36% since Q2
2020. The biggest increases are among
older generations, who need support
the most. Consulting a doctor virtu-
ally jumped from 19% to 28% among
Gen X and 19% to 25% among
boomers since Q2 2020, showing

[ ] At your best

just how important telehealth is for
high-risk groups, who might struggle to
get the care they need otherwise.

Older generations’ increased comfort
with using digi-health solutions also
comes to light in other health-related
tasks too. They’re more likely to refill
a prescription online and use an
online patient portal to access their
health records.

Healthcare costs in the U.S. are among
the highest in the world, and afforda-
bility and accessibility remain
significant problems. While dig-
ital health solutions wont be the
magic cure, they offer an alternative
way of receiving quicker, convenient
care especially when hospitals are
so overwhelmed.

With a growing market of people who
need support, optimizing on-demand
digital offerings and channels is a must
for any consumer health company to
meet the greater needs of consum-
ers and employees. WWe're seeing more
services focused on helping employees’
wellbeing, like Headspace Health and
Alan Mind, emerge. The solutions range
from providing mindfulness aids to tele-
health visits and counseling, and we're
seeing many companies adopt tools like
these to prevent burnout.

These new solutions allow the individ-
ual to decide how they engage with
a therapeutic approach; whether
that’s starting small by using med-
itative exercises or going further and
having a one-on-one conversation
with a therapist.

Tech becoming more
integral in managing health
% of U.S. consumers who say they consult a
doctor/healthcare professional online when
feeling unwell

Q2 2020 Q4 2020 Q12021

@ GWI USA Q2
2020-Q2 2021

aged 16+

@ 42,889 U.S. internet users

U.S. consumers
consulting @
doctor/healthcare
professional online
increased by

36~

Q2 2021
Since Q2 2020
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https://g-web.in/2Z2PUXC
https://www.cbinsights.com/reports/CB-Insights_Healthcare-Report-Q2-2021.pdf?utm_campaign=marketing_state-healthcare_2021-07&utm_medium=email&_hsmi=140499723&_hsenc=p2ANqtz--CaFF_9W8Ld8ArAdC4eX8d_0cEGsypq_mnCo_q7TKxbeuFdSmB7NP-lILAyA9A747efvwE1U-aaMjobeWpPVqA0gCR0A&utm_content=140499723&utm_source=hs_automation
https://www.theguardian.com/us-news/2021/aug/05/us-healthcare-system-ranks-last-11-wealthiest-countries
https://www.theguardian.com/us-news/2021/aug/05/us-healthcare-system-ranks-last-11-wealthiest-countries
https://www.media.mit.edu/articles/mental-health-giants-headspace-and-ginger-to-merge-into-3-billion-company/
https://techcrunch.com/2021/09/21/alan-acquires-jour-and-launches-mental-health-service-alan-mind/
https://www.cnbc.com/2021/09/15/how-companies-are-dealing-with-burnout-to-keep-workers-on-board-.html
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Working toward
feeling good

Moving forward, we need to reframe the
narrative around how we talk and think
about mental and physical wellbeing.
For employers, recognizing that more
and more people will face mental health
issues and putting in practical steps to
support them is a must. Research found
that “sleep leadership”, where senior
leaders and managers demonstrate
the value of sleep health, can improve

[ ] At your best

employees’ own sleep habits. This is just
one example, but the point is that how
leaders behave matters. For consumer
health companies, supporting people in
their self-care journey is equally impor-
tant. Collectively, we can move from a
culture of addressing health problems
as and when they crop up to taking pro-
active measures to reduce or stop them
from happening in the first place.
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https://pubmed.ncbi.nlm.nih.gov/31789546/

Exploring the paradoxical rise and
uncertain future of crypto

by
DOUG GORMAN



The last 18 months have transformed
cryptocurrency. lts growth has been
faster than ever, yet its future has never
been so unclear.

Flush with time on their hands and few
activities to spend money on, many con-
sumers have forayed into crypto trading
for the first time during the pandemic.

