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For those in NSW, October 11, 2021 marks what many 
have referred to as “Freedom Day”.

It’s attractive language, as it captures what no doubt many 
Australians are craving. A sense of liberation. Of autonomy. 
A haircut. 

But there’s a lot more under the surface that demands 
our attention. 

For one, the day in NSW coexists with Melbourne becoming 
the most locked-down city in the world, overtaking Buenos 
Aires.1 

Further, while there is now much more visibility around the 
national roadmap ‘out’ of Covid-19, the tangle of timelines 
across states and territories means national reunification 
takes on the appearance of a Gordian Knot. 

And lastly, it’s hard to talk about October 11, 2021 without 
referencing another date - January 25, 2020 - the first 
reported case of COVID-19 on Australian shores.2 

1 ABC News, J. Boaz, ‘Melbourne passes Buenos Aires' world record for time spent in COVID-19 lockdown’, 3 October, 2021.
2 Department of Health, ‘First confirmed case of novel coronavirus in Australia’, 25 January 2020.   

The 625 intervening days have seen innumerable stories 
and emotions play out. We’ve learned of the frustrations of 
social distancing and life in lockdown. We’ve learned of the 
joy of online shopping and walks around the 
neighbourhood. We’ve learned of the challenges of home 
schooling and Zoom fatigue.

And we’ve learned of the sheer human toll that a 
once-in-a-century global pandemic can take. 

It was for this reason that we wanted to understand all the 
ambient emotions surrounding “Freedom Day” - not just in 
NSW, but around the country.

In other words, we wanted to ask ourselves: How are we, 
as Australians, feeling today? And, How will this shape who 
we will be, tomorrow?

In this report, we will attempt to answer these questions.

Foreword
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Foreword

In Chapter Three, The Adaptive Nation, we’ll: 

Show how Australians have - and still are - adapting
to a world that has been utterly disrupted; and

We’ll learn of Aussies’ resilience during trying times, and 
how many have used the pandemic as a moment to 
re-assess and re-prioritise.

And finally, in Chapter Four, So, Now What?, we’ll: 

Outline the ‘modes’ that will shape the contours of 
human behaviour from today and into 2022, and what 
this means for the categories set to gain, and how 
brands can win.

•

•

•

In Chapter One, Taking Our Pulse, we’ll: 

Understand the prevailing sentiment of the nation; and

See that Australians are feeling somewhat
conflicted, experiencing a mix of hope and anxiety. 

In Chapter Two, Fault Lines and Fissures, we’ll: 

Learn how there is no one Australia, and that multiple 
fault lines have emerged; and 

Touch on the next potential health crisis -
mental health. 

•

•

•

•
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A quick
word on 
binary 
thinking In the pursuit of brevity, there is often the temptation with 

many research reports to be overly binary and to ‘flatten’ 
people into mere statistics. That person X fits into (and can 
only fit into) category Y.

As we’ll see throughout this report, there is no such thing 
as a ‘singular’ COVID-19 experience, and as such this 
approach would not be right. 

So, as we walk through the learnings, we’d invite you
to avoid the temptation to binarise people - that they’re 
either this or that.

When we’re thinking about the irrationality of people, and 
the fact that the experience of the pandemic has been so 
unique from person-to-person, there is so much more 
richness in AND, not OR.

Methodology

Quantitative survey
n = 1,281
Nationally representative
Fieldwork was conducted 24 - 27 September, 2021

Sharing this report

This report remains the intellectual property of
Leo Burnett Australia.

No part may be copied, redistributed or shared 
without referencing Leo Burnett Australia as author.  

It may not be used for commercial purposes without 
proper written consent from the authors.
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Before we dive 
into the learnings, 
it is worth 
reminding 
ourselves of where 
we were prior to 
the pandemic, at 
least economically 
speaking, 
compared 
to today. 

GDP growth

Inflation

Unemployment rate

Employment growth

Wage growth

Average weekly earnings

Household savings ratio

Population

Population growth

Average price of residential dwellings

Sources: Reserve Bank Of Australia, Australian Bureau of Statistics, 2021

Level-
setting

2.1% (December 2019)

1.8% (December 2019)

5.3% (January 2020)

1.9% (January 2020)

2.1% (December 2019)

$1,257.00 (November 2019)

5.3% (December 2019)

25.6M (December 2019)

1.5% (December 2019)

$695,000 (March 2020)

9.6% (June 2021) 

3.8% (June 2021)

4.6% (July 2021)

5.4% (July 2021)

1.7% (June 2021)

$1,305.80 (June 2021)

9.7% (June 2021)

25.7M (March 2021)

0.5% (June 2021)

$779,000 (March 2021)

Then Now
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Taking Our Pulse

Chapter 1
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You could make the case that the defining narrative 
from last year has been one of separation. 

