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Health & Wellness are Priorities for Consumers,
Every Year—No Matter the Circumstances

Before the pandemic ravaged the planet over the past year, consumers wanted to see more visuals that tackled themes
of health & mental wellness—and during the COVID-19 pandemic, this hasn’t changed. In fact, over the past two years, an
average of 62% of consumers ranked health & wellness as a top priority, regardless of generation, region, or background.

C ’'mtired. You're tired. Your customers are tired. But here’s a statement, backed by
our data, that we can all agree on—visuals showing real, uplifting depictions of health,
wellness, and healing are more useful, marketable, and important now, than ever before. y,

—Rebecca Swift
Global Head of Creative Insights at Getty Images

From the recent Visual GPS data below, it's clear that in 2021 and
beyond, consumers are focused on wellness—and they want brands to

show their continued commitment to holistic health through the videos
and images they choose.

Overall, 91% agree that it’s important
to talk about mental health & that
they try to take care of themselves
emotionally and physically...

Post-COVID Search Term Snapshot*

healthcare domestic
& medicine safety life 8 9% say they try to take care of
+5 1% +91% +95% themselves emotionally
8 7% say they try to take.care
of themselves physically
protection hygiene

say they look for ways to celebrate

(o)
+ 188% 85 A) the good things in life in support of
their emotional and mental health

%

°
...however, almost 50

say they’re finding it very difficult to

+114%

* Comparing six months of downloads from March to September 2020

to the same period in 2019 keep up with the pace of tOday,S world
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Connect authentically
with sensitive depictions
of mental health

® Visual Insight. Your customers care deeply about mental health and
emotional wellness—you need to show that you do, too. Surprisingly,
despite the stress caused by the pandemic, our survey showed no
noticeable increase in traditional stress management techniques or
meditation—that doesn’t mean you shouldn’t be on the lookout for
new visuals though. To stay relevant in the long term, your brand has to
challenge itself by showing consistent support for mental wellbeing, all

while reflecting our new, ever-changing reality.

So, whether it’s caring for family and pets, connecting with nature, or
finding new ways to exercise in smaller spaces, these on-trend visuals are

the key to creating campaigns that resonate with your customers.
Looking for images and videos? Find them here

Need some inspiration? Check out this article:

Visualizing Mental Health
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1073796694, Westend61

1223624215, chee gin tan

Here's what the research says

Advocating for mental health &
wellness is essential—regardless of
generation, gender, or location—as
you can see from the percentage
of consumers that agreed with the
following statement.

“It's important for
people to talk about
mental health.”

HIWEIS 93%

North America 94%

South America 94%

And, with more than 50% of North
Americans anticipating that people will
have long term negative effects from
the pandemic, including depression,
it's more important than ever that
your visual strategy is sensitive to all

your customers.


https://www.gettyimages.com/sets/sXYn771r9kyzakISWecz4g/Visual-GPS---Visualizing-Mental-Health#license
https://creativeinsights.gettyimages.com/en/trends/wellness/visualizing-mental-health
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Engage consumers with
relevant visuals that
keep COVID-19 in mind

® Visual Insight. Believe it or not, your customers aren’t looking
for a total escape from imagery that shows the realities of living in
aworld upended by COVID-19—they just want authenticity and
visuals they can relate to. From people working from home to online
schooling and social distancing, you can showcase these human
connections and effectively reach your audience—while still being
considerate of the impact of COVID-19.

Looking for images and videos? Find them here

Need some inspiration? Check out this article:
Visual GPS: Wellness

‘ 1211508058, Moyo Studio
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Here's what the research says

As anticipated, survey responders are
less likely to gather with friends and

29

....but the value of connecting with

family—even virtually...

56*

in 2020

others has slightly intensified

32%

in 2020

1284701848 sarra22 |
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1269289295, Nuthawut Somsuk


https://www.gettyimages.com/sets/RDB6uHQF00WRqH1WUWGlUw/Visual-GPS:-Celebration-&-Togetherness#license
https://creativeinsights.gettyimages.com/en/trends/wellness/visual-gps-wellness
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Expand your reach
with empathetic, diverse
visuals that show how
much you care

® Visual Insight. Are you leading with imagery that’s inclusive
of age, body size, ethnicity, gender identity, disability, socio-
economic background, religion, and sexuality? It's a long list, one
that highlights the need for inclusivity in your creative—and one
that you must keep in mind to help you authentically show the
accessible, human side of modern healthcare, especially as it

relates to wellness.

