
SET
your brand for a 
better tomorrow
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The Coronavirus has opened our eyes to how quickly our 
world can go out of balance.

We have watched the air and waterways clear with amazement 
and been reminded of the impending catastrophic future 
we could face if we don’t act now. It’s shone a spotlight on 
endemic social inequities. It has also reminded us what we 
can achieve if we act with a collective will.

The call NOT to go back to business as usual is echoing 
around the world from economists, climate scientists, 
environmentalists, charities and NGOs, activists, global 
leaders and the people electing them to office. 

In our Covid-changed landscape, brands need to be more 
relevant and compassionate than ever before. It’s a time to 
re-examine your purpose, reset, reframe or redesign, where 
necessary, to reset your brand and be part of the solution, 
not the problem.

Times are tough, but many people are more open to 
systemic change than ever before. If we seize the moment, 
the reward will be a better, kinder and more sustainable 
world. In this world, there is a huge opening for businesses 
to lead the way with purposeful brands that meet the 
mood and enable people to feel good about their choices.

... IT’S UP TO US HOW WE

RESPOND
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CORONAVIRUS 
PUSHED US TO A 
LOCKED-DOWN 

STANDSTILL.
We laughed. We cried. We grieved. We valued 
things we didn’t before. We made pacts with 
our higher powers about the trade-offs we’d 
make for a better, more sustainable future.

This pause has forced a re-assessment of what 
we rate and appreciate. It’s brought about 
a re-think of our role in society and in our 

communities. It’s opened our eyes to the full 
spectrum of what it is to be human.
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We talk about “the new normal” as if it’s a point in time 
we are waiting to arrive at. But there’s no pre-ordination 
involved. The new normal is a blank canvas waiting for 
our artist’s brush. The only question is what do we paint? 
Will it be a beautiful harmonious landscape? A world where 
no-one is left behind? 

The Moxie team has been building a picture of how our 
thinking and behaviours are likely to be shaped by the 
Coronavirus pandemic. From extensive research we’ve 
tried to capture some of the likely trends and human 
responses to help business owners and marketing 
managers find purpose and direction at a time of 
extreme uncertainty.

SOME 
THINGS 
WILL 
NEVER 
BE THE 
SAME
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BEYOND 
LOCKDOWN

WHAT WILL ENDURE?
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The call of a simpler life
As the ‘work from home’ brigade cooked, baked and 
Zoomed through lockdown, it enabled a re-evaluation 
of what matters. A friendly smile or a simple bag of flour 
became meaningful totems that lifted spirits. Excess now 
seems out of place.

Nationalism + localism
There’s an expanding pride in all that is Aotearoa 
New Zealand and our plucky team of five million. Products 
grown locally and made nationally take centre stage, with 
an underlying awareness that our collective support is 
indelibly linked to a personal and national renaissance.

New heroes
With no red carpet or glamorous awards shows, the only 
stars being applauded during lockdown were healthcare 
and frontline workers. Many ‘A Listers’ did not impress. 
Madonna talking about the Coronavirus as “the great 
equaliser” from her rose petal strewn bathtub jarred our 
sensibilities. As people rely on each other in a world of new 
everyday heroes, celebrity influence has stumbled.

Generation We
The pandemic has been a galvanising experience globally 
and across generations. More ‘we’, less ‘I’. We’re all in this 
together. Kia kaha New Zealand! 

The seductiveness of slow
Slow food, yoga, and mindfulness are all emerging as counter-
weights to the hyper-speeds with which ideas, people and 
products were moving around the planet pre-Covid.

WHAT 
WE 
VALUE
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Remote working has earned its place
The focus has shifted allowing us to reconsider where 
and how we deliver our best work. Reliable online 
meeting platforms have transformed our homes into 
effective workstations. The line between business and 
personal has blurred. 

Business becomes more human
Zoom has taken us inside people’s inner sanctums. 
We are welcomed into personal and private spaces with 
all that entails, accepting and even welcoming random 
appearances of children, partners and pets. 