Closed borders. Enforced lockdowns. Masks. 
Social distancing. Curfews. Restricted attendance 
at venues.

It is the nature of a global pandemic that we have 
each been asked to play our part by staying apart.

Chapter 1

Taking
Our Pulse

For ‘The Mateship Nation’, the question must
be asked: What toll has this taken?

In this chapter, we’ll see that:

Australians are conflicted, experiencing a sense 
of hope and anxiety;

This has been a time to try new things;

The tectonic plates of trust are shifting,
with winners and losers; and

In spite of it all, Australians are generally 
optimistic.

1.

2.

3.

4.
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How are we feeling? 
Well, it’s complicated. 
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The two prevailing emotions
Australians are feeling today: 

Hopeful
#1

Anxious
#2

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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“[I am a] more positive thinker, 
resourceful and strong to face trials 

and challenges.”

“I can manage if I have hope.”

“I can endure and stay positive 
about something that has not 

happened before in my lifetime.”

“[My] anxiety is worse that I thought.”

“How anxious I can be.”

“I get anxious about the future.”

On the one hand, many talked to the 
power of remaining positive: 

But also how tough it’s been:

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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There are lots 
of factors 
creating the 
conditions for 
this negativity.

Australians 
told us they 
were feeling:

More bored
than excited.

More disconnected
than connected.

More fearful
than joyful.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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More people believe that Australia is doing 
better than other countries than believe it 
is falling behind other countries.

More people believe that Australia has 
made progress forwards than believe it 
has gone backwards.

More people are confident about its future 
than not confident about its future. 

Thinking about 
the country 
however, 
people were 
generally 
favourable.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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SourD’oh
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Things Australians have taken up, or done more of during the pandemicIt’s been a 
time when 
we’ve tried 
new things.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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1 % 8%

of people say 
they’ve argued 
with friends or 

family about the 
pandemic. 

of people say 
they’ve argued 
with strangers 

(on the internet or 
in real life) about 
the pandemic.

But it’s also 
been a time of 
frustration 
and discord.

2

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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When we 
asked people 
to prioritise 
what’s more 
important to 
them at the 
moment:

Mental
wellbeing

(57%)

Physical
wellbeing

(43%)

>

Connection
to local 

community
(60%)

Connection
to the country

(40%)

>

Job
flexibility

(52%)

Job
security
(48%)

>

People
working
together

(72%)

People
looking after 
themselves

(28%)

>

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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Trust takes years to build,
and a pandemic to break
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77% 62% 60%
of people are 
more trusting
of their local 
community 
compared to 

before the 
pandemic.

are more 
trusting of 

brands and 
businesses.

are more 
trusting of State 
Government.

When it’s a 
matter of who 
we’ve come to

trust
more
throughout the 
pandemic, the 
closer the better.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281



|  19

44% 35%

Less trusting of 
State Government

Less trusting of 
State Government

NSW* & VIC Rest of Australia

At a State level, the 
experiences of New 
South Wales and 
Victoria seems to
be reflected in their

attitudes 
towards their 
Governments.

Source: Opening Up study participants
Sample: Ages 12+, NSW & VIC, n = 777, Rest of Australia, n = 504
* Fieldwork was conducted a week prior to ex-Premier Gladys Berejiklian’s resignation



|  20

The biggest loss of 
trust has been with the 

Federal 
Government.

56%

of people are 
less trusting of 
the Federal 

Government 
than before the 

pandemic.

41%

of people are 
less trusting of 

their State 
Government 

than before the 
pandemic.

38%

of people are 
less trusting of 

brands & 
businesses 

than before the 
pandemic.

23%

of people are 
less trusting of 

their local 
community 

than before the 
pandemic.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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and the sense of entitlement of the more 
affluent and the denigration of the vulnerable. 
The unethical behaviour of companies, 
religious organisations who have obscenely 
profited from Jobkeeper whilst vulnerable 
welfare recipients are being hounded by the 
Morrison Government. So ashamed of being 
an Australian.

“

”

I am even more 
angry about

the inequalities 
in our country

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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“[I’ve learned] that I can't stand bureaucratic 
dictators ruling this country.”

“[I’ve learned that] the Federal Government is 
worse than l thought.”

“The Federal Government is as corrupt as hell 
and need throwing out.”

“[I’ve learned that] the Government can do 
what it wants and we can't fight it.”

I learnt to 
hate all of 

Government.

