
Connecting effectively
in the 2020 context
FOUR THINGS TO KNOW ABOUT PEOPLE IN THE NEW ZEALAND RECOVERY  
AND WHAT THAT MEANS FOR YOUR BRAND

MAY 2020



We use our understanding of human 
behaviour to identify opportunities for 
companies to grow.

We want you to know what to do with 
your brands in the recovery, so we’re 
sharing what we know about people 
today.

We’re an  
insight agency
We’re all in  
this together
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Whoever we are, whatever our circumstances – 
two things are having a huge influence on how  
we behave and how we respond to the world.

Our emotional state is heightened.

Surges and drops, fear and optimism 
intermingled.

Strong memories will be laid down 
during this time.

Huge cognitive overload.

The scaffolding of habit has 
collapsed.

New skills acquired: platforms,  
home schooling, budgeting, cooking.
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And our reliance on 
social norming is 
screwed too.

VS
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Earned 
Success

Individuality & Self 
Determination

Outward 
World View

Belief in Social 
Equivalence

Connection  
to Nature Humour

Fairness

Connection

So, we draw on our intrinsic Kiwi codes that define who we are and 
how we recognise each other and determine how we behave.
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Pride in New 
Zealand

Kiwi sense of 
connection

Winning while 
losing

Kiwi values and 
brand behaviours

1 2 3 4
Knowing Kiwis gives us some actionable insights into how 
organisations and brands can engage to be culturally relevant. 
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Pride in New Zealand
Know People

Call us by our name.
And pride in being a Kiwi, in each other 
and in the how Kiwis have responded 
is high.
We’re proud of our place in the world, 
and the global recognition we’re 
getting for it – it feels good to be 
Kiwi right now.
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Two out of three want to be known as Kiwis.

But Kiwi no longer has the traditional 
connotation as a term of endearment  
– it’s younger people and those with an 
aspirational Mind-Set who over index.

“This was not New 
Zealand punching 
above their weight. 
This is their weight.”*
— THE GUARDIAN
BLACK CAPS IN THE  
CRICKET WORLD CUP

*Cricket world Cup

International brands 
were the old cool, now 
Kiwi brands embracing 
global culture are the 
new cool.

WHAT IS YOUR PREFERENCE WHEN BUYING  
PRODUCTS OR USING A COMPANY…

I only buy from or use New Zealand companies 4%
I mostly buy from or use New Zealand companies 23%
I try to buy from or use New Zealand companies 45%
It doesn’t bother me if it’s a New Zealand company or not 28%
I prefer to buy from or use international companies 1%
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GROWING CONFIDENCE OF OUR PLACE IN THE WORLD

Kiwis

New Zealanders

Kiwis

The way New Zealand is dealing with Covid 19 makes me feel more proud to be a 
New Zealander = 76% (80% of women and 64% of men)

What do we know? Pride in being a Kiwi.
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Pride in New Zealand
Know What To Do

It’s about the pride of the people.  
It’s not a nationalistic war cry.

Signal how your organisation is 
participating in New Zealand’s 
collective team effort.
What can your organisation/brand do 
to facilitate people working together 
toward a successful recovery.
Earned success will be judged by 
those who help the team effort. 

 9

CONFIDENTIAL © TRA 2020



Kiwi Sense of Connection
Know People

Kiwis are anti-authoritarian and often 
admire those who bend the rules.

We have a strong sense of fairness.
And, we are kept in line by social 
norms – but the norms are new.
We see companies as part of society 
and expect their support
So we need clarity, but also 
specificity.

2
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We are a loose society made up of people with a strong individual streak.

What do we know?  
We are rule breakers by nature.

of us say we are 
more focused 
on ourselves 
and immediate 
friends/family 
versus having a 
wider community 
focus.

of us believe it’s OK to bend  
the rules if…

EQUALITY 
means everyone is treated 
equally

FAIRNESS 
makes a situation fairer for 
someone

COMPASSION 
helps someone in a difficult 
financial situation

HALF
of people think 
it’s OK to ”bend 
the rules” and we 
think that society 
endorses that.

1/3
of people think 
their rule bending 
behaviour is 
about on par with 
the average New 
Zealander

50%
of people think 
they bend the 
rules less than the 
average.

