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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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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
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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
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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
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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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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
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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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