“

”
Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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She’ll still be right

|  23
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Optimism vs Pessimism about the futureWe’re generally  

optimistic 
about the 
future.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281



|  25

59% 69% 56%
Greater 

Melbourne
Sydney LGAs

of concern
Other States 

and Territories

Optimism by Area (very/somewhat optimistic)

It’s the residents of 
Greater Melbourne 
and the local 
Government areas 
of concern (LGAs) 
in Sydney that are

more 
optimistic 
about the 
coming 
months
than the rest of 
the country.

Source: Opening Up study participants
Sample: Ages 12+, Greater Melbourne, n = 279, Sydney LGAs of concern, n = 151, 
Other States and Territories, n = 504
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In a time of protracted separation, 
the Mateship Nation is being put 
to the test. In response, we are 
feeling more connected to, and 
trusting of, what’s immediately 
around us - the local community. 
Our connection to country, 
however, and trust in the Federal 
Government, has suffered.

Chapter 1

Summary In this chapter, we’ve seen how:

Australia is conflicted about what’s next - 
feeling both hopeful and anxious. This 
comes as perhaps little surprise, with 
themes of boredom, disconnection, and 
fear coming through strongly.

A “smaller world” has meant people are 
feeling closer to their immediate 
community than their country. 

Trust is shifting, with the Federal 
Government the biggest ‘loser’. 

And yet, in spite of it all, we are generally 
optimistic, including those who perhaps 
could be forgiven for feeling anything but 
- the residents of Melbourne and 
Sydney’s LGAs. 

•

•

•

•
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Fault Lines
and Fissures

Chapter 2
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In this chapter, we will discuss the very real and raw feelings people have 
experienced during the pandemic. 

It may trigger a reaction within you. You wouldn’t be alone if they did. 

If conversation around people’s mental health and anxiety may stir up 
certain feelings in you, we’d suggest you skip this chapter. 

A word of warning
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Chapter 2

Fault
lines and
fissures

On the morning of September 22, 2021, a magnitude 5.9 earthquake 
hit Victoria, and was felt in parts of the ACT and NSW.

For the residents of Victoria in particular, it was a huge shock. 

And yet, at the same time, it wasn’t. Because, with everything that 
has happened in the past 18 months… well, the Betoota headline 
says it all, doesn’t it? 

This very literal event also speaks to the symbolic cracks that we’ve 
seen, and still are seeing, in Australian life today.

In this chapter we’ll explore:

The idea of one pandemic has been experienced differently
by “multiple Australias”;

The potential rise of the ‘Lost Generation’;

Some of the cracks that are appearing across groups;

And the toll this is all taking on people’s mental health.

1.

2.

3.

4. Source: The Betoota Advocate, September 2021
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One pandemic, many Australias

|  30
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At the time of writing, Victorians have experienced 
more than 240 days in lockdown and has recorded 
over 42,000 cases of COVID-19, while Tasmania 
recorded its first case for 2021 in August. 

As such, we wanted to better understand how those 
that have been ‘harder hit’ by COVID-19 (Victoria and 
NSW, including the Local Government Areas, or 
LGAs, of concern) may be feeling compared to the 
rest of Australia.

There has been no singular 
experience of the pandemic.

Source: Herald Sun, September 2021  
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Disappointed with Australia

Proud with Australia

Is doing better than other countries

Is falling behind other countries

Generally 
speaking, those 
‘harder hit’ by 
COVID-19 have 
a less 
favourable view 
of Australia at 
the moment and 
how it’s fared 
throughout the 
pandemic.

30%

13%

33%

23%

NSW & VIC

26%

20%

40%

19%

Other States & Territories

Source: Opening Up study participants
Sample: Ages 12+, NSW & VIC, n = 777, 
Other States & territories, n = 504
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21%
Sydney LGAs 

of concern

22%
Greater

Melbourne

21%
NSW & VIC

1 %
Other States 
& Territories

3

Feelings of disconnection by area

Those in NSW & Victoria, 
including Sydney’s LGAs 
of concern and Greater 
Melbourne, are generally

feeling more
disconnected.

Source: Opening Up study participants
Sample: Ages 12+, Greater Melbourne, n = 279, Sydney LGAs of concern, n = 151, NSW & 
VIC, n = 777, Other States & Territories, n = 504
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22% 1 %

Greater 
Melbourne

Other States 
& Territories

Connection to local community by area

3

The shared experience 
of Melburnians has 
created a stronger

connection to 
community
than the rest of Australia.

Source: Opening Up study participants
Sample: Ages 12+, Greater Melbourne, n = 279, Other States & Territories, n = 504
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Bored

Grateful

Lonely

Calm

22%

26%

12%

24%

Sydney LGAs
of concern

23%

24%

16%

23%

Greater 
Melbourne

23%

23%

16%

26%

NSW &
VIC

13%

31%

12%

33%

Other States & 
Territories

Less time in 
lockdown has 
created a

more
positive
disposition.