40%
Just over More than

50%
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What do we know?  
Despite our anti authoritarian bent, 
we value collective effort.

of people say 
that as a result 
of Covid 19 they 
feel a greater 
affinity to New 
Zealand and New 
Zealanders.

70%
of people 
believe that 
New Zealanders 
‘value being 
part of a strong 
community’ and 
on this men and 
women agree.

2/3 Plus we are looking 
for stability.

Plans for churn for 
contracted services 
(utilities, insurance 
telco etc) are low.

of people say they 
are planning to 
switch providers 
due to Covid 19 
and the flow on 
effect.

10%
Under
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Kiwi Sense of Connection
Know What To Do

Be part of the narrative of a collective 
effort – speak to the Kiwi sense of 
connection.

First, put people first. 
Demonstrate that your primary motivation is to 
help people – customers and employees.
Demonstrate gratitude for people – customers 
and employees.
Help give specificity around the new social norms.
And support the things that Kiwis want you to get 
behind – community, environment and well being.
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New Zealand isn’t just fl attening 
the curve. It’s squashing it.

New Zealand Prime Minister Jacinda Ardern assured children on April 6 that the Easter Bunny could make an appearance despite social distancing. (Reuters)

By ANNA FIFIELD

HAVELOCK NORTH, New 
Zealand — It has been less than 
two weeks since New Zealand 
imposed a coronavirus lockdown 
so strict that swimming at the 
beach and hunting in bushland 
were banned. � ey’re not 
essential activities, plus we have 
been told not to do anything that 
could divert emergency services’ 
resources.
People have been walking and 
biking strictly in their neighbor-
hoods; lining up six feet apart 
outside grocery stores while 
waiting to go one in, one out; and 
joining swaths of the world in 
discovering the vagaries of home 
schooling.
It took only 10 days for signs that 
the approach here — “elimina-
tion” rather than the “contain-
ment” goal of the United States 
and other Western countries — is 
working.

� e number of new cases has 
fallen for two consecutive days, 
despite a huge increase in testing, 
with 54 con� rmed or probable 
cases reported Tuesday. � at 
means the number of people who 
have recovered, 65, exceeds the 
number of daily infections.
“� e signs are promising,” Ashley 
Bloom� eld, New Zealand’s 
director general of health, said 
Tuesday.
� e speedy results have led to 
calls to ease the lockdown, even 
a little, for the four-day Easter 
holiday, especially as summer 
lingers on. 
But Prime Minister Jacinda 
Ardern is adamant that New 
Zealand will complete four weeks 
of lockdown — two full 14-day 
incubation cycles — before let-
ting up. She has, however, given 
the Easter Bunny special dispen-
sation to work this weekend. 
How has New Zealand, a country 
I still call home a� er 20 years 
abroad, controlled its outbreak 

so quickly?
When I arrived here a month 
ago, traveling from the epicenter 
of China via the hot spot of 
South Korea, I was shocked 
that o�  cials did not take my 
temperature at the airport. I was 
told simply to self-isolate for 14 
days (I did).
But with the coronavirus tearing 
through Italy and spreading in 
the United States, this heavily 
tourism-reliant country — it gets 
about 4 million international 
visitors a year, almost as many 
as its total population — did the 
previously unthinkable: It shut its 
borders to foreigners March 19.
Two days later, Ardern delivered 
a televised address from her 
o�  ce — the � rst time since 1982 
that an Oval O�  ce-style speech 
had been given — announcing a 
coronavirus response alert plan 
involving four stages, with a full 
lockdown being Level 4.
A group of in� uential leaders 
got on the phone with her the 

following day to urge moving to 
Level 4. 
“We were hugely worried about 
what was happening in Italy 
and Spain,” said one of them, 
Stephen Tindall, founder of 
the Warehouse, New Zealand’s 
largest retailer.
“If we didn’t shut down quickly 
enough, the pain was going to 
go on for a very long time,” he 
said in a phone interview. “It’s 
inevitable that we will have to 
shut down anyway, so we would 
rather it be sharp and short.”
On March 23, a Monday, Ar dern 
delivered another statement and 
gave the country 48 hours to 
prepare for a Level 4 lockdown. 
“We currently have 102 cases,” 
she said. “But so did Italy once.”
From that Wednesday night, 
everyone had to stay at home for 
four weeks unless they worked 
in an essential job, such as 
health care, or were going to the 
supermarket or exercising near 
their home.

