
 

Proactive Release 

The following documents have been proactively released by the Department of the Prime 
Minister and Cabinet (DPMC): 

 
Annalect Social Media Listening Reports (April 2020 – April 2022) 

 
Early in New Zealand’s pandemic response, a critical need was identified to understand how 
information provided about COVID-19 was being received and understood by the public. 
Public communications about the pandemic had to be effective to ensure that New Zealanders 
were able to comply with legal requirements and guidance on COVID-19 in order to stop the 
spread of the virus. 
  
To this end, the Department of the Prime Minister and Cabinet (DPMC) commissioned regular 
research focusing on sentiment and behaviours towards COVID-19. As part of this, in April 
2020, Annalect, the data analytics division of OMD New Zealand, which is the media buying 
agency for the COVID-19 response, began undertaking social media analysis for the COVID-
19 Group. We did not have this capability ourselves and it would not have been economic or 
timely to build it in-house. Therefore, external providers were sought. Commissioning this 
service was undertaken at pace, given the threat of the emerging pandemic in April 2020.  
 
Organisations, including government departments, have monitored social media for many 
years in order to improve the quality of information they provide to the public 
   
As the pandemic response evolved, tools such as this enabled the COVID-19 Group to be 
agile and adapt communications to address information gaps and the questions and concerns 
of New Zealanders about the COVID-19 response. 
  
The analysis compiled by Annalect helped measure the effectiveness of the Unite Against 
COVID-19 communications and public information campaign as it sought to keep New 
Zealanders informed through the different phases of the response. It enabled the COVID-19 
Group to identify if there were gaps in public understanding about restrictions and public health 
guidelines, and develop tailored communications to address those gaps. 
  
The analysis also provided valuable insights into the impact of pandemic restrictions, New 
Zealanders’ acceptance of them and their willingness to carry out COVID-19 related health 
behaviours. In this sense, the insights have been important in ensuring the safety of our 
communities and maintaining the public trust that is required for an effective response to 
COVID-19. Robust and easily understood public health information has been a key pillar of 
New Zealand’s success in responding effectively to COVID-19.  
  
In compiling the reports, analysts used the Brandwatch Consumer Research tool to observe 
prominent themes regarding the COVID-19 Response, analysing social and digital news 
content on public channels in New Zealand. 
  
The reports provided mostly high-level insights into topics of conversation around COVID-19 
online. This includes the volume of social conversation around a given topic and the sentiment 
of that conversation and how that sentiment changed over time. Annalect also provided 
analysis and commentary on the most prominent issue(s) of the week – for example, if there 
was an Alert Level change, they would analyse conversation around this. This analysis was a 
useful window into the impact of the virus and pandemic restrictions on New Zealanders. 



The reports were refined and adjusted over time to reflect the changing language, landscape 
and focus of the COVID-19 response. In most cases, this was done proactively by Annalect. 
This included the occasional updating of the topics being tracked (for example, introducing 
‘Vaccine Rollout’ when this became a relevant topic of conversation in New Zealand). 
  
The social conversations that were analysed by Annalect came from two sources. The first 
was from engagement with Unite Against COVID-19 (UAC) and Ministry of Health (MoH) 
social media channels, and the second was from content posted publicly elsewhere online, 
from news media, Facebook pages, Twitter, Reddit and other public blogs and forums in 
New Zealand, pulled via keyword searches. Annalect also reported on publicly visible 
engagement with other government pages, such as those of Te Puni Kōkiri and the Ministry 
for Pacific Peoples, in order to understand the questions and concerns of different 
audiences. 
 

The data analysed from UAC social media channels was, in large part, from publicly visible 
comments on UAC social media pages. For two periods in 2020 and 2021, Annalect provided 
a ‘Frequently asked questions’ report, summarising the most asked questions about the 
pandemic and the response online, which included an analysis of questions sent to UAC social 
media channels via direct messages. This was to understand what gaps in public 
understanding existed and what questions and concerns New Zealanders had about COVID-
19, to improve the information being provided to the public via UAC. 
  