When it comes to humanizing healthcare for your consumers, it’s
critical that your visuals put patients at the heart of everything
you do. On the right, we've listed some key findings around
wellness and the pharmaceutical industry. Whether you're part
of the pharmaceutical industry or not, you need to connect with
consumers by choosing images and videos that show what you

can do for them—in a way that feels real and nonexploitative.

Looking for images and videos? Find them here

Need some inspiration? Check out this article:

Senior Wellness Evolution
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§82736650, MoMo Productions

Here's what you need to know

= 1in2
in
consumers want to see how

healthcare companies fit into
people’s lives in their advertising

o 1 in 5 Almost
5in10

healthcare consumers consumers want to see

would reject a people that look like
brand that doesn’t them and reflect their
celebrate diversity livesin ads

Nearly 4in10

consumers want to see the emotional rewards
others get from using the health care company

VA4 4.

L4 -
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https://www.gettyimages.com/sets/aH_osKgLYE2u_WH2L6Rz2A/Holistic-Healthcare#license
https://creativeinsights.gettyimages.com/en/trends/wellness/50-wellness-evolution

Interested in learning more about how
you can tell engaging visual stories with
the latest consumer insights?

Reach out to our sales professionals or
explore the full report at VisualGPS.com.
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Challenge perceptions of technology in a
post-COVID world with ultra-relevant visuals

Whether people were ready or not, the pandemic we're living through has caused the world to change, thrusting the
global workforce online and making us even more dependent on technology. And, just as the world’s changed, so has
the mindset of consumers—our research shows that positive associations with technology are increasing, with 79%
believing that it helps people feel connected to the people that matter most to them.

Turn these insights into visual touchpoints that resonate with your customers—explore on-trend topics and
content on the following pages.

From big-brother boogeyman to virtual-work hero, consumers are
turning to tech more than ever. It's all thanks to COVID-19—and with
97% believing there'll be long-term outcomes from the pandemic,
we'll be keeping an eye out to identify more insights and data that'll
help you better connect with your customers.

Post-COVID realities

T — (o) (o)
s7ley| 837 ®@ 55~

@ think that in the
future, more people

will work from home

agree that mobile
devices help them feel
—y connected to what’s
happening in the world

/
Wy Lo

L—E"46%

( believe that people — believe education

=, will rethink their systems will commit

priorities and lifestyles resources to online
and distance learning



Getty Images Visual GPS

Show how technology
drives connections

® Visual Insight. Due to circumstances around quarantine, the
need for connection has never felt greater, whether that’s with
friends from across the street or family from around the world—
and with new, technological advances, it's never been easier or

simpler to connect.

As this type of communication grows in popularity, it’s important
that you shift your visual strategy to adapt to it. Instead of showing
neighbors chatting or friends gathering closely around a campfire,

focus on visuals that show alternative ways of coming together.
Looking for imagery? Find it here.

Need some inspiration? Check out this article:

Evolving Technology in the COVID-19 Era

o
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$268820276, 10°000 Hours
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1047238698, PrettyVectors

Here’s what the research says*

L ()

32%

believe families
will grow closer
together as aresult
of COVID-19

42%

say they won't attend
as many events and
large gatherings

1217042808, svetikd


https://www.gettyimages.co.uk/sets/QCJHxnSuZk610wrTws_0Sw/Tech-in-the-Covid-Era#license
https://creativeinsights.gettyimages.com/en/trends/technology/evolving-technology-in-the-covid-19-era
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Dive into a digital detox

® Visual Insight. We were already tracking the search term
digital detox—and now, it's more relevant than ever as our
lives integrate further with technology. Even though people
may view tech more favorably because of the convenience
it offers, that doesn’t mean they want to be connected 24/7.

That’s where digital detox comes in to play—everyone
needs a break from a digital screen, and ironically,
people want to see visuals representing that in online
communications as well.

Looking for imagery? Find it here.