Everyday consumers, many not sure
exactly what the blockchain is, fol-
lowed the viral trail of Reddit threads,
where talk of “stonks” and “diamond
hands” pushed thousands to collec-
tively inflate the price of certain assets
“to the moon”. This led to a whole new
category of “meme stocks”, breathing
life back into defaulting companies like
GameStop and AMC, and shaking the
market to its core.

This all leads to one big trend.
Cryptocurrency, once only understood

® Tothe moon

among a relatively fringe commu-
nity of anti-establishment investors, is
now becoming a household name -

and quickly. Analysts estimate that
the global cryptocurrency market
will more than triple by 2030,
hitting a valuation of nearly $5 bil-

lion. Whether they want to buy into it
or not, investors, businesses, and brands
can’t ignore the rising tide of crypto
for long.

But crypto cant seem to escape par-
adoxes anywhere. Investors believe in
regulation, yet are worried about many
of the impacts that regulation will bring
about. Investors are eco-conscious, but
crypto has a huge carbon footprint.

Digging into these nuances is key to
understanding overall consumer sen-
timent — and predicting consumer
behavior — around a very uncertain
future of cryptocurrency.
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https://www.businessofbusiness.com/articles/the-wallstreetbets-glossary-a-field-guide-to-apes-stonks-tendies-AMC-GME-reddit/
https://www.coindesk.com/markets/2021/08/25/cryptocurrency-market-will-more-than-triple-by-2030-study/
https://www.coindesk.com/markets/2021/08/25/cryptocurrency-market-will-more-than-triple-by-2030-study/

Power to
the people?

The number of cryptocurrency inves-
tors has been steadily increasing
around the world for a while, but recent
growth has been explosive.

What’s more, the profile of investors
has evolved. In the age of meme stocks
and stimulus checks, it’s not such a
niche hobby anymore. Rather, everyday
consumers have seen this new asset
class as a way to pad their portfolios
with potentially more rewarding, albeit
riskier, assets.

Compared to 2018, older consumers
have begun to back crypto at much
faster rates. In the U.S., consumers over
35 years old make up nearly half (47%)
of those who expect to invest in crypto-
currency in the next 6 months.

® Tothe moon

50

of crypto investors
would be comfortable
using it to pay for
online shopping

Recent investment in crypto has exploded
% of internet users who say they own cryptocurrency

Q22018 Q32018 Q42018 Q12019

@ Gwi Core Q2 2018-Q2 2021

Q22019 Q32019 Q42019 Q12020 Q22020 Q32020 Q42020 Q12021

@ 2,045,787 internet users aged 16-64 across 47 markets

i [o)

Q2 2021
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http://g-web.in/3vl6zBq

Investors see many benefits, but some have their worries
% who say the following are the biggest benefits/drawbacks of cryptocurrency

. Cryptocurrency investors ’ Interested in investing in cryptocurrency

Benefits

Mobile payment friendly
Accessibility
Peer-to-peer structure
Less fees to worry about

Anonymity/privacy

Not having to deal with
banks or governments

None of these

Drawbacks

Price volatility
No way to recover currency in case of
loss or theft

Cyber security threats (data breaches,
hackers, etc.)

Makes illegal/criminal transactions
easier (e.g. funding terrorism)

Environmentally damaging/wastes a lot
of resources

Lack of regulation

None of these

@ @ © cwizeitgeist June 2021
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626 are currently invested in cryptocurrency, and 963 are interested in doing so
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@ 5,398 internet users aged 16-64 who have heard of cryptocurrency before across 4 markets, of which
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Many find that crypto
has liberated them
from the rigidity of
traditional banking

For a lot of these current and poten-
tial investors, crypto offers a new way
to handle their finances, and many
also find that the financial freedom
of crypto has liberated them from the
rigidity of traditional banking.

More recently, the upsides of cryp-
tocurrency have begun to attract
institutions, and traditional finance
is rushing to cater to the increased

demand, such as U.S. Bank’s recent
creation of a bitcoin custody ser-
vice, which allows hedge funds to take
a stake into digital currency.

While a larger pool of investment
means greater potential for everyday
investors, more institutional involve-
ment also threatens digital currencies’
ability to operate outside of traditional
finance. Here begins the paradox.