During the initial stages of the COVID-19 Vaccine Campaign between May and August 2021, 
analysis of direct messages was also performed on MoH channels for the same reason it was 
on UAC channels, specifically for the vaccine rollout. 
 

In analysing direct messages, Annalect used ‘Sprinklr’, the system the National Crisis 
Management Centre and then DPMC used for managing its social media accounts. Annalect 
were able to generate reports from the system’s reporting dashboard to review sentiment and 
themes from comments and messages being received on the Unite Against COVID-19 and 
Ministry of Health social media channels. 
 
Annalect summarised the most frequently asked questions, and gave examples of these 
questions and others which highlighted prominent themes or issues important to the overall 
response. The analysis of these direct messages to government websites looked at overall 
themes as a guide on which areas of public health information needed strengthening or 
clarifying 
 
At no point in the COVID-19 response has DPMC or Annalect been able to monitor or review 
private conversations or messages between members of the public – nor would we have 
sought access or have means of accessing that information as part of our remit to provide 
high quality public health information about COVID-19 to New Zealanders. 
 

The COVID-19 Group acknowledges the Unite Against COVID-19 website and social media 
channels could have been clearer that communications received may be used for reporting 
purposes. A disclaimer to this effect has been added to all Unite Against COVID-19 channels. 
 
In places in the reports, screenshot examples of public-facing comments from social media 
users were provided by Annalect in order to provide context around the data and the themes 
that were being observed. Good practice required usernames to be redacted, and in later 
reports, so too were users’ profile pictures as part of Annalect’s continuous improvement of 
the reports, which involved refining of the design of the reports and introducing further privacy 



measures. Otherwise, Annalect took steps to ensure that all data in the reports was 
anonymised before it was provided to DPMC. 
  
In New Zealand, Annalect is a division of OMD and sits within OMD’s New Zealand office with 
locally employed analysts. All work is done in New Zealand, by New Zealand-based analysts. 
In undertaking this work, OMD/Annalect were required to uphold New Zealand privacy laws 
when analysing and handling information found in the public domain or through direct 
messages. Annalect analysts all sign individual non-disclosure agreements in relation to this 
work, and OMD/Annalect have their own company-wide non-disclosure agreement that 
covered this work. 
  
In their effort to support the Unite Against COVID-19 campaign by providing analysis of 
conversation online about the pandemic, Annalect made judgement calls as to what to 
provide in the reports, proactively including information they believed would be useful for 
officials to know. 
 
In a small number of reports, Annalect included information not directly relevant to the 
COVID-19 response. On occasion, this included information about politicians and political 
parties. Information not useful to the COVID-19 response was disregarded and Annalect did 
not track the social media profiles of politicians or political parties for DPMC. 
  
It may also be noted that the names of politicians and political parties sometimes appear 
highlighted in the reports. This is because they are listed in the base search query that 
Annalect uses when analysing issues and topics around COVID-19, and they happen to come 
up, from time to time, in the examples of conversations they provide in the reports. Annalect 
did not track mentions of these names for DPMC. 
  
It is important to note the primary use of the reports was internal, informing the COVID-19 
Group’s communications approach. A summary of overall themes and observations were 
sometimes included in external updates and in policy documents, but the reports were not 
provided to Ministers’ offices in full. 
  
As it approached two years since the reports were originally commissioned, DPMC undertook 
a review of the reports and whether they were still required for the next phase of the pandemic 
response. The reports were discontinued in April 2022, as the insights they provided were 
considered to no longer be required as we moved to long-term management of the virus. In 
total, 231 reports were received between April 2020 to April 2022. The total cost of these 
reports was $261,974. 
  
