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And away we go.
(Please enjoy a smattering of predictions that we —

The Explainer Studio from Vox Creative — believe will fuel 
conversation, pique curiosity, and drive marketers insane this year.)
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Dressing up your digital self to work and play in the 
metaverse. Catching a virtual concert or sustainable 
fashion show with augmented reality. Cryptocurrency 
as the native token that unlocks a multitude of new 
worlds. The possibilities of virtual reality are, by design, 
infinite. We’re going to see culture treat the virtual world 
a lot more like a part of our collective reality. But we 
may leave 2022 with more questions about what the 
metaverse actually is and will be as part of our lives.

We’ll experiment 
with the real world 
in unreal settings.
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believe we will begin to 
see a true morphing of 
“the digital world” and 
“real life.52%
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It’s the fully 
immersive 
virtual world of 
the future.

50%
It’s the new 
name for 
Facebook.

30%

We asked respondents 
to define the metaverse.

Meta what???
20%



Of respondents have 
a lot of experience

16%
When it comes to experience with virtual reality 
environments, 

Some experience
29%

Not much experience
27%

No experience
28%

but consumers lack the 
experience in it.

Virtual characters
53%
We asked: How likely do you think you are to buy the 
following virtual items in the metaverse in the future?

Virtual art
48%

Virtual clothing
47%

Virtual land
46%

Virtual house
49%

There is definite interest
to buy things in this world, 
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Who we are IRL may not be who we are online — and 
that’s OK. Gaming and virtual experiences have given way 
to new ways of showing up, showing off, and 
experimenting with identity. Inclusive spaces continue to 
expand far beyond the physical, creating gathering spaces 
for more empathetic, fun, and lasting connections. Come 
as your favorite TV character, your favorite animal, a 
superhero — you’re welcome in this new reality. 
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The way we play 
will shift our 
senses of self.



The top 5 contenders
(and 1 honorable mention):
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We asked: Imagine the metaverse, 
a fully immersive virtual reality 
world. In this world, you will be 
represented by an avatar, that 
avatar could be entirely different 
from your own identity, and you 
can interact with other people (and 
their avatars) around the world as 
if you were in the same room.

Who do you want to be? 

A cartoon character
20%

A movie or TV 
character

19%

A superhero
19%

A dog
15%

A lion
11% 5%

*Of those that chose the goat, 56% chose it because it’s an 
acronym for  “Greatest Of All Time” — particularly males 

(66% male respondents versus. 42% female).

A goat*



Of respondents play games where they can 
interact with others

75%

Have made a new friend while playing 
online video games

50%

How we game:

Have attended some virtual event within the virtual 
worlds games they play

50%
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Clothing/skins
45%
What they’ve bought in games…

Characters
43%

Better functionality 
(e.g. tools, weapons, 
abilities, power 
credits, etc.)

42%
Special access to 
different parts (or 
areas) of the game

34%

On average, a gamer has 
purchased 3 virtual 
goods in a game.

Of respondents play video 
games that allow you to buy 
virtual items

71%

Gamers show up 
with consumer 
dollars.
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It was always destined to happen: à la carte gets more expensive 
than bundling services. Have you noticed that the combined cost of 
your services costs more than, gulp, cable? As a few more services 
start to mature and the new super players keep offering ways to buy 
packages, get ready for movies + music + gaming + salad! The 
possibilities are endless.
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We’re going to see a 
triumphant return 
of the subscription 
bundle.
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Audio subscriptions1.3

6 subscriptions
& counting

Video subscriptions2.6
Cable subscription1
News subscription1

We feel overwhelmed 
and want curation.

Of respondents feel like they’re 
paying too much for individual 
subscriptions and wish they could 
bundle some of them (e.g.Hulu + 
Disney + Discovery Plus)

53%
Wish there was a more curated 
subscription service that gave them 
access to various types of media 
(movies, TV shows, music, news, 
audiobooks, podcasts, etc.) that 
were tailored to their sensibilities

54%

We’re paying a lot — and are ready 
to cut in 2022.

Say they thought they 
were going to save 
money by doing à la 
carte subscriptions, but 
at this point, think 
they’re spending more 
than they did before

44%
Say they have no clue 
how much they’re 
actually spending on 
their subscriptions

37%
Say they plan to cut 
back on subscriptions in 
2022

47%



2022
 >012

Back in IRL, we’re still a work in progress. At the end of 2020 (a grueling 
year, we can all agree), more than 60% of the Vox Media audience indicated 
that they wanted to work on their mental health, by either staying off of 
social media, taking a new class, or improving their mental and stress load. 
Today, the majority of respondents agree that mental health is as important 
as their physical health. And with celebrities, athletes, and influencers 
leading by example, we’re as ready as ever to prioritize our mental health 
first in 2022.
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We’re working on 
ourselves, and we’re 
not ashamed of it.