The institutional money that has been
pouring into cryptocurrency over the
past few years has begun to change
the power structure of the market.
Thirteen years ago, cryptocurrency
recruited users out of a desire to
shake up the exclusive, institutional-
ized world of finance; to create a widely
accessible way to move money and pay
for goods and services, regardless of
individual circumstances.
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https://www.cnbc.com/2021/10/05/bitcoin-custody-us-bank-launches-service-as-institutions-race-to-cater-to-crypto-demand.html
https://www.cnbc.com/2021/10/05/bitcoin-custody-us-bank-launches-service-as-institutions-race-to-cater-to-crypto-demand.html
http://g-web.in/3vp2cWb
https://g-web.in/3peQQmG
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Unlike traditional banks, you didn’t
even need to have an address to
trade in crypto; all you needed was an
internet connection. Cryptocurrency,
in principle, relies on the collective
actions of everyday users to self-
regulate; they keep the ledger of
transactions — the blockchain — secure
and updated, and the process allows
anyone with a computer the ability to
mine coins.

Fast-forward to 2021, and the future
of cryptocurrency is quite different.
Crypto enthusiasts aren’t the ones
mining bitcoin anymore, nor are they
the only ones profiting from its success.

Over time, the mining network has been
ring-fenced by a few companies who
can provide the huge amounts of com-
puting power and electricity required to
mine at scale, making it very difficult
for independent users to get involved.

At the same time, the realization that
massive corporate investments, like
one by Tesla which caused the price

of bitcoin to jump 20% in a single day,

cast further doubt on how democratic
the market truly is.

What started out as a fringe movement
has, like so many other things, gone
corporate as a result of its own success.



https://www.bloomberg.com/news/articles/2020-01-31/bitcoin-s-network-operations-are-controlled-by-five-companies
https://www.cnbc.com/2021/02/08/bitcoin-surges-above-43000-to-a-record-after-elon-musks-tesla-buys-1point5-billion.html

The idea of regulation ®
has widespread support...
% who say they support/oppose government regulation of crypto

Cryptocurrency has been
T S ——— allowed to spread as a
uniquely decentralized
financial asset

TO hqve your @ Oppose I don't know
cake and eat
it too

Alongside corporations entering into
the market, crypto trading and mining
has caught the eye of government
overseers like never before.

Since the invention of bitcoin, gov-
ernments have done relatively little
compared to traditional investment
categories to regulate or moderate
the market. For the most part, crypto-
currency has been allowed to spread
around the world as a uniquely decen-
tralized financial asset.

Use crypto for Cryptocurrency Interested in

transactions investors investing in
decentralized finance is WOﬂing. cryptocurrency

Now, the laissez-faire attitude toward

Perhaps surprisingly, investors are
actually supportive of new regulations, @ @ GWizeitgeist September 2021

though they have quite conflicting @ 6,859 internet users aged 16-64 across 5 markets who have heard of cryp-
views about what these policies could tocurrency before, of which 535 own use crypto for transactions, 1,025 are

currently invested in cryptocurrency, and 1,394 are interested in doing so
mean and who should create them.
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https://g-web.in/3ASS611

...but there’s mixed feelings about regulation’s impact

% who say the following are the biggest benefits of crypto regulation

. Cryptocurrency investors . Interested in investing in cryptocurrency

Enable more businesses to accept
cryptocurrency

Increase the value of
cryptocurrencies

Make cryptocurrencies more stable
(i.e. less likely to fluctuate in value)

Make cryptocurrencies more secure
to trade (i.e. less risk of hacking,
scams, etc.)