Some parts of this information release would not be appropriate to release in full and, if 
requested, would be withheld under the Official Information Act 1982 (the Act). The information 
that has been withheld from this document has been withheld under section 9(2)(a) of the Act, 
to protect the privacy of individuals. No public interest has been identified that would outweigh 
the reasons for withholding this information. 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 1

Unite Against COVID-19:
Social Conversation Analysis
Four day period ending
February 20, 2022
New Zealand
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A N N A L E C T  S O C I A L  A N A L Y T I C S 2

Update 
Summary:

Conversation analysis – organic, public social channels:

Analysts examined conversation about tests and testing over the past four 

days. Some are happy with the quick turnaround for COVID-19 test results 

while others are frustrated and concerned at the long wait times themselves or 

their family members are experiencing. Some are expressing the belief that 

teachers, ECE workers and schools should be able to readily access rapid 

antigen tests. 

Measuring categories of conversation: 

The total volume of conversation remained stable. The largest category 

increases were in the Enforcement and Domestic Violence categories with 

13%. 

All categories rose in neutral sentiment and most dropped in both positive and 

negative sentiment. The largest shift was in the Financial Stability category 

which rose 13% in neutral sentiment. 

The total dataset sentiment increased 9% in neutral sentiment, decreasing 2% 

in negative sentiment and 7% in positive sentiment. 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 3

What’s in this 
report:

1. Social Conversation Analysis p.g. 4 -5

Analysts examined conversation about tests and testing. 

2. Measuring Categories of Conversation p.g. 6 - 11

Identifying New Zealanders’ key concerns and monitoring 

shifts in sentiment and emotion on public social channels.
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COVID-19 Awareness Study  /  Confidential  / Annalect 2022

C A T E G O R Y  S E N T I M E N T

Net sentiment of each category

All categories rose in neutral sentiment 

and most dropped in both positive and 

neutral sentiment. 

The largest shift was in the Financial 

Stability category which rose 13% in 

neutral sentiment. 

Data source: public Facebook pages, 

Twitter, blogs, forums, Reddit in New 

Zealand. 

Comparing current period (Feb 17 - 20) with shift from previous day (Feb 13 - 16)

Category % NEG % (+/-) % NEU % (+/-) % POS % (+/-)

Business & Consumers 34 -3 62 +8 4 -5

Enforcement 55 +4 42 +2 3 -6

Virus 43 -4 54 +10 3 -6

COVID Response 49 -2 47 +8 4 -6

Economy 32 -6 65 +11 3 -5

Mental Health 42 -7 55 +11 3 -7

Financial Stability 37 -7 61 +13 2 -6

Team of 5 Million 31 -3 53 +12 16 -9

Contact Tracing 30 -5 66 +9 4 -4

Timeframe 29 -2 65 +9 6 -7

Domestic Violence 64 -4 34 +7 2 -3

Vaccine Rollout 48 -4 49 +12 3 -8

• Note this table reflects % of sentiment change 

relative to the volume of each category and 

therefore smaller datasets will have more 

exaggerated sentiment shifts. See previous 

page for volume.Proa
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C A T E G O R Y  S E N T I M E N T :  H I G H  V O L U M E  

C A T E G O R I E S  F E B R U A R Y  1 0  - 1 6
8

Covid Response

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Virus

Enforcement Vaccine Rollout 
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C A T E G O R Y  S E N T I M E N T :  F E B R U A R Y  1 0  - 1 6 9

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Business & Consumers

Team of 5 Million

Economy

Financial Stability
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C A T E G O R Y  S E N T I M E N T :  F E B R U A R Y  1 0  - 1 6 10

Timeframe

Contact Tracing
Domestic Violence

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Mental Health
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COVID-19 Awareness Study  /  Confidential  / Annalect 2022

Category Definitions

We access data through keyword queries. We update these 

queries as the language used to describe a topic or theme 

evolves. In this report, keywords have been updated to align 

with changes in conversation we’ve observed.

Virus

This conversation looks at the virus itself. This may 

include discussion about medical response, health 

advice, symptoms of COVID-19 and number of 

cases/deaths in New Zealand and globally.

COVID Response

The nation’s response to and perception of New 

Zealand’s leadership and decisions surrounding the 

response to COVID-19.

Vaccine Rollout

How are New Zealanders’ discussing vaccines. 

