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The new Christmas
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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  V A L U E S



A U S T R A L I A  C E L E B R A T E S
C H R I S T M A S  L I K E  N O  O T H E R  

S p e a k  a  l a n g u a g e  o t h e r  t h a n  E n g l i s h  a t
h o m e  ( + n e a r l y  8 0 0 , 0 0 0  f r o m  2 0 1 6 )

H a v e  p a r e n t s  w h o  a r e  b o r n  o v e r s e a s

O V E R  5 . 5  M I L L I O N

4 8 . 2 %

2 7 . 6 %
W e r e  b o r n  o v e r s e a s

SOURCE :  CULTURAL  D IVERS I TY ;  CENSUS  202 1



THERE IS A NEED TO SEE REPRESENTATION 

o f  A u s t r a l i a n s  f e e l  r e p r e s e n t e d  i n  t h e  a d v e r t i s i n g  t h e y  s e e
9 %

O n l y

SOURCE :  GLOBAL  WEB  INDEX ,  16 ,942  INTERNET  USERS  IN  AUSTRAL IAS ,  AGED  16-64 ,  Q 1-Q4 202 1

IMAGE  FROM FENTY  BEAUTY



AUSTRALIA IS NOT THE ONLY COUNTRY, WHERE
THIS SENTIMENT CAN BE FOUND

Two-thirds of people in the UK
feel the ad industry does not represent them, and
almost two-fifths say advertising characters and
messages fail to reflect British society as a whole.

Religion, gender identity and physical ability were the
areas most commonly identified as having seen the
least progress on the representation over the last
decade. 

Gender, ethnicity and sexual orientation were more
likely to be identified as areas where there had been
the most progress

SOURCE :  ONEPOLL  UK  N=2 ,000



M O S T  R E L I G I O N S  L I K E  I S L A M ,  H I N D U I S M ,
B U D D H I S M ,  J U D A I S M  H A V E  T H E I R  O W N  R E L I G I O U S

A N D  C U L T U R A L  F E S T I V A L S .  

SOURCE :  UN I L EVER  FOOD SOLUT IONS

In the Islam tradition, the birth of the prophet is
known as Mawlid, celebrated in early November. 

People of Jewish heritage celebrate Hanukkah - an eight-
day festival – in late December, so it often coincides with
Christmas. 

In Hinduism, Diwali – the festival of light – is the vibrant
and dazzling five-day festival in late October and is
recognised as the New Year in the Hindi calendar. 

Many Chinese (and South-East Asian cultures)
recognise Chinese New Year in late January-early
February as the most important celebration of the year



CANADA SEES A BIG SALES RESULTS FROM SPECIFIC
CULTURES

53% of Chinese Candaians
shop during sale days like Black Friday, Cyber
Monday, etc. while about 58% make purchases
during Christmas

consumers consider themselves to be very brand loyal,
compared to the rest of the population  suggesting that
festivals and holiday season heavily influence their
decisions to make purchases along with their brand loyalty
and familiarity with a brand and its quality that would result
in purchase decisions.

SOURCE :  MAPLE  UN IVERS I TY  20 19

61% of Chinese Canadians and
58% of South Asian 

https://maplediversity.ca/ethnic-holiday-shopping-behaviour/


BRAND TAKE OUTS
Australians all have different Christmas’. Reflect this in
your assets and in your audiences. 

Highlight some diverse shopping journeys during this
festive season- Aim for diverse imagery, stories and source,
Collaborate with the appropriate communities

Consider narrative truths: avoid stereotypes

Tonic is a great example of this....



CHRISTMAS AT TONIC
Here is how Tonic employees celebrate Christmas...

“ T h e  f e s t i v e  s e a s o n  i s  a  w e e k - l o n g  a f f a i r .
I  h a v e  m y  b i r t h d a y  o n  t h e  2 3 r d ,  t h e  2 4 t h

I  s p e n d  w i t h  m y  b e s t  f r i e n d  a n d  h e r
f a m i l y .  I  h a v e  s p e n t  C h r i s t m a s  w i t h  t h e m
s i n c e  I  w a s  1 6  y e a r s  o l d  s i n c e  m y  f a m i l y

( T a i w a n e s e  a n d  E a s t  T i m o r e s e
b a c k g r o u n d ) ,  d o n ’ t  c e l e b r a t e  C h r i s t m a s .
T h e  o n  t h e  2 5 t h  i t ’ s  j u s t  o u r  l i t t l e  f a m i l y
u n i t -  t w o  b o y s  a n d  m y  h u s b a n d .  T h e n  o n

B o x i n g  D a y  w e  s e e  m y  h u s b a n d ’ s
e x t e n d e d  f a m i l y .  T h e n  o n  t h e  2 7 t h  w e  g o

s e e  m y  i n - l a w s  i n  N e l s o n ’ s  b a y ,  w h e r e
m a k e  P o l i s h  d u m p l i n g s  f r o m  s c r a t c h  a n d

s t a y  u n t i l  N e w  Y e a r ’ s  E v e .  T h e n  N e w
Y e a r ’ s  D a y  w e  c e l e b r a t e  C h i n e s e  N e w

Y e a r  w i t h  m y  m u m ’ s  f a m i l y . ”
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Despite Australians celebrating the Festive
season in different ways, the one common theme
is that it is a time of year where we want to spend
with our new inner circle, in the most happy and
healthiest way. 

HAVE A GREAT FESTIVE SEASON! 