Reduce criminal/illegal activity
associated with cryptocurrency

Benefit wealthy investors/big
corporations

Benefit average people/independent
investors

None of these

® Tothe moon
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% who say the following are the biggest drawbacks of crypto regulation

. Cryptocurrency investors . Interested in investing in cryptocurrency
. 36 38
Result in more government . .
surveillance or tracking
Red the pri / it 28 35
educe the privacy/anonymity . ‘

guaranteed by cryptocurrency

Make cryptocurrency more expensive 23 29
to buy/trade (e.g. via transaction o ®
fees, etc.)

o 21 28
Limit cryptocurrency's use across . .

global borders

Make cryptocurrency harder for 17 27
average people to trade (i.e. require . .
licensing)

21 25
Decrease the value of . .

cryptocurrencies

None of these o o

@ @ GWI Zeitgeist September 2021 @ 6,859 internet users aged 16-64 across 5 markets who have heard of cryptocurrency before, of
which 1,025 are currently invested in cryptocurrency, and 1,394 are interested in doing so
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https://g-web.in/3jaV6iY

The details of what government over-
sight will look like, however, matter a
great deal to investors.

On the one hand, many investors believe

greater regulation could legitimize the
fledgling marketplace - enabling more
businesses to accept digital currencies,
increasing their value and security from
fraud, all while reducing volatility and
criminal activity.

On the other hand, many also worry
cryptocurrency regulation could effec-
tively limit its peer-to-peer nature, which
drew initial investors in. They also see
drawbacks to crypto regulation as a

® Tothe moon

potentially larger threat, not just to their
wallets, but to the individual freedoms
they currently experience in the decen-
tralized and anonymous marketplace.

The paradox here lies in the difficult
balance between wanting regulation,
and fearing the loss of the fundamental
character of crypto that would result
from that very regulation.

Regulation offers protection and sta-
bility; while crypto has thrived from
volatility and anonymity. But currencies
can’t operate without being regulated,
especially not to the scale that crypto
has reached.

Crypto has
thrived from
volatility and
anonymity
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gg Many want governments to take a back seat (25]

% who say they trust the following institutions most to lead the regulation of crypto

B u | | d I n g t r u St C] n d . Cryptocurrency investors . Interested in investing in cryptocurrency

credibility in the crypto

. . . Cryptocurrenc
space Is edasier T you’re G 2 ohanges I
Nnot a government entity
World
G °S economic groups 26 CEENED
G 27 e 2 CEEE
companies
CEEEE— four natione 19 G
government
Finding a middle ground between  While this does not reflect well on
regulating a lawless commodity and  consumer views of their government,
allowing it to continue to build value will it does bode well for brands. Building O 2 Traditional banks & o D
be a challenge for governments, coin  trust and credibility in the crypto space financial institutions
exchanges, and investors alike. is, in the eyes of consumers, easier if
you're not a government entity. Perhaps International
For this reason, support for regulation  this reflects the anti-establishment G 0 Government 18 G
is directed not toward governments, ethos of crypto’s early culture. Alliances
but toward payment companies
and exchanges themselves. While  Either way, it certainly presents oppor- | do not trust any
many consumers are mistrustful of  tunities for brands in technology and G - institution to regulate 292 ]

industries that are allowed to self-reg-
ulate, in this case they see it as a
potential solution to the unique risks of
crypto regulation.
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related fields to become a trusted
partner, educator, and safety net
- swooping in to fill the gap where gov-
ernmental trust is lacking.
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6,859 internet users aged 16-64 across 5 markets who have heard of cryptocurrency before, of
which 1,025 are currently invested in cryptocurrency, and 1,394 are interested in doing so

cryptocurrency


https://g-web.in/3aNOkLz
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Crypto has always been volatile, both
in price and in consumers’ perception.
Despite the explosion in recent years,
what the future of cryptocurrency holds
is still unclear.

For the average investor, for gov-
ernment regulators, and for those
attempting to make crypto greener,
this is a time of paradoxes to nav-
igate. If one thing is certain, it's that
the market in 5 years’ time could be
just as unrecognizable to us now as
the market was 5 years ago.

While the future of cryptocurrency will
be shaped by regulators, it can also be
influenced by brands, many of which

are jumping into the market to fill the
needs of the growing marketplace that
governments have so far ignored. This
can be through facilitating trades in a
more comfortable, safe environment
for “newbies,” or offering education and
resources for curious intenders.