Source: Opening Up study participants
Sample: Ages 12+, Sydney LGAs of concern, 
n = 151, Greater Melbourne, n = 279, NSW & VIC, 
n = 777, Other States & Territories, n = 504



|  36

Mental health

Physical health

More lockdowns

More variants of COVID-19

34%

23%

49%

56%

Sydney LGAs
of concern

44%

31%

56%

51%

Greater 
Melbourne

30%

30%

51%

57%

NSW &
VIC

30%

31%

51%

57%

Other States & 
Territories

Fears for the next 12 months, by area

And those in 
lockdown are 
generally 

more
fearful
that history 
will repeat.

Source: Opening Up study participants
Sample: Ages 12+, Sydney LGAs of concern, 
n = 151, Greater Melbourne, n = 279, NSW & VIC, 
n = 777, Other States & Territories, n = 504
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59
NSW

%

What people are looking forward to most in the next 12 months

57
VIC

% 50
QLD

% 27
WA

%

45
SA

% 44
TAS

% 50
Territories

%

“Seeing friends and family more regularly”

NSW & 
Victorian 
residents 
are also

more
excited
by the 
prospect of 
reuniting 
with friends 
and family.

Source: Opening Up study participants
Sample: Ages 12+, NSW, n = 395, VIC, n = 382, QLD, 
n = 237, WA, n = 94, SA, n = 105, TAS, n = 37, 
Territories, n = 31
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62% 

61%

59%

58% 

56%

51% 

40% 

Most optimistic 

Live with my partner and children

Live with a partner only, no children

Live with others in a shared household
where no children are present

Live alone

Live with my parents and / or siblings

Live by myself with children

Live with multiple generations of my family (inc. 
parents and grandparents or cousins)

Optimism and Pessimism 
by household type.

26% 

24%

22%

19% 

18%

14% 

13% 

Most pessimistic (Very / Somewhat)

Live by myself with children

Live with multiple generations of my family (inc. 
parents and grandparents or cousins)

Live alone

Live with a partner only, no children

Live with my parents and / or siblings

Live with my partner and children

Live with others in a shared household
where no children are present

Source: Opening Up study participants
Sample: Ages 12+, Live with my partner and children, n = 265, Live with a partner only, no children, n = 357, Live with others in a shared 
household where no children are present, n = 80, Live alone, n = 276, Live with my parents and / or siblings, n = 209, Live by myself with 
children, n = 265, Live with multiple generations of my family (inc. parents and grandparents or cousins), n = 33
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Are we witnessing the emergence
of the Lost Generation?

|  39
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Percentage agreement around having “missed out on life” due to the pandemic by agehaving 
missed 
out

The sense of

is most acute 
with 12 - 17 
year olds.

Source: Opening Up study participants
Sample: 12 - 17 year olds, n = 103, 18 - 24, n = 162, 25 - 32, n = 146, 33 - 40, n = 
168, 41 - 56, n = 204, 57 - 66, n = 155, 67 - 75, n = 198, 75+, n = 145
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While the nature of 
the pandemic has 
meant the spotlight 
has been placed on 
older generations, 
much work must 
now be given on 
younger ones to 
ensure they’re not 
“left behind”. 

Source: SBS News, 2020

Source: NBC News, 2020
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The cracks are opening up

|  42
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Many of our screens have 
been filled recently by 
images of the protests. 
Sadly, many of these have 
become politicised, often 
distracting from the 
fundamental issue of 
people’s health. 

They’ve been stark 
demonstrations of the 
anger and resentment that 
many Australians have 
been feeling.

With the pot now very 
much boiling over, we 
wanted to bring this back 
to a very ‘everyday’ aspect 
of people’s lives: Their 
relationships with 
loved ones. 

Sources: The Conversation, 2021; BBC News, 2021; ABC News, 2021
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People’s opinions on vaccines and 
vaccine passports will be a source 
of turmoil in coming months.

More than 
one-third

believe that their relationships with friends 
and family might be negatively affected by 
differences in opinion around the vaccines.

 (36%)

More than 
one-third

believe that their relationships with friends and 
family might be negatively affected by differences 

in opinion around ‘COVID passports’.

 (35%)

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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What people told 
us they learned 

about themselves, 
and those around 
them throughout 

the pandemic.

“How selfish and careless other people can be in 
regards to caring for others.”

“I will conform with Government rules, some 
people don't care about infecting other they have 

got so think they should spread [sic] the virus.”

“[I am] intolerant of selfish people
like anti-jabbers.”

“My disgust towards anti-vaxxers.”

“My BS meter is strong.”