Quantum acceleration of digital adoption
What was projected to take another decade has been 
condensed into three extraordinary Covid months. 
Online came to our rescue. Welcome to 2030!

HOW 
WE 
WORK

HOW 
WE 
WORK
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A psychological shift has happened as the Coronavirus 
has confirmed the inconvenient truth that our planet 
and our lives are globally and intimately linked at every 
level; geopolitical, financial and environmental. That our 
certainties can be upended in a heartbeat in previously 
unthinkable ways.

We now fully understand that there are bigger and deadlier 
risks on the horizon if we don’t dramatically shift our values, 
and how we live, spend and consume.

This fragility will result in an increase in private savings 
as people squirrel money away for the future with, as yet 
unknown, implications for businesses and brands.

A DEEPER 
SENSE OF 
FRAGILITY
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71%

of people planned to 
change one or more 
products, services, or 
brands after lockdown

of New Zealanders are actively 
researching sustainability practices 
of brands, before making a product 
purchase.

Ranking of business attributes 
by importance for brand/
product selection

36.2%
with

of people expected 
to choose these 
alternatives 
permanently
COVID-19 Love Local Survey  //  Rutherford

The influence of sustainability on New Zealand consumers 
  //  Sustainable Business Council

1ST Price competitiveness

2ND NZ owned

3RD Made in NZ

4TH Recyclable

5TH No nasty ingredients/chemicals

COVID-19 Love Local Survey  //  Rutherford Jonathan Elms  //  Massey University

We’re not easily going 
to go back to old habits 
because that’s not how 
human psychology 
works. 
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IT’S A TIME TO AIM FOR 
EXTRAORDINARY, 
NOT ORDINARY 
In the attempt to play it safe some will respond through 
cost-cutting and price gouging; but in truth that is a game 
nobody can win.

While we know that there will be more choice for 
consumers and less disposable income (for the next year 
or two and possibly beyond), your value will be determined 
yes on price, but also on a bigger picture of who you are 
and what you contribute. 

People want to know:
• That they are helping their local economy

• That their choices contribute to a rebuilding a better 
New Zealand and wider world

• That they are supporting businesses and organisations 
that align with their values.

During lockdown people were able to see 
that some brands really cared about them 
and not only about their money. And they 
saw that some brands could help them 
in difficult times. So, people got a better 
understanding of what purpose means 
and will pressure brands to take action.
Rafael Martins - Share CEO
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HELP PEOPLE 
CHOOSE YOU
Today a quality product or 
service is the entry point. 
Your difference will be how 
you act, how you make 
people feel and believe in 
a better future.

Here are 6 key points to 
evaluate how you are valued.

PURPOSE
BUILDING A BRAND OF
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TAKE A 
STEP BACK
Look to your origin story, 
your reason for being 
beyond making money.

Since then, how have you 
evolved to build value and 
meaning not only into what 
you do, but why you do it?
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DON’T DROWN 
IN A SEA OF 
SAMENESS 
‘Differentiate or die’ is a 
mantra that has echoed 
through the walls of many 
an agency for decades. In 
times of flux and change this 
is particularly important. 
Instead of a million small 
initiatives, figure out one 
way to turn your essential 
purpose into something 
great that is uniquely yours.
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LOOK BEYOND 
YOUR BRAND 
STORY 
Your story matters but 
actions speak louder than 
words — it’s no longer enough 
to just tell a good story.

We humans want to move 
on beyond this crisis and 
we want to move to a 
brighter future. Tangible and 
purposeful activities underpin 
the most effective campaigns.
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ACT — VALUES 
ARE BEHAVIOURS
An organisation’s relevance 
will depend on resonating 
with what people value, 
not the other way around. 
For too long, organisational 
values have been displayed 
in reception areas to impress 
visitors or used as virtue 
signals in communications 
materials.

Values should be a lived daily 
experience — a promise to be 
kept — not a wall-hanging.
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LEAD WITH 
GENEROSITY 
AND 
INSPIRATION 
We will be judged by how we 
navigate these times — how 
we show up and contribute 
to the greater good. 
Inspiration builds higher 
order meaning. 

