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Connecting effectively
in the 2020 context

FOUR THINGS TO KNOW ABOUT PEOPLE IN THE NEW ZEALAND RECOVERY
AND WHAT THAT MEANS FOR YOUR BRAND




We7re an We use our understanding of human

behaviour to identify opportunities for

insight agency companies to grow.
We 7re aII in We want you to know what to do with

your brands in the recovery, so we’re

this together 13:2;.;;1.9 what we know about people
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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. Huge cognitive overload.

Surges and drops, fear and optimism The scaffolding of habit has
intermingled. collapsed.

Strong memories will be laid down New skills acquired: platforms,
during this time. home schooling, budgeting, cooking.
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So, we draw on our intrinsic Kiwi codes that define who we are and
how we recognise each other and determine how we behave.

Fairness

i $

~ -
- -
- ~

Individuality & Self
Determination

Belief in Social Connection
Equivalence to Nature

Humour

Connection
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Knowing Kiwis gives us some actionable insights into how

organisations and brands can engage to be culturally relevant.

1 2 3 4

E— | T I I
Pride in New Kiwi sense of Winning while Kiwi values and
Zealand connection losing brand behaviours
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Pride in New Zealand = ‘-
A

|

[
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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What do we know? Pride in being a Kiwi.

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)

Two out of three want to be known as Kiwis. WHAT IS YOUR PREFERENCE WHEN BUYING
PRODUCTS OR USING A COMPANY...

But Kiwi no longer has the traditional
connotation as a term of endearment
- it’s younger people and those with an I mostly buy from or use New Zealand companies 23%
aspirational Mind-Set who over index.

I only buy from or use New Zealand companies 4%

| 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%

-

Kiwis

&/ | prefer to buy from or use international companies 1%

m

(%]

3

= =z “This was not New

=] New Zealanders Zealand punchin

E N> p_ : 9 International brands

5 above their weight. were the old cool, now
a : This is their weight."* Kiwi brands embracing
< Kiwis global culture are the

— THE GUARDIAN
BLACK CAPS IN THE new cool.

V CRICKET WORLD CUP
GROWING CONFIDENCE OF OUR PLACE IN THE WORLD

*Cricket world Cup
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Pride in New Zealan

Know What To Do

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

— #Letterboxmakeover

Signal how your organisation is
participating in New Zealand’s
collective team effort.

What can your organlsatlon/hrandséq" -
to facilitate people worklng'togethe .

toward a successful recoverye «

Earned success will be Judged by

those who help the team effort.
ol

{
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Kiwi Sense of Connection
~ T o

KIWIS are anti-authoritarian and ofi'é'n e p IR S AR .

We see companies as part of ocjﬁy;} s \‘,
P s " -“ % P e g v ] ‘ 1
and expect their support e . ,,__‘_ R -,Q b ..,m R CCPS I
So we need clarity, but also R - FOS Ty 2 21 e S ' b
specificity. . ' ""'T SO A e
- W i o
v R ( o et e
\\ 5 - > e
r~~ ..‘ o N i . \ 4,..:
L« S & D
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What do we know?
We are rule breakers by nature.

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

lust over

50%

of us say we are
more focused

on ourselves

and immediate
friends/family
versus having a
wider community
[{oVER
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1/3

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

50%

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

40%

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

11

More than

HALF

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

2/3

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

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

Plus we are looking
for stability.

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

Under

10%

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

12
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Kiwi Sen! ] - r K

Know What To Do - —_

==

o = L ™ L
Be part of the narrative of a L - > )
effort - speak to the I ‘ﬂﬁ!ﬂf : T p— 7
connection. "-n; e & |

= —-e- }?:w'ﬂ

]
First, put people n@;

Demonstrate that your prlmary\m tivationi
help people - customers and grhployees

Demonstrate gratitude for people:— customers. -
and employees. anue \

' =

Help give specificity around the new somal norms.

And support the things that Kiwis want you to get
behind — community, environment and well being.

—
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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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New Zealand isn’t just flattening
the curve. It’s squashing it.

Stay home

transmissio

By ANNA FIFIELD

HAVELOCK NORTH, New
Zealand — It has been less than
two weel
imposed a coronavirus lockdown
s0 strict that swimming at the
beach and hunting in bushl.md
were banned. Th
sential activities, pl s
been told not to do an;
could divert emergency ser
resources.
e been walking and
iking strictly in lhelr ne.ghlw
hoods; ap s
outside grocery stores
ing to go one in, one om and
f the world in
agaries of home

and other Western countr
working.

ses has
two consecutive d:

S o
cases reported Tuesday. That
means the number of people who
haverecovered, 65, exceeds the

of dai

“The signs are pmmmng, As

Bloomfield,

it gt iz 6]

Tuesday

‘The speedy results have led to

calls to case the lockdown, even

alitle,for the our-day Easter
ecially

l.m

of lockdown — two full 14-day
incubation cycles — before let-

e has, however, given
the Faster Bunny special dispen-
sation to work this weekend.
How has New Zealand, a country
I still call home after 20 years
abroad, controlled its outb:

New Zealand Prime Minister Jacinda Ardern assured children on April 6 that the Easter Bunny could make an appearance despite social distancin;

s0 qmcL y

‘When I arrived here a month
ago, traveling from the epicenter
of China via the hot spot of
South Korea, I w

i
But with the coronavirus tearing
through Italy and spreading in
the Unmd imtu, this heavily

\e r,
ts tntal populalmn = Gid the
ible: It shut its

d address from her

fi e 1982
that an Oval Office-style specch
had been given — announcing a

r stages, with a full
lockdown being Level 4.