Including access to vaccines and logistics of 

appointments, any hesitancy/advocacy and what 

vaccines would enable for the individual or the 

community. 

Timeframe

Discussion about how long it will take before traffic 

light restrictions are lifted or when life returns to 

normal.

Team of five million / Unite against virus 

Encouraging the nation to rally together, 

comply with the rules and cheerleading the 

cause.

Contact tracing

What conversations are New Zealanders having 

about contact tracing and the use of apps and 

other contact tracing methods including 

accessing COVID tests. 

Mental health

What conversations are New Zealanders having 

about their own mental health and that of their 

families and communities. What support is 

being offered and how are people coping and 

what are their stresses/anxieties.

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 

Business & consumers

The impact COVID-19 restrictions has had on 

how businesses operate and how consumers’ 

behaviour has adjusted to ensure retail / 

hospitality / workplaces run safely.

Enforcement

Responses to the role of official enforcement 

and stories about how infringement is dealt 

with.

Economy

Conversations New Zealanders are having 

about the economy, economic decisions and 

upcoming recession and recovery. 

Financial stability 

The impact COVID-19 is having personally on 

New Zealanders in relation to their employment 

situations and personal and/or business 

finances. 

Domestic violence

How are we discussing family violence and 

abuse. How are the domestic violence services, 

agencies and wider community responding 

during this period. 
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S E N T I M E N T  B E N C H M A R K S 13

Total volume and sentiment of dataset overtime: 
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COVID-19 Awareness Study  /  Confidential  / Annalect 2022

A N N A L E C T  S O C I A L  A N A L Y T I C S 1

Unite Against COVID-19:
Social Conversation Analysis
Three day period ending
February 23, 2022
New Zealand
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COVID-19 Awareness Study  /  Confidential  / Annalect 2022

A N N A L E C T  S O C I A L  A N A L Y T I C S 2

Update 
Summary:

Conversation analysis – organic, public social channels:

New Zealanders are discussing the increasing COVID case numbers. Some 

are asking for clarification on the definition of ‘close contacts’ or length of 

isolation period and are wanting to know more about when a case becomes 

infectious.  

Measuring categories of conversation: 

The total volume of conversation increased by 25%. All categories increased 

in conversation. The largest category increases were in the Contact Tracing 

category with 44% and Enforcement category with 41%. 

Most categories increased in neutral sentiment and dropped slightly in 

negative sentiment. The largest shift was in the Financial Stability category 

which dropped 6%  in negative sentiment. 

The total dataset sentiment increased 1% in negative sentiment, decreasing 

1% in neutral sentiment. 
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COVID-19 Awareness Study  /  Confidential  / Annalect 2022

A N N A L E C T  S O C I A L  A N A L Y T I C S 3

What’s in this 
report:

1. Social Conversation Analysis p.g. 4 -5

Analysts examined conversation about COVID case numbers. 

2. Measuring Categories of Conversation p.g. 6 - 11

Identifying New Zealanders’ key concerns and monitoring shifts 

in sentiment and emotion on public social channels.
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C O N V E R S A T I O N  A N L Y S I S :  P U B L I C  

S O C I A L  M E D I A
4

New Zealanders are discussing the increasing COVID case numbers. Some are asking for 
clarification on the definition of ‘close contacts’ or length of isolation period and are wanting 
to know more about when a case becomes infectious.  
Analysts examined conversation about the 

increasing number of COVID-19 cases in New 

Zealand. Sixty-two percent of conversation is 

neutral sentiment and generally conversational or 

factual in tone.  

Some people are noting that while cases are 

increasing, they feel pleased at our response so far 

and believe that the spread of cases has been 

slowed as a result. 

Others might be grappling with the shift to the 

phased approach and looser restrictions around 

contact tracing when cases are growing. 

There are many people who know someone 

directly who has caught COVID or have COVID 

themselves and are taking to social media to 

discuss this. 

Some are asking for clarification around close 

contacts and isolation periods and wanting to know 

more about when a case becomes infectious.  

Testing and wait-times for PCR test results is a big 

topic of conversation. Some are thankful to have 

access to RATs and others are asking how / where 

to attain them. 

