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The new Christmas



3

LAST YEAR 
MORE THAN A THIRD (36%) 

OF AUSTRALIANS SAID THEY ARE
LOOKING FORWARD TO

CHRISTMAS 2021 COMPARED TO 
 PREVIOUS YEARS, 

BUT  WE WERE ANXIOUS ABOUT
CHRISTMAS BECAUSE OF THE

OMICRON VARIANT. 



A N D  2 0 2 2 ,  T H E  Y E A R  S O  F A R
H A S  B E E N  F U L L  O F

F I N A N C I A L  U N C E R T A I N T Y ,
W I T H  T H E  C O S T  O F  L I V I N G
I N C R E A S I N G  A N D  T H R E A T S

O F  H I G H  I N F L A T I O N  A T  T H E
E N D  O F  T H E  Y E A R …






S O  W H A T  W I L L  C H R I S T M A S
2 0 2 2  L O O K  L I K E ?  








N E W  A T T I T U D E  T O  H E A L T H



Last year Christmas
was intense , so this
year there’s a new

approach

From 2021



3

Two-thirds of consumers
are more conscious about
looking after their physical

and mental health than
before the pandemic 

Source: GWI, Connecting the dots report 2022



4 4 %  S T A T E D  T H E I R  S T R E S S / A N X I E T Y
L E V E L S  A R E  W O R S E  B E C A U S E  O F

T H E  P A N D E M I C .  
Y O U N G  P E O P L E  H A V E  B E E N

D I S P R O P O R T I O N A T E L Y  A F F E C T E D
W I T H  5 0 %  O F  G E N  Z  S A Y  T H E I R

M E N T A L  H E A L T H  G O T  W O R S E
C O M P A R E D  T O  3 7 %  O F  B A B Y

B O O M E R S



S O U R C E :  G W I ,  C O N N E C T I N G  T H E  D O T S  R E P O R T  2 0 2 2
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5 4 %  A R E  P L A N N I N G  T O  L O O K
A F T E R  T H E I R  M E N T A L  H E A L T H

T H I S  C H R I S T M A S



4 9 %  A R E  P L A N N I N G  T O  L O O K
A F T E R  T H E I R  P H Y S I C A L

H E A L T H  T H I S  C H R I S T M A S  



SOURCE :  CONSUMER  PULSE ,  4-7  MARCH 2022  (N=2 ,089)  UNBOX ING
CHR ISTMAS  2022



W I T H  H E A L T H -
C O N S C I O U S N E S S  A T  A

P E A K ,  T H E  F O C U S
A P P E A R S  T O  B E

S H I F T I N G  T O  A  M O R E
P R O A C T I V E  A N D
P R E V E N T A T I V E

A P P R O A C H  T O  H E A L T H  

Source: GWI, Connecting the dots report 2022



BRAND TAKE OUTS

Brands should try and apply a health and
wellness lens to campaign this Christmas.
Use language which encourages calm and
convenience. 

We may also see an uplift in health and
wellbeing products this Christmas as well
since it has become a priority for Australians