A group of influential leaders
got on the phone with her the

lowing day to urge moving to
14,

“We were hugely worried about
appening in Italy

didn't shut dnwn gquick

enough, the pain was going to

goonfora l'Vanbtunn he

said in a phone in

inevi mble ﬂm we w:ll have m
1d

, a Monday, Ardern
delivered another statement and
gave the country 48 hours to

From that Wednesday )
everyone had to stay at home for

re, or were going to the
supermarket or exercising near
their home.

. (Reuters)
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Bolton.
draw attention
in House inquiry

iani pressed
Trump to eject
Turkish cle
ny Camos D, Lao

Banex Nakasiwian,
Josay Dawsey




What do we know? We are told we are winning,

but what does winning look like?

lust over

50%

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

CONFIDENTIAL © TRA 2020

But of the other

50%

(“I normally live
for the now”)

1/3

have shifted

to being future
focused

(“I normally live
for the now, but
am now looking
ahead)’.

PRE COVID-19

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

human scale

NEW ZEALANDERS SENSE OF PROGRESS

26%

Standing still

11%

Moving
backwards

41%

Moving ahead

7%
Moving

significantly
backwards

15%

Moving
significantly
forward

420/ of New Zealanders feel that money is an
(1]

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

issue and they’re only getting by day to day

15

POST COVID-19

We know that for many
people optimism is still high

The impact on me and my
financial situation is:

31%
Very little and | 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

TRA | zavy
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Winning while losing - L« Sl ae
. i P o) & .
Know What To Do Ay ‘G a1 .
Be remembered for the role you . "_ Pl ™ .
played in our recovery - but above a : - Wl ' :
all be remembered. . o BT
' o 18 1 -
I ¢ ¥ & L3

There’s a need for hope -
not nudges, but big cultural pulls -

. L L] b ™
prop up the resilience that will get us i A "
through this. !

If your core role is prohibited right

now, how can you help people plan for

a future when restrictions if A l l ENGE

Get in step with the caden
recovery - just one step a

Don’t hide, stay visible.

TRA | Zavy
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Kiwi values and
brand behaviours

'
Know People

‘ &

[
In a time of crisis, the Kiwi cultural L - f

!
codes are playing out more than ever. I e nee
Kiwiness of a brand correlates strongly
with brand love.

ore sport

,

TRA | Zavy

People are being encouraged
to support local business in our
collective recovery effort.

And social norms are weak so we look
for confirmation.
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Kiwivaluesand
brand behaviours

Know What To Do

Understand the Kiwi cultural codes, N\

.'\

and align your brand story with these. 1'\ 2

T ] = = L L, -
Use humour to Celebrate ou‘? IO\(.% Héllp \ . W E ' : Demonstrate how
diffuse tension of nature and_th-e_i.g; Zealanders shi tode el the playi ermlha thelr i you're p'h_.ing
and connect with great outdoors. | on thewe - ﬁe*_ qryg_gﬁn uni patf' in the mahi and
people. \ ' H: j mm"r hrough recovery, ' rown

es to earn

Be a team player,
and play fair.
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I:]m_"', yariey
e

o SR \ o § a8 A b : Cogonavirus: New Missing jasiseod?
g r,@gﬂ'/'l? : " |l PM Winston Peters and isn't just 3 '
SO fished from;hisglawng ‘ - ﬂ?tt ing the cul¥e. (o]
'i' : bis thatwit J ‘ gts dashing it] . . )
) P b > U ~ 3 ¥ - Z ' j
' k. SRR ‘ / esday, April 8, 2:120

World
() 2.383 (O 2,348 13 141 o () 1810 O 153 13 333 ) 604 (O 1.208 13 404

#Letterboxmakeover congrats week two WINNERS! Dominant Emotion: Fear Not all heroes wear capes... Dominant Emotion: Dominant Emotian:
Optimism @

. Fear m Fear n
team who became front-line essential workers Anger E
: overnight. #NotAllHeroesWearCapes 9 . Anger Ex:
i Sadness  FELD sadness X3 Sadness B

Disgust B Disgust [rs Disgust [

% - Do you think you've got what it takes? Be in to
WIN by giving your letterbox a makeover using Optimism  [£5}
things around the house and share a pic below to Fear
be in in - we've got 5K worth of Mitre 10 Gift Anger n

(others might be found stocking s % We're Optimism @

humbled by our hard-working rong

Source: Zavy Source: TRA Covid19 Conversation Monitor Source: Zavy Source: TRA Covid19 Conversation Monitor Source: TRA Covid19 Conversation Monitor

Help Kiwis be Kiwis in the new It’s okay to bend the rules if you're seen to be Emotions are heightened, with intertwined
context in which marketing playing fair, and pulling your weight in the team feelings of optimism and fear.
people can participate in effort to succeed against the virus.

Be remembered for the role you played in

fogether as one bigitedm: propping up people’s emotional resilience.
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And finally aword
on language

Words are the connective tissue

that solidify cultural constructs.

[ ]
Anchor words are strong signals;

- United

— Ateam of 5 million
- Kiwis

- 80%

- Bubble
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Topic
e Lockdown
Q Level
© selfIsolation
© Ministry Health
e Self Isolate
© Flight
© Alert
e Man
Q Director General
Q Traveller
€ Prime Minister
© air
Q Virus
Q New Case
e Essential Service
© Tested Positive

Q Rule

But be

words
that tri
emotio

T GO !!




Pride in New Zealand

Kiwi Sense of Connection

Winning While Losing

Kiwi Values and Brand
Behaviours
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Be part of the collective effort

Put people first

Don’t lose sight of the future

Be a team player and play fair
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