Need some inspiration? Check out this article:
Our Life Offline

T A S e
ol

Hinterhaus Productioni

1030404

Here’s what the research says*
(o)
‘ 36~

report that some of their
Q  digital detox

relationships have been
o,
153*%

damaged by tech
increase in searches
‘ J 'I
»

for digital detox

-
\ 1213383970, J_art

i


https://www.gettyimages.com/sets/9P1klZE840Grea933bu2bQ/Digital-Detox#license
https://creativeinsights.gettyimages.com/en/trends/technology/our-life-offline
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Reignite excitement for
new, futuristic frontiers 77%

® Visual Insight. Far-flung vacations are being placed agree that virtual
reality opens doors to

experiences we couldn’t
connected smart devices—and, sitting squarely at the otherwise have

crossroads of these two COVID-induced behaviors, are

on hold and more people are staying home with their

virtual reality and artificial intelligence.

Q artificial intelligence

The possibilities of travelling while staying at home or

searches for
artificial intelligence

controlling your television with your voice aren’t exactly 1 79% nereasein

new, but they’re seeing a resurgence of popularity and
interest—and we've got the imagery that’ll help you tell

this story to consumers that crave the future.

Looking for imagery? Find it here.

Need some inspiration? Check out this article:

Al: Visualizing the Invisible
1150964756, Andrew Brookes

1130537026, Jonathan Kitchen

z

- B -
P " L 5
. ' B
’ 1155418578, radés


https://www.gettyimages.co.uk/sets/U2ynErP48U28I6Fr9V4f-g/AI-Imagery---CI#license
https://creativeinsights.gettyimages.com/en/trends/technology/ai-visualising-the-invisible

Interested in learning more about how
you can tell engaging visual stories with
the latest consumer insights?

Reach out to our sales professionals,
or explore the full report at VisualGPS.com.
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Refresh your visual strategy with COVID-19 in mind

Sustainability is an enduring Force that’s universally relevant across generations, gender, and regions, and even amidst the
chaos of COVID-19, it’s clear that consumers are more than willing to put the effort in to practice sustainability. And they
want brands to do the same, with new research showing that 81% of people surveyed globally say that companies should be

environmentally aware in all their advertising and communication.

In light of this, I'm happy to announce that we've partnered with Climate Visuals, the world’s only evidence-backed program

for climate change photography, to present guidelines for visualizing sustainability. These guidelines show you how to find

and use relevant visual content to communicate your commitment to sustainability—and inspire your audience to action.

R0 5:9@

Global Head of Creative Insights
at Getty Images

People all over the world have taken a stand for the environment and
against pollution, deforestation, and plastic—and they want to see
brands take their eco-initiatives further by using visuals that feature
sustainable themes and details.

Consumers are worried about what’s to come regarding...

b 86~ 85% 74"
(O\% € " am %

our oceans air pollution water quality

...and they’re doing their part for a sustainable future

' [ Q ~\
B %2 ¥ N
46*  50%  68%  25%
are stopping the use use environmentally are use renewable energy

of single-use plastics friendly products recycling sources for home power
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Reth i n |< reprege ntations Here’s what the research says
of sustainability

Q microplastics

® Visual Insight. Once symbolized by polar bears, solar panels, and
icebergs, sustainable imagery is now evolving to include new visuals +2 30% inereasein

searches for
that feel more impactful for the modern consumer, especially during the microplastics

COVID-19 crisis. Although well-known sustainable imagery still proves

popular, it’s a good idea to also include visuals that aren’t as obviously + 20 1% increasein

tied to the sustainability movement, but still signify it for your more s?arches for
circular economy

discerning customers.

. . . . O/ increase in
Looking for images and videos? Find them here. + 1 24 O .carchesfor

polar bear
Need some inspiration? Check out this article:

The Shift to a Circular Econom ¢y increase in
. 120 O scarches for

solar panel

) 3@?},}370, South_agency
S e

1181676502, Radoslav Zilinsky


https://www.gettyimages.com/collaboration/boards/Y6cZuC0Qs0i-1A64lKZ7Xw
https://creativeinsights.gettyimages.com/en/trends/sustainability/the-shift-to-a-circular-economy
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Make conscious,
eco-friendly choices

® Visual Insight. Make sure you're meeting modern standards of
sustainability by rethinking how you choose images and videos for
every project. Include details such as reusable to-go cups or metal
straws to convey your commitment to sustainability and show that
you're taking a thoughtful approach in your environmental efforts.

Looking for images and videos? Find them here.