“I’m less tolerant of the whacko
conspiracy nuts and anti vaxers [sic].”

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281



|  46

the divisions
“I am disgusted at

that occur within Australia.”

Source: Opening Up study participant
Sample: Total people, ages 12+, n = 1,281
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45%
believe that 

“the big guy” 
has improved 
their position 

during 
COVID-19

42%
believe that the 
“haves” have 
improved their 
position during 

COVID-19

34%
believe that 

white collar 
workers have 
improved their 
position during 

COVID-19

Undergirding 
all of this is a 
sense that the 
pandemic has

not
affected
us all
equally.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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Because it

truthfully hasn’t.

Source: SMH, 2021 Source: Business Insider, 2021
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The next health pandemic 
may be an invisible one

|  49



|  50

Mental 
wellbeing

Importance of Physical Wellbeing vs Mental Wellbeing throughout the pandemic

has been more 
important for 
Australians during 
the pandemic.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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What is the one thing that you learned about yourself
that you didn’t know before the pandemic?Many confessed 

just how much
of a toll this 

pandemic has 
been on their 
mental health.

“How bad my anxiety really is.”

“I am lacking in motivation to do
anything or go anywhere.”

“I suffer from depression more so
with lockdowns.”

“I don't have any real friends.”

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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“I get anxious
about the days that are coming.”

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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Mental health 
has become 
more important 
across the 
board, but 
particularly 
with younger 
generations.

Importance of mental health by generation

81%
85% 87%

80%

63%
66%

Source: Opening Up study participants
Sample: Gen Z, n = 265, Millennials, n = 314, Gen 
X, n = 204, Boomers II, n = 155, Boomers I, 
n = 198, Post-War, n = 145
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And most 
salient for 
metro 
audiences.

Mental health by location

79% 80% 73% 77%

Source: Opening Up study participants
Sample: Ages 12+, Inner city / metro, n = 273, 
Outer city / suburbs, n = 599, Regional centre, n = 
294, Rural, or remote area, n = 115
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The pandemic has created 
new cracks in society, and 
exacerbated those that 
were already there. The 
fallout, of which, will 
continue to be scrutinised 
for years, if not generations, 
to come.

Chapter 2

Summary In this chapter, what we’ve seen is:

Those that have had to be in lockdown for longer are 
generally less positive toward Australia at present, but 
are more connected to their local community.

We may be witnessing the emergence of what we’ve 
called the Lost Generation, those currently aged 
12-17, who feel that they’ve ‘missed out’ on life more 
so than other generations. 

There is an undercurrent of resentment people are 
feeling towards other pockets of society, with more 
than one-third of Australians believing that differing 
views on the vaccine and vaccine passports being a 
potential source of tension with loved ones. 

Mental health has taken on an elevated sense of 
importance throughout the pandemic, with its 
salience more prominent amongst younger and 
metro Australians. 

•

•

•

•
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The Adaptive
Nation

Chapter 3
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In Chapter One, we saw how the pandemic prompted many to try new things. In 
Chapter Two, we explored the nuances and differences in the experience.

Here, we take a slightly different pace, and explore the one thing the 
pandemic has given all of us - a different relationship with time.

For some, the cultural handbrake of the pandemic has had a silver lining, 
encouraging a reappraisal of what’s important and what’s not. 

For others, it has been an unforgiving test. Multi-tasking has taken on newfound 
significance as they’ve had to keep plates spinning and balls in the air.

For all, it’s been a test of character. 

We’ll see in this chapter that a number of things have become more important for 
Australians: health and wellbeing, financial stability, and connection to others. 

We’ll end this chapter by exploring what this means for Australia next
and the country we want to see in 2022. 

Chapter 3

The Adaptive 
Nation
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A time to reflect

|  58
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Two-thirds of Australians 
say that time has taken 
on increased importance 
during the pandemic. 

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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Things that 
have become 
more important 
during the 
pandemic.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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“I need human interaction more than I 
thought, and I was overstressed and 

worked prior to COVID. I can’t go 
back to the way things were but I 

can’t keep up this isolation.”

“Don't take things 
for granted.”

“I have loved lockdown and 
I've loved having our border 

shut to other States. It should 
always be this way.”

“I was not very 
tolerant of views 
other than my 

own.”

“I am more independent 
than I thought I was.”

“I was doing too many 
things so I decided to 

slow down.”

“[I am] more resilient than 
young people who whinge 

all the time.”

|  61

“I am more vulnerable that 
I ever thought I was.”

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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How I can be happy and content with 
simple things at home with my family.

My family is the most important thing 
in my life.

That I need to be able to see family for 
my own mental health.

Enjoy life with family.

I have learnt that I am happy being at 
home with my friends and family.