Total volume of conversation and sentiment about COVID 
cases and COVID case numbers, February 17 - 23

Sentiment of conversation February 21 - 23

Negative 36%, Neutral 62%, Positive 2% 

Pleased with the government’s response and how 
this has kept cases low so far and prepared for 
higher cases to come. 

Parents are receiving updates from their children’s schools 
about cases. Some are commenting on the impact of cases to the 
running of the school.

Happy to have been boosted as case numbers rise. 

Grappling with the shift to looser restrictions 
around contact tracing when cases are growing. 
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COVID-19 Awareness Study  /  Confidential  / Annalect 2022

C A T E G O R Y  S E N T I M E N T

Net sentiment of each category

Most categories increased in neutral 

sentiment and dropped slightly in 

negative sentiment. 

Financial stability dropped 6% in 

negative sentiment. 

Data source: public Facebook pages, 

Twitter, blogs, forums, Reddit in New 

Zealand. 

Comparing current period (Feb 21 - 23) with shift from previous three-day period (Feb 18 - 20)

Category % NEG % (+/-) % NEU % (+/-) % POS % (+/-)

Business & Consumers 35 -1 62 +1 3 0

Enforcement 59 +3 36 -5 5 +2

Virus 43 -1 54 +1 3 0

COVID Response 47 -3 48 +2 5 +1

Economy 30 -3 67 +3 3 0

Mental Health 42 -2 55 +1 3 +1

Financial Stability 33 -6 65 +6 2 0

Team of 5 Million 30 -3 47 -5 23 +8

Contact Tracing 33 +2 64 -1 3 +1

Timeframe 29 0 66 +1 5 -1

Domestic Violence 71 +6 27 -6 2 0

Vaccine Rollout 49 +1 48 -1 3 0

• Note this table reflects % of sentiment change 

relative to the volume of each category and 

therefore smaller datasets will have more 

exaggerated sentiment shifts. See previous 

page for volume.Proa
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C A T E G O R Y  S E N T I M E N T :  H I G H  V O L U M E  

C A T E G O R I E S  F E B R U A R Y  1 7  - 2 3
8

Covid Response

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Enforcement 

Virus Vaccine Rollout 
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C A T E G O R Y  S E N T I M E N T :  F E B R U A R Y  1 7  - 2 3 9

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Economy 

Team of 5 Million

Business & Consumers 

Financial Stability
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C A T E G O R Y  S E N T I M E N T :  F E B R U A R Y  1 7  - 2 3 10

Timeframe

Contact Tracing
Domestic Violence

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Mental Health
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C A T E G O R I E S  O F  C O N V E R S A T I O N 11

Categories over time (rolling 3 days)

S O C I A L  C O N V E R S A T I O N  C A T E G O R I E S  2 1  – 2 3  F E B

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 
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COVID-19 Awareness Study  /  Confidential  / Annalect 2022

Category Definitions

We access data through keyword queries. We update these 

queries as the language used to describe a topic or theme 

evolves. In this report, keywords have been updated to align 

with changes in conversation we’ve observed.

Virus

This conversation looks at the virus itself. This may 

include discussion about medical response, health 

advice, symptoms of COVID-19 and number of 

cases/deaths in New Zealand and globally.

COVID Response

The nation’s response to and perception of New 

Zealand’s leadership and decisions surrounding the 

response to COVID-19.

Vaccine Rollout

How are New Zealanders’ discussing vaccines. 

Including access to vaccines and logistics of 

appointments, any hesitancy/advocacy and what 

vaccines would enable for the individual or the 

community. 

Timeframe

Discussion about how long it will take before traffic 

light restrictions are lifted or when life returns to 

normal.

Team of five million / Unite against virus 

Encouraging the nation to rally together, 

comply with the rules and cheerleading the 

cause.

Contact tracing

What conversations are New Zealanders having 

about contact tracing and the use of apps and 

other contact tracing methods including 

accessing COVID tests. 

