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Sustainability
Our research found that Sustainability is important to consumers of all ages, across countries and
cultures, however, when we look at what people believe versus how they behave, we discovered there
was a disconnect. The desire for convenience often competes with notions of sustainability and ecofriendliness.
Environmental concerns were high for Australia and New Zealand and for the rest of the world. 85% of
Australians and New Zealanders say they are concerned about our oceans, and 76% are worried about
air pollution. When it came to sustainable lifestyle choices Australia and New Zealand trended higher
than the rest of the world at always recycling at 83% (75% globally), and 77% consider themselves to be
eco-friendly. However, 46% of Australians and New Zealanders know they should care more for the
environment, but convenience takes priority and only 45% said they buy from brands that try to be ecofriendly. Surprisingly, the research revealed that for younger generations convenience will take priority
over the environment.
In the last 25 years of our visual research, we’ve seen a historic trend that environmental concern
increases with economic prosperity. Similarly, interest in the environment falls as economic prosperity
falls. During the COVID-19, our Wellness has been inextricably linked to the environment despite an
economic downturn. Over the last 3 months, the interest in sustainability has not dropped. In Australia
and New Zealand, customer searches for “sustainability” increased by 400% and “Nature” by 166%.
Over the last 3 months, the interest in sustainability has not dropped. In Australia and New Zealand,
customer searches for “sustainability” increased by 400% and “Nature” by 166%.

Wellness
Wellness was our strongest force in the study, as it was for Australia and New Zealand. Historically the
assumption with Wellness is around physical health. However, our findings revealed Wellness is about
achieving fulfillment in every aspect of your life, meaningfully connecting to your friends and loved ones,
your inner voice, and your physical body, while also addressing your mental and spiritual health.

Whilst physical fitness is still very important with 84% of consumers in Australia and New Zealand
saying they try to take care of themselves physically, they value emotional health even higher at 87%
(this was a similar pattern to the rest of the world). We are closely tracking the visual impacts of COVID19. When we look at what our customers in Australia and New Zealand have been searching for and
downloading during this time, emotional and physical wellness is still high. With the sense of
togetherness comes community, kindness, support, helping hand, and human connection, which have all
increased in searches during the pandemic. Where we are physically separated from our friends, some of
our family, our colleagues, and most social interaction in the outside world, our emotional Wellness for
human connection and togetherness is as strong. The only difference is the way in which we are together
during this time. Equally, physical health has seen increases in Australia and New Zealand around “home
gym” up by 1350% and “home exercise”, up by 575%.
Realness
The expectation that visuals feel real has had a profound impact on consumer expectations of how
brands tell their story. With Visual GPS we found with the Realness Force there were two paths. The first
is a personal one where 56% of Australians and New Zealanders say they have been discriminated
against, and over a 1/3 have boycotted a brand that went against their values. The second is the realness
and truth in advertising. 66% of Australian and New Zealand consumers demand greater transparency
from brands (74% globally), two-thirds want to know what goes on behind the scenes when a product is
being produced, and nearly two-thirds say it’s important that companies they buy from are celebrating
diversity. People want and expect imagery to be representative of themselves and the world they see
around them.
Technology
Out of all the Forces, Technology was arguably the one that created the greatest amount of dynamic
tension both for Australia and New Zealand as for the rest of the world. On the one hand, 82% of
Australians and New Zealanders said technology makes them feel connected to those that matter most,
and 81% said having a mobile device helps them feel connected to what is happening in the world. On the
other hand, 65% agreed they were headed for a major security breach, and 41% said that some of their
relationships have been damaged by technology. Taking that tension even further, Australians and New
Zealanders were significantly more nervous and less positive about the possibilities of artificial
intelligence compared to the world.
Again, we’re interested in what this dynamic tension may look like in a post-COVID-19 world. We’ve
seen the articles about Zoom fatigue and know the impersonality and unnaturalness of connecting
virtually. But conversely, for nearly all of us who remain socially isolated, technology is our tether to the

world. At Getty Images and iStock we have seen increased demand from our customers in Australia and
New Zealand wanting to visualize our new normal such as “Working from Home” up by 2325%, “video
call” up by 1433%, and online learning up by 990%
We are now finding ourselves in a time where we have no choice but to adopt technology to connect
with our loved ones, and we are seeing new ways of finding real connections come to life. To find out
more please click here.