What did 
parents say 
they gained 
during the 
pandemic?

Love myself and love family.

I’ve learnt to spend more quality 
time with my family.

I became a much better family man.

Spending time with family.

My family health.

“Family is everything.”

I need to be around friends and 
family more.

Family bonding is most important.

That family comes first.

Family, friends, social, travel.

My best friends are my family.

Source: Opening Up study participants
Sample: Parents, n = 347
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What did
our nation’s 
optimists say 
they learned 
during the 
pandemic?

I am more trusting of Government 
than I was before.

I can manage without many things.

That I can cope very well with 
limitations put on my movements.

That I am good at getting things 
done, motivated more than others.

“I enjoy the basic things in life.”

More positive thinker, resourceful and 
strong to face trials and challenges.

Life is too short so enjoy
as much as you can.

My mind / mental approach to life is 
much stronger than I thought.

People are more friendly and generous.

Source: Opening Up study participants
Sample: Ages 12+, ‘Very optimistic’, n = 192
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A resilience renaissance
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This has been 
a time to learn 
of our own 
resilience 
and tolerance.

What did we learn about ourselves? 
Unprompted mentions, ranked by volume 

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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“How self reliant I can be.”

“How strong I could be.”

“I am very strong mentally.”

“I’m resilient and so is Australia and the world.”

“That I can rol [sic] with a lot of punches.”

“That we can survive tough times.”

“That I can cope very well with limitations
put on my movements.”

“That I can cope with anything that’s thrown at me.”

“That I can endure and stay positive about something that has 
not happened before in my lifetime.”

“That I can handle isolation better than I thought.”

“That I easily adapt and make the best of the situation.”

“I’ve learned 
how resilient 

and adaptable
I can be.”

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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“Never let a good crisis go to waste”
Winston Churchill
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Desire to “create something new” vs “return to how things were” The prevailing 
sentiment is 
that the 
pandemic
is cause

to create
something
new
rather than go 
back to the way 
things were.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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Desire to “create something new” vs “return to how things were” by generation It’s a sentiment 
that crosses 
generations.

Source: Opening Up study participants
Sample: Gen Z, n = 265, Millennials, n = 314, Gen 
X, n = 204, Boomers II, n = 155, Boomers I, 
n = 198, Post-War, n = 145
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The dominant themes 
of 2022
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We asked Australians to pick the thing
they want to do and / or feel most in 2022. 
Four themes were most salient.  

After so much time apart, Australians 
are, above all, hoping that next year
is one in which they can (re)connect
with others. 
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(Re)connecting
with others

The dominant driver for 
26% of Australians

Theme #1
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Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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The most important thing that people said happened 
to them in the pandemic was an opportunity to get

closer to loved ones.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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In 2022, people 
want to foster 
those 
relationships 
most 
immediate
to them. 

Further, they 
will crave more 
of a connection 
to national 
identity. 

Desired connections in 2022

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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What Australians are looking forward to

to most in 2022.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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Simplification

Theme #2
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The dominant driver for 
23% of Australians

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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“Appreciative of the small joys in life.”

“I’m more content & appreciate
what I have achieved in life.”

“I need to slow down and take time for myself.”

“Being able to slow down and
enjoy more free time.”

“Giving myself more time to focus on myself
rather than the needs of other people.”

“I was doing too many things
so I decided to slow down.”

“Not being so materialistic.”

“Enjoy the simple things.”

“Best that 
I slow 
down”

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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Having as much 
fun as possible

The dominant driver for 
19% of Australians

Theme #3
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Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281



|  79

Planned actions and purchases

in 2022.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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Preference of 
drama vs comedies 
throughout the pandemic

Intended viewership of
drama vs comedies in 2022

People relied 
more on 
comedies 
throughout 
the pandemic 
and believe 
this will 
continue.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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(Re)committing
to wellbeing

Theme #4
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The dominant driver for 
11% of Australians

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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What Australians are planning on doing

more of in 2022.

Source: Opening Up study participants
Sample: Total people, ages 12+, n = 1,281
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While there has been much 
that’s separated us 
throughout the pandemic, 
what we have shared 
because of it is a newfound 
appreciation of time. 

Chapter 3

Summary In this chapter, what we’ve seen is:

Two-thirds of people say that time has taken on new 
significance. 

Resilience is no longer a nice-to-have, but something that 
is acutely important to one’s wellbeing. 

The majority (60%) want to use this as a moment to 
create something altogether new, as opposed to those 
(25%) who want to go back to the way things were. 

The dominant themes that people want to embrace in 
2022 are (Re)connecting with others (26% of people), 
Simplification (23%), Having as much fun as possible 
(19%), and (Re)committing to wellbeing (11%). 

