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COVID-19 RESPONSE COMMUNICATIONS 
UPDATE FOR Q2 2021/2022 

Background 

 

1. New Zealand’s ongoing COVID-19 response has required sustained public engagement and 

communication strategies to maintain public trust and confidence in the country’s approach. 

2. Key to this has been the successful Unite Against COVID-19 public information campaign 

which has guided the public through the response for nearly two years, evolving as the shape 

of the response has changed, supporting through resurgences, Alert Level changes, 

introduction of new approaches and the launch of the COVID-19 Protection Framework (CPF).  

3. This was followed by activity to inform the public about the move to the new Covid-19 

Protection Framework (CPF) in early December. This involved several elements including 

encouraging the uptake of My Vaccine Pass, introducing the CPF, informing regions what 

colour setting they were in, and the associated requirements, and providing the rationale 

behind the shift to the new system 

4. The emergence of Delta in the community in August 2021 led to an extended response 

effort from August to November. There was a sustained public information campaign to 

support New Zealanders through the Alert Level changes, drive the appropriate health 

behaviours and keep the public informed about changes in policy settings such as mask 

wearing and scanning.  

5. The emergence of Omicron in the community has been accompanied with expectations from 

Ministers of ongoing investment in public information campaigns to ensure public readiness 

for the next phase, plus continued vaccine and booster up-take (led by the Ministry of Health 

vaccination programmes). 

6. The COVID-19 Group Communications and Public Engagement team and the Ministry of 

Health Vaccination Communication team use two key media agencies. These are the 

strategic and creative agency Clemenger BBDO and the media buying/placement agency 

OMD.  

7. Clemenger BBDO and OMD were originally engaged in March 2020 through emergency 

procurement. In May 2021 a closed RFP was undertaken, and Clemenger BBDO and OMD 

were reappointed through to 30th June 2022.  DPMC will be going to market for advertising 

and media services for July 2022 – June 2023 shortly. 

8. The group also works with other specialist agencies including Bright Sunday, Bananaworks 

and Together. 

9. Public information campaigns are multi-channel and include advertising (TV, radio, press, 

outdoor, social media and digital channels), and utilise the Unite Against COVID-19 and the 

Ministry of Health websites and their supporting social media channels. There is also 

targeted community and sector engagement activity. 
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14. Key milestones achieved to date include: 

a) delivery of public information campaigns, including: 

i) the ongoing Unite Against Covid-19 public health messages 

ii) Alert level changes 

iii) Vaccine campaign 

iv) I Scan New Zealand 

v) “Two shots for Summer”; 

vi) “Cover for Each Other” (face masks on public transport); 

vii) general health behaviours reminders including scanning, turn Bluetooth on, get a 
test, hygiene, and masks on public transport (continuous through the year); 

viii) More to the COVID-19 Protection Framework 

ix) Mask Scan Pass 

x) Booster Vaccines 

xi) 5-11-year-old vaccines 

b) Various in-person, on-the-ground initiatives designed to support public health 
behaviours and compliance with response settings, especially focussed on youth, those 
moving around the country over holiday periods, high foot traffic/risk locations such as 
large events malls and airports and businesses. For example, between 21 December 
2021 – 14 January 2022 on-the-ground activations visited over 1900 businesses 
totalling over 300 live hours of activity.  

Effectiveness of the public relations and advertising spend 

15. The Unite Against Covid-19 brand and associated advertising and channels are highly 
trusted (37%) and recognised (61%), and advertising continues to be regarded by the 
public key source of information.  (NB: these are high ratings for a brand) 

16. Analysis of website metrics shows that Covid19.govt.nz continues to be a key source of 
information for people in New Zealand to get reliable, timely information about COVID-19. 

a) Audience grew by more than 300% in 2021 when compared with 2020.  

b) 141 million-page views in the 12 months to 24 February 2020 

c) Peaks in traffic are experienced around key announcements: 1 million users over 17/18 
August 2021 when New Zealand moved to Alert Level 4, and 1.1 million users when 
New Zealand moved to Red in the Traffic light system. 
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