Need some inspiration? Check out this article:
Goodbye Disposable Cups

Here’s what the research says

79%

are actively trying to
reduce the amount
of plastic they use
o,
53%
‘ only buy from brands
that make an effort

to be eco-friendly

1173369978, Richard Drury


https://www.gettyimages.com/collaboration/boards/7y65NXUcd0mCw5r9ST3_mQ
https://creativeinsights.gettyimages.com/en/trends/sustainability/goodbye-disposable-cups
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SU Sta i na bi | ity iS for a | |. . Here’s what you need to know
b Ut m ay | OO |< d |ffe re nt Visualizing the direct impact of environmental issues

on humans, as well as nature and animals, makes

tO e\/e ryO n e . imagery resonate more.

. . . . . Insights by generation
® Visual Insight. Strive to include representation across all

e Gen Zis more likely than other generations to want

demographics in your visual stories, as climate change affects ) .
imagery that captures emotions

people all over the world.
e Regardless of generation, the most impactful

Looking for images and videos? Find them here. images are those that show the direct impacts of
both environmental issues on people’s daily lives
Need some inspiration? Check out this article: and that humans have on animals and nature

Visual GPS: Sustainability
Insights by region

e People in APAC and South Americans are more
likely to want images that make them feel hopeful

— ‘ versus people in North America and Europe
— 113” Embert e Regardless of region, people believe images that
show the direct impact of environmental issues on
people’s daily lives are among the most impactful

factors, and in APAC in particular, this is the single
most impactful factor

South Americans are more likely than people
: - in other regions to want both images that show
‘ﬁ VY people who look like them making a difference
r : in the environment and also images that show
the direct impact that humans have on animals

ACRTNERY and nature

B e,

f

| - 1097910052, nadia_bormotova


https://www.gettyimages.com/collaboration/boards/nPdTYutiQEO7PJdUGpAYOw
https://creativeinsights.gettyimages.com/en/trends/sustainability/visual-gps-sustainability
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Help consumers
overcome present-day
fears by visualizing a
sustainable future

® Visual Insight. Consumers are twice as likely to agree that a
brand is committed to sustainability if they show how people
are working and doing their part towards creating a more
sustainable future.

Looking for images or videos? Find them here.

Need some inspiration? Check out this article:
Earth Day: The Environment During COVID-19 and Beyond

Here's what you need to know

Although 46% of consumers know that they should
care more about the environment, that feeling is
trumped by convenience. By using aspirational

and future-facing imagery, you can support their
sustainable efforts andmake them feel like they can
make a positive impact on the world.

Here’s what you need to do

Show a wide range of visuals that portray
environmentally aware choices, ranging from small
lifestyle changes to industries investing in new,
innovative technologies and initiatives that’ll lead

to sustainability on a large scale.

1164497031, Alistair Berg *
-



https://www.gettyimages.co.uk/sets/rAPa58FrfE2zsY88b9ghnQ/Earth-Day-21st-April#license
https://creativeinsights.gettyimages.com/en/trends/sustainability/earth-day-the-environment-during-covid-19-and-beyond

Interested in learning more about how
you can tell engaging visual stories with
the latest consumer insights?

Reach out to our sales professionals,
or explore the full report at VisualGPS.com.
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Build confidence with your audience through
inclusive visuals

Our consumer research from Visual GPS shows that the work toward real representation in advertising and
visual communications is far from over. Discrimination is a problem that continues to happen, with over 62% of
respondents saying they’ve been discriminated against in some way—and unfortunately, brands are falling short in

remedying this situation.

Be a part of the solution—discover guidelines on the pages to follow to get you started on dismantling
stereotypes, fighting discrimination, and getting representation right.

Consumers are paying attention—
and they're not afraid to speak out.

g 2 55

expect companies to be feel that their work
consistently committed environment is where
to inclusivity and diversity they feel most
in advertising discriminated against

79

44~

don'’t feel advertising say that brands need to do
does agood job at a better job at capturing
representing who people’s true lifestyles
they are* and cultures

*Base: Discriminated against for any reason.
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Portray authentic stories Herds wha he reserchsas
around race and ethnicity

® Visual Insight. Keep it real and avoid tokenism—
instead, show a true intersectionality of experiences
and perspectives that are drawn from the audiences

you're targeting. in North America  in South America

o, o,
Looking for imagery? Find it here. 57/0 VS. 63/0

Need some inspiration? Check out these articles: say discrimination is due to skin color
How Discrimination is Driving Inclusion
Nosotros: Reclaiming Latinx Stories 5 6%

in Europe say discrimination is due to
their nationality or country of origin

1155878979, Doreen Maglasa

*Base: Discriminated against based on race and/or ethnicity.