•

•

•

•
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So, now what?

Chapter 4
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Chapter 4

So, now what? In this report, we’ve seen that:

The pandemic has been, and continues to be, incredibly
complicated and nuanced;

There has been no ‘singular’ experience; 

There have been a myriad of upsides and downsides
to the experience;

We’re mostly optimistic and hopeful in the future, if still
somewhat anxious about where we are today.

So, question is, now what?

We believe that there will be four main ‘modes’ of behaviour that we’ll 
see in 2022. Naturally, these modes won’t be mutually exclusive. 
Indeed, the same person will toggle between each, even perhaps within 
the same day.

What’s important for brands is what role they play within those modes if 
they’re to be relevant. 

We’ll explore these modes now, and suggest how brands may think of 
themselves as Australia moves into 2022. 

•

•

•

•
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The 4 modes
of human behaviour
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If we could momentarily bastardise Newton’s Third Law of 
Motion, it seems that for every enforced restriction or 
separation, there is an equal and opposite move toward 
liberation, and connection.

We believe 2022, in other words, will be a year of action.

In the following pages, we’ll explore four human behaviours, 
or ‘modes’, that each speak to the idea of action, albeit with 
different trajectories. 

For each, we’ll also explore a range of examples where we’re 
seeing green shoots within culture, suggest which spaces 
and categories stand to win, and define the role that brands 
should look to adopt if they’re to win.

A year
of action
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1.

Making
up for
lost time

2.

Revelling 
in the 
moment

3.

A new
me

4.

A new
world
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People will look to 
(re)connect with what has 
been taken away from them 
throughout the pandemic. 

1.

Making
up for
lost time
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 Connection People and socialising 

Financial services 

Health & wellness

Domestic Travel

Getting back to work

Philanthropy

1.

Making
up for
lost time

Core Human Driver Where people will look
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Campfire Brands

1.

Making
up for
lost time

Best suited for

Brands that are able to foster a sense of 
connection and shared experience.
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The Picnic Boom 

People have been gathering on grassy 
knolls around Sydney and Melbourne in 
limited numbers as they emerge from a 

hibernation of lockdown.

Bundaberg Rum’s 
‘Don’t Forget Your Local’

Bundaberg Rum’s tongue-in-cheek 
campaign doesn’t take the sentimental 
approach to inviting us back to the pub. 

Instead, it joyfully invites people to 
reconnect with all the bits of the pub 

that we know and love. 

New York or Nowhere 
connecting fashion to place

New York or Nowhere is a lifestyle 
brand celebrating the bond of place, 
mediating bonds and sharing pride.

Cultural and 
commercial 
green shoots

Sources: New York Times, 2021; Diageo, Bundaberg Rum, ‘Don’t Forget Your Local’ campaign, 2021; New York or Nowhere, 2021.  
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Cultural and 
commercial 
green shoots Qantas’ ‘Fly Away’

Qantas expertly captures the mind and mood of 
Australians craving connection to the people and 
places they’ve missed so much. Qantas is also 
taking it a step further by rewarding those who 

are vaccinated. 

Extra’s
‘For When It’s Time’

Wrigley’s hit the collective nerve with their 
154 second ad that went viral. It played on 

our collective loneliness and yearning for the 
human touch (and fresh breath). 

Sources: Qantas, ‘Fly Away’ campaign, 2021, Extra Gum; ‘For When It’s Time’, campaign, 2021 
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People will seek out 
moments of indulgence 
and hedonism. 

2.

Revelling
in the
moment
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Release Fashion & art
Experimentation
Socialising
Luxury
Travel
Entertainment
Live events 
Food and hospitality
Social media
Homewares

Core Human Driver Where people will look

2.

Revelling
in the
moment
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Firework Brands
Best suited for

Brands that are able to create a sense of the 
spectacular and deliver moments of unadulterated joy. 

2.

Revelling
in the
moment
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Dopamine Dressing

The stereotypically austere and black wardrobes 
of New Yorkers became a technicolour 

wonderland as they emerged from lockdown. 
Their fashion served as a statement of their 

collective mood. 

Cultural and 
commercial 
green shoots

The New Roaring Twenties

The parallels have been made between 
COVID-19 and WWI,  with many suggesting that 

we are about to embark on our own ‘Roaring 
Twenties’ as we break the shackles in favour of 

fun and hedonism. 

The glitzy return of Broadway

Much symbolic value has been placed around 
the return of Broadway’s 41 theatres after its 

longest ever shutdown. At one of the first 
performances, there was a standing ovation 

before the curtain had even risen. 

