Deconstructing
the new normal
Level 3 snapshot
20-Apr to 1-May

SURVEY TIMELINE:

Our Level 3
state of mind
This report highlights the shifts we have seen in the
data since the Prime Minister announced that Level 4
would be extended until the 28th April and we
experienced our first week of Level 3.
In our first report, released after two weeks of
Lockdown, we sought to understand people's
behaviour through three societal lenses: New
Essentials; New Me; and New Systems.
You can access our first report, Fast-forward or Rewind
here.
Today, we review where we are seeing shifts in the
data as we adjust to life outside of the intense
Lockdown we experienced in Level Four.

Fri 27-Mar
Lockdown begins

REPORT ONE | 6 APR – 17 APR

Week 1: w/c 6-Apr
Week 2: w/c 13-Apr
Week 3: w/c 20-Apr
1st

20-Apr
week in level 3

Week 4: w/c 27-Apr
Week 5: w/c 4-May
Week 6: w/c 11-May
Week 7:w/c 18-May
Week 8: w/c 25-May
Week 9: w/c 1-Jun
Week 10: w/c 8-Jun
Week 11: w/c 15-Jun
Week 12: w/c 22-Jun

REPORT TWO | 20 APR – 1 MAY

The term "New Normal" has been overused, and we believe it
overstates the shift we will see in consumer behaviours.

Deconstructing
the new
normal.

Yes, there will undoubtedly be changes, some in the long or midterm. The experience has clearly opened our eyes to new ways of
living and working. For example, we’ve discovered aspects of
freedom despite being locked down.
But evidence suggests we won’t radically change overnight.
It’s simply not in our nature. A Lockdown period of just a few
weeks is not enough time to embed permanent behaviour
change.
Instead, we predict many current behaviours will revert to
normal. We’ve seen that as people race to get their first taste of
fast food again. Home baking may find it hard to compete.
In this very charged emotional landscape, we are starting to see a
select set of specific cultural shifts emerge. Prime among these is
our increasing worry about our financial wellbeing.

What are your top 3 concerns?
Where are we now?

We are no longer
seeking information
and reassurance.
Slowing of new cases (even zero) and an easing
of restrictions has translated into a ‘recovery’ outlook for
two thirds of Kiwis.
We no longer need a constant drip-feed of information,
reassurance it will be ok, or are craving leadership
through this crisis.
Instead we are seeking out ‘security’ and 'stability' to
cope with the a severely shaken economy. But more
notably, it’s a desire for ‘freedom’ and ‘belonging’ that’s
increasing as we start to anticipate extending our
bubble
Q: Thinking about how you are currently feeling about the COVID-19/coronavirus
outbreak, what are the top three things you need right now?
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Security
Stability
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Normalcy
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Freedom
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Information
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Reassurance
Optimism
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Belonging
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w/c 13-Apr

Living a new
normal

“My routine is starting
to feel familiar”

w/c 20-Apr

20%

w/c 27-Apr

Moving into
recovery

“I feel we will return to
normal soon”

Where are we now?

We claim to be
changing, but that’s
not how we behave
the minute we taste
freedom.
60% of us believe we will not go back to our
usual routines when we come out of Lockdown –
a significant increase of 10% since the start of
Lockdown. And yet, on the first morning of Level
3 the queues outside the Greenlane McDonald’s
in Auckland created a traffic jam back to the
Southern Motorway.

60%

(any agree)

I’ve found it easy to live
without fast food

AGREE: I will go back to how I have always done things before COVID19
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The New Essentials:

Home is where the heart is

We believe there
are four areas in
which new
behaviours will
stick, at least for a
while.

The New Me:

Money on my mind

The New Systems:

Convenience vs. Connection

The New Systems:

Freedom in Flexibility

The New Essentials:

Home is where
the heart is

‘I’m enjoying my home more
than I ever have’
Home is where the heart is

Our love affair with
home is blossoming,
at least for now.
Instead of growing tired of our homes as the weeks go
by, we are embracing them. We have realised the
contentment and joy we can find by turning inward and
valuing our own spaces and those we share them with.

40%

Our prediction: This is a mid-term trend that
will last throughout winter. As we emerge into
Spring, we anticipate our old ways will return.

50%
40%
30%
20%

I will choose to spend more
time at home and feel
content about that choice
(w/c 27-April)
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Spending Post Lockdown:
Top selection for more and less (w/c 27-April)

40%
30%

Our spending looks to follow suit. When we are able,
we intend to spend more money on our homes, our
gardens and home cooked meals. And less on out-ofhome activities.

60%

+6%
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23%
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SPEND LESS
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SPEND MORE

-10%
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-30%
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-40%
Home
improvement

Gardening

Groceries

Food to
stockpile

Out-of-home
entertainment
(movies, sports
events, etc)

-32%

-32%

-33%

Travel

Dining out

Luxury goods

Home is where the heart is

We’re getting
perspective on
what really matters.
Three dimensions of health and happiness have
consistently held strong in the survey data across every
week of Lockdown.
We need to keep our bodies moving, it’s a relief to leave
the house and feel a sense of freedom given so much
time spent inside. We need to interact with people, we
crave to see, talk, laugh with each other even from two
meters. But at the same time, we need space.

Our prediction: These are inherent human
needs; they were here before and will be here
after COVID. The shift is simplifying our focus to
the thing that really matter. This will last through
out the recession, and hopefully beyond.

Top 3 things I need to be happy and healthy

45%

I need to move (exercise)

40%

I need people (socialising)

32%

I need time alone (me time)

The New Me:

Money on my
mind

Money on my mind

Financial fear is
increasing.
The harsh reality of the economy shut down is starting
to bite. Predictions for unemployment are growing
and with them, our fear for our financial future. People
are being resourceful and learning to cope with less
consumerism in their lives. But this is unlikely to
compensate for the lost or reduced income many New
Zealanders will experience over the coming months.
An ANZ report stated a net 31% of firms reported in
April that they have already cut jobs compared to a
year earlier.