1067844380, Lyubov |vanova



https://www.gettyimages.ie/sets/WazhDs0eAUW6IHUMWDdT6A/Getting-Real#license
https://creativeinsights.gettyimages.com/en/trends/realness/how-discrimination-is-driving-inclusion
https://creativeinsights.gettyimages.com/en/repicture/cliche/nosotros
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ShO\/\/ Sens |J[|\/|J[y J[O\/\/a rd Here’s what the research says*
all body types 53% P

® Visual Insight. Forge greater connections with have been discriminated for having
a heavier body type

28% L}

of women have cited discrimination
Need some inspiration? Check out these articles: toward them due to being curvy

All Bodies Are Good Bodies
Acne Positivity
More Than Able: Challenging Disability Stereotypes

your audience by going beyond normative and

traditional depictions of body types and abilities.

Looking for imagery? Find it here.

of men have cited discrimination
toward them due to being skinny

*Base: Discriminated
against because of body
shape, size, or type.

1011229156, RockigiNolan /
Refinery29 for Gettyllmages™ -

1065407744, supersizer


https://www.gettyimages.com/sets/FcL32-Px0kyE3ycGtdF_YQ/Body-Positivity#license
https://creativeinsights.gettyimages.com/en/trends/wellness/all-bodies-are-good-bodies
https://creativeinsights.gettyimages.com/en/trends/realness/acne-positivity
https://creativeinsights.gettyimages.com/en/trends/realness/more-than-able-challenging-disability-stereotypes
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Represent age in an
authentic way
76% of Boomers+

of 50 by showcasing real depictions of older people living who have felt discriminated against
full and meaningful lives. have said it was due to age

® Visual Insight. Be inclusive of consumers over the age

Looking for imagery? Find it here.

- 0,
40/o y
Need some inspiration? Check out these articles:

Senior Wellness Evolution

Aging: The Next Piece of the Inclusivity Conversation have felt discriminated on the basis of
being too old and too young

16356830W Barwick
74

)

1168194702, Themas Barwick

*Base: Discriminated against because of age.

990062188, Yosh;yoshi Hirokawa


https://www.gettyimages.ie/collaboration/boards/GJ107iuEOUmuUI5HXC1KDQ
https://creativeinsights.gettyimages.com/en/trends/wellness/50-wellness-evolution
https://creativeinsights.gettyimages.com/en/repicture/our-partnerships/aging-the-next-piece-of-the-inclusivity-conversation
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Stay a\/\/ay from Here’s what the research says*
visual stereotypes Q g
based on gender cfwomer ofmen

54% . 28%

say they've been discriminated against
on the basis of perceived intelligence

® Visual Insight. Ingrained in cultures around the world,
stereotypes around gender are as damaging as ever. Make

sure to counteract them by including authentic visuals

that buck gender clichés and represent reality. Q

Looking for imagery? Find it here. of women of men

Need some inspiration? Check out these articles: 57% v, 6 3%
Reimagining Depictions of Women

Repicturing LGBTQ Families say they've been discriminated against
Repicturing Gen-Z because of how emotional they’re

perceived to be

RSN SN

.

59494840, Delfh vonson

I

*Base: Discriminated against
because of gender.



https://www.gettyimages.com/photos/female-authenticity?excludenudity=false&family=creative&license=rf&phrase=female%20authenticity&sort=best#license
https://creativeinsights.gettyimages.com/en/repicture/our-partnerships/reimagining-depictions-of-women
https://creativeinsights.gettyimages.com/en/trends/realness/repicturing-lgbtq-families
https://creativeinsights.gettyimages.com/en/repicture/our-partnerships/repicturing-gen-z-from-behind-the-lens-adolescent-content

Interested in learning more about how
you can tell engaging visual stories with
the latest consumer insights?

Reach out to our sales professionals,
or explore the full report at VisualGPS.com.
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