Mental health

What conversations are New Zealanders having 

about their own mental health and that of their 

families and communities. What support is 

being offered and how are people coping and 

what are their stresses/anxieties.

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 

Business & consumers

The impact COVID-19 restrictions has had on 

how businesses operate and how consumers’ 

behaviour has adjusted to ensure retail / 

hospitality / workplaces run safely.

Enforcement

Responses to the role of official enforcement 

and stories about how infringement is dealt 

with.

Economy

Conversations New Zealanders are having 

about the economy, economic decisions and 

upcoming recession and recovery. 

Financial stability 

The impact COVID-19 is having personally on 

New Zealanders in relation to their employment 

situations and personal and/or business 

finances. 

Domestic violence

How are we discussing family violence and 

abuse. How are the domestic violence services, 

agencies and wider community responding 

during this period. 
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Total volume and sentiment of dataset overtime: 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 1

Unite Against COVID-19:
Social Conversation Analysis
Four day period ending
February 27, 2022
New Zealand

Proa
cti

ve
ly 

Rele
as

ed



COVID-19 Awareness Study  /  Confidential  / Annalect 2022

A N N A L E C T  S O C I A L  A N A L Y T I C S 2

Update 
Summary:

Conversation analysis – organic, public social channels:

Analysts examined conversation about self-isolation over the past four days. 

Some New Zealanders were seeking information and clarity around self-

isolation as the country moves to Phase 3. Topics included the isolation time 

frame and when/if the isolation period should reset if other household 

members test positive. There was discussion around self-isolation 

requirements for returning New Zealanders. Some believe that with the 

current high level of COVID-19 case numbers in the community their isolation 

period should be lowered or removed. 

Measuring categories of conversation: 

The total volume of conversation decreased by 24%. All categories decreased 

in conversation. The largest decrease was in the Enforcement category with a 

43% drop and the Domestic Violence category with a 40% drop. 

All categories bar Timeframe increased in neutral sentiment and dropped 

slightly in negative sentiment. The largest shift in sentiment was the Domestic 

Violence category with 17% drop in negative sentiment and the Enforcement 

category with a 10% drop in negative sentiment.

The total dataset sentiment increased 4% in neutral sentiment and 1% in 

positive sentiment, dropping 5% in negative sentiment. Proa
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A N N A L E C T  S O C I A L  A N A L Y T I C S 3

What’s in this 
report:

1. Social Conversation Analysis p.g. 4 -5

Analysts examined conversation around isolation/self-isolation.

2. Measuring Categories of Conversation p.g. 6 - 11

Identifying New Zealanders’ key concerns and monitoring shifts 

in sentiment and emotion on public social channels.
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C A T E G O R Y  S E N T I M E N T

Net sentiment of each category

All categories bar Timeframe increased 

in neutral sentiment and dropped in 

negative sentiment. 

The largest shift in sentiment was the 

Domestic Violence category with 17% 

drop in negative sentiment and the 

Enforcement category with a 10% drop 

in negative sentiment.

Data source: public Facebook pages, 

Twitter, blogs, forums, Reddit in New 

Zealand. 

Comparing current period (Feb 24 - 27) with shift from previous three-day period (Feb 20 - 23)

Category % NEG % (+/-) % NEU % (+/-) % POS % (+/-)

Business & Consumers 31 -5 65 4 4 1

Enforcement 49 -10 47 11 4 -1

Virus 42 -2 54 1 4 1

COVID Response 46 -2 50 3 4 -1

Economy 29 -3 68 3 3 0

Mental Health 41 -2 56 2 3 0

Financial Stability 31 -4 66 3 3 1

Team of 5 Million 29 -2 54 7 17 -5

Contact Tracing 31 -2 65 1 4 1

Timeframe 29 0 65 0 6 0

Domestic Violence 54 -17 43 16 3 1

Vaccine Rollout 46 -3 51 3 3 0

• Note this table reflects % of sentiment change 

relative to the volume of each category and 

therefore smaller datasets will have more 

exaggerated sentiment shifts. See previous 

page for volume.Proa
cti
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C A T E G O R Y  S E N T I M E N T :  H I G H  V O L U M E  