Real stories, humour and 
fun, small moments of 
pleasure connect. Doing 
good makes people feel good.
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PAIR YOUR GREAT 
THINKING WITH 
GREAT DESIGN — 
THEY GO HAND 
IN HAND 
Good design feels intimate 
and personal. It shows 
empathy and understanding. 
People get it. They nod in 
understanding. When it’s 
beautifully designed, it 
achieves the deep emotional 
connections with people 
that are literally priceless. 
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SCORE YOUR 
PERFORMANCE 

ON A SCALE 
OF 1 – 10

1. TAKE A STEP BACK
From your origin story to now, does it resonate 
and drive value through your organisation?

2. DON’T DROWN IN A SEA OF SAMENESS.
How do you rate your uniqueness in your 
category or sector?
Is this difference relevant to today’s audiences?

3. LOOK BEYOND YOUR BRAND STORY
What actions are you taking to bring your brand 
story to life?

4. ACT — VALUES ARE BEHAVIOURS
To what extent are your values active:
Within your organisation?
Within your marketplace or operating 
environment?

5. LEAD WITH GENEROSITY 
AND INSPIRATION 
How will you be remembered by your actions 
through Covid and beyond?

6. PAIR GREAT THINKING 
WITH GREAT DESIGN
Are you capitalising on the social shifts post 
lockdown and integrating them into your 
messaging and design?

GRAB YOUR TEAM, SOME COFFEE 
AND HAVE A BIT OF A BRAINSTORM 
TO REVIEW HOW YOU’RE DOING. 

HOW HIGHLY DO YOU RANK YOUR

PERFORMANCE?
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FAST FOCUSSED ACTION — RESET REVIEW 
3 STRATEGIES IN 30 MINUTES 
If you and your people have found this useful, and want to 
explore ways to strengthen your score – the creative and 
strategic team at Moxie are offering FREE sessions over July 
and August 2020. 

You tell us what’s working and what’s not. We will focus on 
what is the fastest way to reset or reframe, so you can move 
into the new economy with confidence.

What will you have to do:

1. Send us your scorecard before your session and some 
brief background information

2. Make a time for your session by contacting 
frances@moxie.co.nz

3. Turn up. In person at our studio or online at a time that 
suits you and your team.

HOW CAN WE

HELP?

mailto:frances%40moxie.co.nz?subject=
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THIS REPORT WAS BUILT BY MOXIE’S STRATEGISTS
Michelle Ibbetson — Brand Strategist 
Frances Manwaring — Managing Director

We have undertaken extensive research and reviewed opinion 
pieces and publications by international industry leaders in the 
compilation of this document and filtered our research through 
a New Zealand-specific lens.

DESIGN 
By Katie Williams — Design Director

FEEL FREE TO SHARE
This file can be used and shared. When sharing it, please 
attribute the project to Moxie, for example: “Check out the 
report Reset Your Brand for a Better Tomorrow by creative 
agency Moxie Communications.” OR if quoting from the 
document, “Reset Your Brand for a Better Tomorrow — 
Moxie Communications 2020”.

LICENSE
 

© 2020 Moxie. This work is licensed under a CC BY-NC-SA 4.0 
which allows for redistribution for non-commercial purposes, 
provided that the work is distributed unchanged and in its 
entirety, with credit attributed to Moxie. Learn more about the 
license here: https://creativecommons.org/about/cclicenses/

https://creativecommons.org/about/cclicenses/


WWW.MOXIE.CO.NZ

Moxie is a wholly NZ-owned creative studio.

Our commitment to businesses and organisations 
focused on social and sustainable good covers more 
than two decades. 

We want to reset better — if you feel the same, let’s talk!

FRANCES MANWARING 
Managing Director –
Wellington/Hawke’s Bay
M 027 208 8515 
E frances@moxie.co.nz

MICHELLE IBBETSON 
Brand Strategist – 
Wellington/Hawke’s Bay
M 021 298 121 
E michelle@moxie.co.nz

http://www.moxie.co.nz
mailto:frances%40moxie.co.nz?subject=
mailto:michelle%40moxie.co.nz?subject=