Winning while losing
Know People

We’re winning the battle against the 
virus, but it doesn’t feel celebratory.

Despite high levels of fear and 
sadness, optimism dominates the 
mood of the nation.
New Zealanders say they’re focusing 
on the future.
And progress is close to home.
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What do we know? We are told we are winning, 
but what does winning look like?

of people are 
future focused  
(”I normally plan 
for the future”.)

have shifted 
to being future 
focused  
(“I normally live 
for the now, but 
am now looking 
ahead)”.

We know that within the context of society’s 
progress, people’s own progress has a more 
human scale

We know that for many 
people optimism is still high

The impact on me and my 
financial situation is: 

31%
Very little and I am not 
expecting that to change 
over the next few months

Plus a further 

15% 
who have been impacted 
very little but expect that 
to change in the next few 
months

Just over PRE COVID-19 POST COVID-19

50%
(“I normally live  
for the now”) 

50%
But of the other

1/3

of New Zealanders feel that money is an 
issue and they’re only getting by day to day42%

7%
Moving 
significantly 
backwards

41%
Moving ahead

15%
Moving 

significantly 
forward

11%
Moving 
backwards

26% 
Standing still

Just over 
half of the 
population 
feel they 
are moving 
ahead.

NEW ZEALANDERS SENSE OF PROGRESS
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Winning while losing
Know What To Do

Be remembered for the role you  
played in our recovery – but above  
all be remembered.

There’s a need for hope –  
not nudges, but big cultural pulls –
prop up the resilience that will get us 
through this. 
If your core role is prohibited right 
now, how can you help people plan for 
a future when restrictions are lifted?
Get in step with the cadence of 
recovery – just one step ahead.
Don’t hide, stay visible.
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In a time of crisis, the Kiwi cultural 
codes are playing out more than ever.
Kiwiness of a brand correlates strongly 
with brand love.
People are being encouraged 
to support local business in our 
collective recovery effort.
And social norms are weak so we look 
for confirmation.

Kiwi values and  
brand behaviours

Know People

4
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Kiwi values and  
brand behaviours

Use humour to 
diffuse tension 
and connect with 
people.

Be a team player, 
and play fair.

Help New 
Zealanders shine 
on the world stage.

Know What To Do

Understand the Kiwi cultural codes,  
and align your brand story with these.

Celebrate our love 
of nature and the 
great outdoors.

Play fair and help 
to level the playing 
field for everyone.

Enable people to 
determine their 
own unique path 
through recovery.

Demonstrate how 
you’re putting 
in the mahi and 
making your own 
sacrifices to earn 
future success.
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Source: Zavy Source: ZavySource: TRA Covid19 Conversation Monitor Source: TRA Covid19 Conversation Monitor Source: TRA Covid19 Conversation Monitor

Pride in NZ

Help Kiwis be Kiwis in the new 
context in which marketing 
people can participate in 
together as one big team.

Kiwi sense of connection

It’s okay to bend the rules if you’re seen to be 
playing fair, and pulling your weight in the team 
effort to succeed against the virus.

Winning while losing

Emotions are heightened, with intertwined 
feelings of optimism and fear. 

Be remembered for the role you played in 
propping up people’s emotional resilience.
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Anchor words are strong signals;
 – United
 – A team of 5 million
 – Kiwis
 – 80%
 – Bubble

And finally a word  
on language
Words are the connective tissue  
that solidify cultural constructs.

But beware combining 
words or using words 
that trigger the wrong 
emotions:

 – Go hard, go early
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Be part of the collective effortPride in New Zealand

Don’t lose sight of the futureWinning While Losing

Put people firstKiwi Sense of Connection

Be a team player and play fairKiwi Values and Brand 
Behaviours

CONFIDENTIAL © TRA 2020

 21



Ngā Mihi

tra.co.nz hello@tra.co.nz +64 9 377 8129