Our prediction: This is not a trend, but a reality
as the economy slides into a recession. NZ
Treasury reports the 2008 GFC lasted close to
a year. It is forecast that this recession will be
deeper and longer.

Are you using this time as an
opportunity to:
61%

I’m learning to be more
resourceful with what I’ve got
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Review at your previous spending Plan/create new spending habits
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Top 3 financial concerns
81%

Paying the power bill

54%

paying for non-essential groceries

31%

0%

Paying the internet bill

Job Seeker Support

wk4

The New Systems:

Convenience vs.
Connection

Convenience vs Connection

eComm is being
embraced but is
no cure-all.
In Level 3 there has been a 350% increase in online sales
(versus Level 4). But this a drop in the ocean in the context
of the overall negative impact of COVID on the sector. The
latest Retail NZ sales index shows that sales during April
were down 79.8% on the previous year, and a survey of
Retailers (also from Retail NZ) suggests that overall sales
are no better under Level 3.

Our prediction: We now know a little about the
freedoms we will have in Level 2 and it's certain
that physical distancing, hygiene and contact
tracing requirements will make an instant return to
previous shopping habits impossible. This will
increase more demand for digital and digitallyassisted shopping that is safe and convenient for
customers in all sectors.

Retail NZ Sales Index
April 2020 Sales

-77.9%

April 2020 compared to March 2020

-79.8%

April 2020 compared to March 2020

“Online sales are up 350 per cent under
Alert Level 3 – but, overall sales are down
by around 80 per cent on average. “Sales
across the sector have collapsed and,
even online trading, which has been
permitted since last Monday is not
delivering sales that will allow retailers to
recover from the economic carnage of
the last few weeks.”
“There is a real challenge for 25% [of
retailers who don’t have online channels]
to look at putting in place either online
sales or telephone orders.”
Greg Harford, Retail NZ’s Chief Executive
(Retail NZ Member Survey)

Convenience vs Connection

We are still craving
the connection of
bricks and mortar.
Physical stores will remain absolutely critical in the future. We
are not ready to replace them with ecommerce for quite
some time, if ever. But a meaningful number of people have
experienced shopping online for the first time and enjoyed
the experience. In our latest wave of data 39% of people
found it more convenient.
A global Kantar study across 30 countries found that 32% of
people expect to use ecommerce more going forward.

Our prediction: Online sales will continue to grow at
a rapid pace through the coming months. It will
settle as we are able and feel comfortable (safety
wise) returning to the physical stores. But the
percentage that online shopping claims will be a
higher level than it was pre-COVID.

When thinking about using day-to-day services online,
please tell us how much you agree with the following?
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It’s generally more convenient

w/c 27-Apr

The New Systems:

Freedom in
flexibility

Once the restrictions are lifted, I would still
prefer to work from home at least one day
a week

Freedom in flexibility
60%

We continue
to enjoy the
flexibility of
working
from home.

We can be just as productive in a 4 day
work week as a 5 day work week
60%
40%

40%

20%

20%
0%

0%

w/c 6-Apr

w/c 13-Apr
Agree

w/c 20-Apr

w/c 27-Apr

Disagree

Time is not eroding the enjoyment we are
experiencing working from home. Productivity,
time back in our day, the headspace to think,
amongst others, are the benefits people are
talking about the most.
But a remote workforce comes with unresolved
inequities. There will be a divide between those
that can and can’t. So called ‘knowledge’ workers
have navigated working from home much easier
than those in service and manufacturing jobs.

Our prediction: This is the societal shift we
believe is here to stay. We have found a
new freedom in flexibility that will change
how some, but not all of us, work now and
in the future.

w/c 6-Apr

w/c 13-Apr
Agree

45%

w/c 20-Apr

w/c 27-Apr

Disagree

Not travelling to work each
day has given me more
time to do things I like

1. Don’t overstate the change

The majority of our behaviours will go back to normal, plan for this. Identify
the ones that may stick, understand what this means to your brand and
business.

2. No need for COVID based messages anymore

Messages need to adapt as consumers do. Start reflecting what
consumers are feeling and needing rather than overt COVID messaging.
Consumers are moving faster than communications can.

3. Celebrate the wins

What does
this mean for
Brands/
businesses?

We are worried about the future. Help find moments where we can feel
positive about the progress we are making.

4. Support local

Our homes, our people and our communities are the most important
things to us. How can you be part of this? But, be careful not to just jump
on the bandwagon. Add real value.

5. Deliver value

We are entering a recession; our incomes are shrinking. Brands and
businesses that can add value or utility through this time will build more
loyalty and emerge stronger.

6. Prioritise great customer experience within ecommerce

The ability to interact and sell within digital is now a must. But be warned,
as we spend more time than ever before in this space our judgement is
heightened. It’s crucial that you get it right.

Helping business win,
keep & grow customers
It’s our belief that the way businesses respond to the challenges and opportunities this
situation presents requires a multi-disciplinary approach.
At Dentsu we uniquely blend teams across our brands and capabilities to accelerate
customer growth through our win, keep, and grow approach to business.
We would love to work with you to understand and support you with your business
challenges. Please contact us to discuss a no obligations workshop with some of the
leading talent from across our suite of capability.
We also encourage you to keep up to date with our latest thinking on our COVID-19
content hub - COVERED-19:
Click Here to access COVERED-19

For further information on this study or to
arrange a workshop please contact:
Rachel Anderson-Cormack
Chief Commercial Officer
Dentsu Aegis Network New Zealand

rachel.anderson-cormack@dentsuaegis.com