Of respondents say their mental health is AS 
important as their physical health

71%

Say mental health is no longer taboo to talk about
59%

When asked about 
their mental health,

Say they’re interested in experimenting with 
psychedelics to improve their mental health

39%
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The pandemic upended the way we live 
writ-large, particularly changing where and 
how we work. We’ll see remote work 
continue to evolve, and industries shift as 
business adjusts to a new normal.
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Our office will be 
everywhere and 
nowhere, and 
that’s the point.



Of those employed were 
WFH during the pandemic

53%
Are excited to go back 
to work/office

80%

The WFH 
honeymoon is 
waning.

Of workers who are not required to go back to an 
office may move cities in 2022

42%

2022
 >015



Big city
21%

Imagine you were given the opportunity to move to any of 
the following locations, which location would you choose?

Suburbs
26%

Rural town
29%

“Off the grid”
17%

The perception that workers fled cities when offices 
closed doesn’t quite hold up in 2022. True, many 
moved during the pandemic, but moving activity 
dropped in 2021, suggesting that after a year of 
uncertainty, we’re not really ready to make a big 
change. Still, the collateral effects of the past two 
years may shake up migration patterns as workers 
decide where they want to settle down (for now). The 
return to offices may lure young professionals back to 
urban centers, but rural and off the grid living still 
sounds enticing. This century’s Great Migration will 
impact everything from real estate to culture to 
consumer spending in the years to come. 

The pandemic made 
us rethink where we 
wanted to put down 
roots. 

Don’t know
7%
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Thinking about where you live today, how many years 
do you envision living in the same…
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Home City County State Country

For the next year 20% 16% 14% 11% 8%

For the next 1-5 years 28% 26% 21% 20% 12%

For more than 5 years 34% 39% 44% 49% 63%

Total 82% 81% 79% 80% 83%

Depends on opportunity 17% 19% 22% 21% 17%

While we romanticize about big moves, most of us 
don’t actually plan to move.
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Despite the interest in the virtual worlds that are being built, 
we’re craving new experiences in the present. Even the 
homebodies among us are a little sick of staring at the same 
four walls and are ready to get out there again; more than half 
of respondents say the pandemic taught them to live in the 
now. So it makes sense that the itch for travel and wanderlust 
has come roaring back, as evidenced by the uptick in travel in 
the second half of ‘21.
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Eager for a change 
of scenery, we’re 
packing our bags.



Of respondents will spend on 
experiences they may not have 
considered prior to the pandemic

75%
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Say they plan to travel even 
more than they did before the 
pandemic

45%



Why we 
want to 
GTFO.

Of respondents want 
to connect with family 
and friends

88%
Want to get away from 
the hustle and bustle of 
life

87%

Want to visit a place 
they’ve never been

82%
Want to go some place on 
their bucket list

78%

Want to visit a place to 
eat something or 
somewhere specific

78%
Want to travel for a 
specific concert, 
conference or fan event

61%
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All of these statements were elevated +3 points 
in comparing survey data pre-pandemic, 
highlighting how we’re romanticizing the idea 
of travel in 2022.
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Burned out on cooking and doing dishes on repeat, 
we’ve returned to a mix of dining indoors and 
outdoors slowly but surely. But we won’t eat out just 
anywhere: We’re socially conscious, spending our 
dollars at independent, small restaurants that value 
their workers as the pandemic ripples through the 
industry yet again. 
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We’ll keep dining, 
eating, evolving, 
repeating.



The ethics of eating 
out are changing.

Say they go to more 
smaller restaurants 
versus big chain 
restaurants

63%
Will only go and 
support restaurants 
that have been good to 
their workers during the 
pandemic

61%
Say they’ve been 
tipping more

57%
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Of respondents have 
been cooking a lot 
more in lieu of going to 
restaurants

64%

Wish there was a guide 
on how to dine safely 
because of COVID

52%

Are tired of cooking at 
home and can’t wait to 
dine in restaurants

49%



Of respondents…
54%

Another year of cooking at home meant the 
boredom set in and the sourdough starter died. 
Instead of restaurant dishes that we could try at 
home, we turned to social media for inspiration. 
TikTok gave us “nature’s cereal,” pesto eggs, 
salmon rice, and baked feta pasta, and we 
devoured them all. Now, even as we return to 
dining out, online food trends will jump from 
our phones to our forks, as creators continue to 
guide how we live and what we eat.

We ate up 
TikTok trends.

Of the 18 to 35 
demographic…

75%
…say they’d be interested if their favorite restaurant 
incorporated internet food trends (like from TikTok or 
Instagram) into their menus
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In 2022, the creator economy (finally) will put the 
power back in the hands of creators. As media gets 
more personal, we’re more likely to identify with the 
people we follow, and we’re more inclined to be 
influenced by them — and brands have taken notice.  
Big-name businesses  (brands, games, movies, and 
spaces) won’t just feature or hire big names, those 
names will own them, infusing the creator space with 
a bit of much-needed empowerment and creativity.
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We'll witness our 
favorite influencers 
become savvy 
entrepreneurs.