C A T E G O R I E S  F E B R U A R Y  2 1  - 2 7
8

Covid Response

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Enforcement 

Virus Vaccine Rollout 
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C A T E G O R Y  S E N T I M E N T :  F E B R U A R Y  2 1  - 2 7 9

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Economy 

Team of 5 Million

Business & Consumers 

Financial Stability
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C A T E G O R Y  S E N T I M E N T :  F E B R U A R Y  2 1  - 2 7 10

Timeframe

Contact Tracing
Domestic Violence

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Mental Health
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Category Definitions

We access data through keyword queries. We update these 

queries as the language used to describe a topic or theme 

evolves. In this report, keywords have been updated to align 

with changes in conversation we’ve observed.

Virus

This conversation looks at the virus itself. This may 

include discussion about medical response, health 

advice, symptoms of COVID-19 and number of 

cases/deaths in New Zealand and globally.

COVID Response

The nation’s response to and perception of New 

Zealand’s leadership and decisions surrounding the 

response to COVID-19.

Vaccine Rollout

How are New Zealanders’ discussing vaccines. 

Including access to vaccines and logistics of 

appointments, any hesitancy/advocacy and what 

vaccines would enable for the individual or the 

community. 

Timeframe

Discussion about how long it will take before traffic 

light restrictions are lifted or when life returns to 

normal.

Team of five million / Unite against virus 

Encouraging the nation to rally together, 

comply with the rules and cheerleading the 

cause.

Contact tracing

What conversations are New Zealanders having 

about contact tracing and the use of apps and 

other contact tracing methods including 

accessing COVID tests. 

Mental health

What conversations are New Zealanders having 

about their own mental health and that of their 

families and communities. What support is 

being offered and how are people coping and 

what are their stresses/anxieties.

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 

Business & consumers

The impact COVID-19 restrictions has had on 

how businesses operate and how consumers’ 

behaviour has adjusted to ensure retail / 

hospitality / workplaces run safely.

Enforcement

Responses to the role of official enforcement 

and stories about how infringement is dealt 

with.

Economy

Conversations New Zealanders are having 

about the economy, economic decisions and 

upcoming recession and recovery. 

Financial stability 

The impact COVID-19 is having personally on 

New Zealanders in relation to their employment 

situations and personal and/or business 

finances. 

Domestic violence

How are we discussing family violence and 

abuse. How are the domestic violence services, 

agencies and wider community responding 

during this period. 
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Total volume and sentiment of dataset overtime: 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 1

Unite Against COVID-19:
Social Conversation Analysis
Three day period ending
March 2, 2022
New Zealand
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A N N A L E C T  S O C I A L  A N A L Y T I C S 2

Update 
Summary:

Conversation analysis – organic, public social channels:

New Zealanders are offering support or advice on how to access support for 

those who have COVID and need to isolate at home. Some people are 

preparing for the possibility of home isolation while others are sharing that 

they have just found out and are organising supplies. 

Measuring categories of conversation: 

The total volume of conversation increased by 54%. The largest 

category increases were the Enforcement category with 145% and the 

Domestic Violence category with 143%.

Many categories have become less neutral with the largest shifts Team of 5 

Million category with a 12% increase in positive sentiment and the 

Enforcement category with a 9% increase in negative sentiment. 

The total dataset increased 3% in negative sentiment and 1% in positive 

sentiment, decreasing 4% in neutral sentiment. 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 3

What’s in this 
report:

1. Social Conversation Analysis p.g. 4 -5

Analysts examined conversation around accessing support 

while isolating at home. 

2. Measuring Categories of Conversation p.g. 6 - 11

Identifying New Zealanders’ key concerns and monitoring shifts 

in sentiment and emotion on public social channels.