Sources: The Cut, ‘Are New Yorkers Dopamine Dressing?’, 2021; New York Times, ‘Curtains Up! How Broadway Is Coming Back From Its Longest Shutdown, 2021
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Lollapalooza paving
the way for festivals

Lollapalooza, along with festivals 
around the world, are returning, albeit 

with heightened restrictions. 

Cultural and 
commercial 
green shoots

The glittery pantomime 
of the Met Gala 

The Met Gala delivered huge 
spectacle and theatre this year, in an 
unapologetically over-the-top party. 

MerchTainment 

Luxury fashion brand Balenciaga are showing up 
in new environments to extend their cultural cred. 
Bringing digital fashion to Fortnite characters and 
using characters to launch limited edition range in 

store. It even worked with The Simpsons to 
launch its new range via an episode of 

Springfield’s favourites. 

Source: Highsnobiety, ‘Fashion is dead. Long live MerchTainment’, 2021.
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People will shed the things 
they’ve learned to live without, 
in order to focus more on the 
things that matter most. 

3.

A new me
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 Momentum Wellbeing and self-care 

Flexible workplaces

Their homes

Financial services

Health and fitness

Core Human Driver Where people will look

3.

A new me
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Navigator Brands
Best suited for

Brands that are able to help people abandon that 
which distracts or complicates, in order to focus on 
what matters most. 

3.

A new me
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The Great Resignation

A disrupted workforce is now 
considering their options, with many 
looking to switch jobs and careers 

entirely. Our research indicates that 11% 
of Australians intend to switch jobs in 

2022. 

Cultural and 
commercial 
green shoots

Sea and tree changes

With more flexible working arrangements 
available, Australians are indulging in long 
held desires to make their own sea and 

tree changes. 

Getting my money in order

Research has shown 500,000 Australians are 
looking to engage a financial advisor in future to 

better manage their money, with COVID-19 being 
a key trigger. 

Tree and sea change suburbs are 
Australia’s top sellers for 2020

Sources: ABC News, 2021; Real Estate Australia, 2020; Investment Trends, Financial Advice Report, 2020. 
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People will embark on a 
mission to get away from how 
things were, and experiment 
with how things can be. 

4.

A new 
world
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 Positive Philanthropy

Community

Technology

Entertainment

The arts

Cities

Sustainability

Entrepreneurial pursuits

Core Human Driver Where people will go

4.

A new 
world

 Impact
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Trailblazing Brands
Best suited for

Brands that are more concerned with writing the 
future than they are in preserving the status quo. 

4.

A new 
world
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Reeftip turning great rum
into good deeds

Innovative rum company, Reeftip, is 
elevating the simple act of a drink into 
an act for good, with 10% of profits 
going toward the restoration of the 

Great Barrier Reef. 

Cultural and 
commercial 
greenshoots

Make way for the Metaverse

The accelerated convergence of our 
physical and digital lives is enabling 

people to create whole new routines, 
experiences, and obsessions. 

The Rise of 
Alternative Proteins

Many factors leading to the rapid growth of 
alternative proteins; health, better for animals, 

planet, sustainability.
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It’s been more than 600 days since 
COVID-19 arrived and separated
us physically and emotionally, 
literally and symbolically. As 
communities and borders open up 
again, this report has sought to 
remind us of the many fault lines 
the pandemic has left in its wake.

2022 will, we believe, be a year of 
action. After a period of stagnation, 
people want to go make things 
happen. We’ve seen that people 
will take on four modes in
the coming months and years:

Opening Up
Australia Today 
& Tomorrow

Report
Summary

Making up for lost time
as Aussies seek to (re)connect with what has 
been taken from them throughout the 
pandemic. This is where what we’ve referred to 
as Campfire Brands will win.

Revelling in the moment
where people will seek out moments of 
indulgence and hedonism, which Firework 
Brands are best suited to provide.

A new me
which will see people creating forward 
momentum again, which Navigator Brands can 
enable; and lastly

A new world
which will see people on a mission to define 
how things should be, which Trailblazing 
Brands can be their co-conspirators on.  



|  108

About Leo Burnett Australia

We are the HumanKind agency.  

We are a creative solutions company whose expertise is in creating 
populist ideas that have the power to change human behaviour.  

We’re driven by the truth that what helps people, helps business.  

We partner with businesses at all stages of change to uncover their real 
value to the people they want to connect with, and translate this into 
impactful experiences that connect on a human level.  

We’d love to hear from you.

Want to know more about the fault lines affecting your audiences 
and categories through this and other HumanKind intelligence?

Graham Alvarez-Jarratt, Head of Strategy
graham.alvarez@leoburnett.com.au

Emma Montgomery, CEO
emma.montgomery@leoburnett.com.au

mailto:graham.alvarez@leoburnett.com.au
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