Peer-to-peer payment app is
doing both of these things — offering
its customers the opportunity to use a
platform they’re already comfortable
with to dip their toes into crypto, and
providing easy-to-understand content
to help educate intenders along the
way. Established finance brands and
fintech disruptors alike can be a bridge
to the future of crypto.

Part of that future means leaning in to
the changing profile of investors, and
anticipating what the more “main-
stream” audience might demand.
Traditional payment companies that
offer access and education will no
doubt make the market more attractive
for older investors, while the

of businesses accepting the digital
currencies can make the market feel
safer and more stable.

Whatever the future of cryptocurrency
holds, there’s a lot of work to be done
to balance the risks with the rewards,
and there’s a lot of opportunity for the
brands and individuals who take on
the task.
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Methodology
& definitions

All figures in this report are drawn
from GWI’s online research among
internet users aged 16-64*. Our fig-
ures represent the online population
of each market, not its total popu-
lation. Note that in many markets in
Latin America, the Middle East and
Africa, and the Asia-Pacific region,
low internet penetration rates can
mean online populations are more
young, urban, affluent, and educated
than the total population.

Each year, GWI interviews over 700,000
internet users via an online question-
naire for our Core data set. Some of
these respondents complete a shorter
version of this survey via mobile, while
others answer additional questions
about their brand and media con-
sumption. Because of this, the sample
sizes presented throughout this report
may differ as some questions are asked
of all respondents while others are only
asked of a subset.

*GWI USA is representative of internet users aged 16+

Defining
index

Index 1.00 »

Throughout this report we refer to
indexes. Indexes are used to compare
any given group against the average
(1.00), which unless otherwise stated
refers to the global average. For exam-
ple, an index of “1.20” (a) means that
a given group is 20% above the global
average, and an index of “0.80” (b)
means that an audience is 20% below
the global average.
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Appendix

Which of these describe/do
not describe you?

Which platforms/services do
you use to post/share photos
or videos? (TikTok)

Which of the following
challenges describe your
experience with remote work-
ing? - Thinking about atypical
week, and taking into consid-
eration Covid-19 restrictions,
which of these places might
you/your team work from?
(My company’s office)

Thinking about a typical day
at work...now many meetings
would you say you attend?
(5 or more) - How frequently
would you say you work late?
(At least once a week)

Which of these things are
you interested in? (Beauty/
cosmetics) * In the last
month, which of these have
you or your household pur-
chased/purchased online?

Which of these statements
do you agree with?

In the future, do you think
you’ll spend more or less
time getting ready for...

In a typical week, which of
these genres will you have
watched on television?
Which of these things are
you interested in?

Which of these statements
apply to you? (Subscriptions
for streaming services (e.g.

Netflix) are getting too
expensive) - Which of these
services have you used in the
last month?

Which of these things are
you interested in?

Where/when do you typically
listen to audio content like
music/podcasts?

On an average day, how long
do you spend...

Which of these statements
do you agree with?

Which of these do you want
brands to be? (Authentic) |
Which of these statements do
you agree with? (Celebrities/
influencers should make it

clear when they use filters
on their photos)

What do you most like to
see from people/groups you
follow on social media?

How frequently have you
experienced the follow-
ing? (Regularly/often/
occasionally)

To what extent have the fol-
lowing things gotten worse
or better for you during the
pandemic? My stress/anxi-
ety levels (A lot worse/a little
worse)

Which of the following, if
any, are you doing more of
since the pandemic started
to manage your physical

health/mental wellbeing?

Which of the following, if
any, are you doing more of
since the pandemic started
to manage your mental
wellbeing?

When feeling unwell, in which
ways do you research your
symptoms/diagnose what’s
wrong? (Consult a doctor/
healthcare professional
online)

What kind of savings/
investments do you have?
(Cryptocurrency)

What do you think are the
biggest benefits to crypto-
currency, if any? -« What do
you think are the biggest

drawbacks to cryptocur-
rency, if any?

How much do you support or
oppose government regula-
tion of cryptocurrency?

Do you think government
regulation of cryptocurrency
would...

Which of the following insti-
tutions would you most
trust to lead regulation of
cryptocurrency?
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