More than ¾ of 
respondents would watch 
a Hollywood-produced TV 
show with their favorite 
influencer.

Celebrity
68%

Athlete
65%

Food influencer
62%

Esports player
47%

Beauty influencer
73%

Most respondents would purchase a 
product from an influencer. 
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Thinking about the following people, imagine they started 
manufacturing and selling their own products.  How likely would 
you be to purchase that product?



How we talk about athletes is changing. College athletes will 
become major endorsers, thanks to recent court rulings. As 
emerging athletes find agency, we will see the power of being 
able to profit off athletic talent at all ages. But challenges come 
with that, making the way an athlete handles things off the 
field matter more.

Last year, big names like Naomi Osaka, Simone Biles, and 
Kevin Love spoke up on their mental health. Their honesty will 
have a ripple effect on everything from collective bargaining 
agreements to day-to-day press appearances, and trickle down 
to how we view collegiate and youth sports.

Amateur athletes 
will become 
household names, 
and press for 
overdue changes.
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Of respondents followed an athlete 
related to something outside of the 
sport (e.g. a love for sneakers)

69%
Believe mental health should be 
discussed in sports

81%

Think rules will need to change to 
better protect athletes from long-term 
physical damage

78%
Believe we will see more amateur 
players get famous before they turn 
“pro”

74%

Think the ability for collegiate athletes 
to win paid endorsements will lead to 
less money for the NCAA, and 
eventually the extinction of smaller 
collegiate sport

57%

More than 
just their 
stats:
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Climate awareness is at an all-time high and growing, and the Vox Media 
audience isn’t exactly optimistic. However, realism can be a strength. 
Instead of counting on a technological magic bullet to solve climate 
change, or individual behavior, there is recognition that a new framework 
of climate management — and potentially even climate reparations – is 
the way forward. This relies on the collective power of governments and 
brands, not a single-minded focus on personal action. This is a moment 
for business potential, not blame; for the power of innovation, not stasis; 
and the actual commitments of governments (and brands), not lip 
service. It’s not enough to support environmental sustainability, our 
audience wants their brands to be environmentally sustainable.
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We’ll take action 
to combat the 
climate crisis. 



Of respondents believe there 
will be major technological 
advances in the fight against 
climate change

48%
Believe there will be major 
scientific breakthroughs to 
combat viruses, major diseases & 
illnesses in 2022

48%

Consumers are not 
necessarily calmer or 
more optimistic.

Believe 2022 will be calmer 
than 2021

38%

2022
 >029

Less than half predict real change in science or environment.

of the Vox Media audience believes 
the government is ultimately 
responsible for addressing 
environmental sustainability

84%



Yes, we’re a little more weathered entering 2022 
than we’d probably like to be. But if there’s one 
statistic to take away from this report, it’s this:

We’re 
pessimistic, but 
there is hope.
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If that sounds a little more sci-fi than you were expecting, 
hear us out. Do we think AI will continue to make headlines 
and break ground in 2022? Yes. But reading between the 
lines, we see a glimmer of hope in this statistic: That 
solutions to problems are out there. That innovation can 
effect change at scale. That we’re willing to believe in 
something, anything, in the hopes of a future better than 
the reality we’re in right now. Will the robots save us? Will 
we save ourselves? Will you help us?

2022 is likely to be another year of monumental change, 
and where there is hope, there is opportunity. An 
opportunity for leaders to step forward, for society to shift, 
for action. We hope you’ll meet us there.42%

Of respondents believe artificial intelligence will 
lead to the rapid discovery of solutions to 
problems that have plagued society for 
generations (e.g. cancer)
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Deep breaths.

(And decompress with this deep 
sea pickle diving dude.)



Can governments learn enough about crypto to 
regulate it, or even use it? 
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The insights we've gained from our 
editorial expertise and newly collected 
data lead us to a place of even greater 
value for our partners: pressing questions. 

After all, The Explainer Studio is a place 
where curiosity reigns, and audiences get 
answers.

Identifying trends 
is just the first step. Can asynchronous work go mainstream as 

workers move around the country (and globe)?

In 2022, we’ll attempt to answer questions ranging from big picture:

Will restaurants stay open all week, or will the 
workers' quality of life compete with quality of 
food?

What guides peoples’ avatar choices in the 
metaverse?

– to ideas teased out of the details:

– all in effort to provide context in a often confusing world. 

Who’s with us?

https://theexplainerstudio.com/
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But actually, 
Zach Kazin, Vox Creative Content Partnerships 
zach.kazin@voxmedia.com

Heather Pieske, VP Creative/ECD Vox Creative  
heather.pieske@voxmedia.com

Daniel Littlewood, EP, The Explainer Studio 
daniel.littlewood@voxmedia.com

And check out www dot VoxCreative dot com for a taste of our 
work and an Explainer about, you guessed it, sizzle reels.

let’s talk.
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