Proa
cti

ve
ly 

Rele
as

ed



Proa
cti

ve
ly 

Rele
as

ed



Proa
cti

ve
ly 

Rele
as

ed



Proa
cti

ve
ly 

Rele
as

ed
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C A T E G O R Y  S E N T I M E N T

Net sentiment of each category

Many categories have become less 

neutral. The largest shifts in sentiment 

were the Team of 5 Million category with 

a 12% increase in positive sentiment 

and the Enforcement category with a 

9% increase in negative sentiment. 

Data source: public Facebook pages, 

Twitter, blogs, forums, Reddit in New 

Zealand. 

Comparing current period (Feb 28 – Mar 2) with shift from previous three-day period (Feb 25 - 27)

Category % NEG % (+/-) % NEU % (+/-) % POS % (+/-)

Business & Consumers 33 1 63 -1 4 0

Enforcement 59 9 33 -13 8 4

Virus 41 -2 55 2 4 0

COVID Response 48 2 47 -2 5 0

Economy 28 -2 69 2 3 0

Mental Health 40 -1 57 2 3 -1

Financial Stability 32 0 66 1 2 -1

Team of 5 Million 28 -2 43 -10 29 12

Contact Tracing 29 -2 66 1 5 1

Timeframe 27 -3 67 3 6 0

Domestic Violence 71 18 27 -17 2 -1

Vaccine Rollout 45 -1 51 1 4 0

• Note this table reflects % of sentiment change 

relative to the volume of each category and 

therefore smaller datasets will have more 

exaggerated sentiment shifts. See previous 

page for volume.Proa
cti
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C A T E G O R Y  S E N T I M E N T :  H I G H  V O L U M E  

C A T E G O R I E S  F E B R U A R Y  2 4  – M A R C H  2
8

Covid Response

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Enforcement 

Virus Vaccine Rollout 
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C A T E G O R Y  S E N T I M E N T :  F E B R U A R Y  2 4  – M A R C H  2 9

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Economy 

Team of 5 Million

Business & Consumers 

Financial Stability
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C A T E G O R Y  S E N T I M E N T :  F E B R U A R Y  2 4  – M A R C H  2 10

Timeframe

Contact Tracing
Domestic Violence

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Mental Health
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C A T E G O R I E S  O F  C O N V E R S A T I O N 11

Categories over time (rolling 4 days)

S O C I A L  C O N V E R S A T I O N  C A T E G O R I E S  2 8  F E B  – 2  M A R

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 
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Category Definitions

We access data through keyword queries. We update these 

queries as the language used to describe a topic or theme 

evolves. In this report, keywords have been updated to align 

with changes in conversation we’ve observed.

Virus

This conversation looks at the virus itself. This may 

include discussion about medical response, health 

advice, symptoms of COVID-19 and number of 

cases/deaths in New Zealand and globally.

COVID Response

The nation’s response to and perception of New 

Zealand’s leadership and decisions surrounding the 

response to COVID-19.

Vaccine Rollout

How are New Zealanders’ discussing vaccines. 

Including access to vaccines and logistics of 

appointments, any hesitancy/advocacy and what 

vaccines would enable for the individual or the 

community. 

Timeframe

Discussion about how long it will take before traffic 

light restrictions are lifted or when life returns to 

normal.

Team of five million / Unite against virus 

Encouraging the nation to rally together, 

comply with the rules and cheerleading the 

cause.

Contact tracing

What conversations are New Zealanders having 

about contact tracing and the use of apps and 

other contact tracing methods including 

accessing COVID tests. 

Mental health

What conversations are New Zealanders having 

about their own mental health and that of their 

families and communities. What support is 

being offered and how are people coping and 

what are their stresses/anxieties.

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 

Business & consumers

The impact COVID-19 restrictions has had on 

how businesses operate and how consumers’ 

behaviour has adjusted to ensure retail / 

hospitality / workplaces run safely.

Enforcement

Responses to the role of official enforcement 

and stories about how infringement is dealt 

with.

Economy

Conversations New Zealanders are having 

about the economy, economic decisions and 

upcoming recession and recovery. 

Financial stability 

The impact COVID-19 is having personally on 

New Zealanders in relation to their employment 

situations and personal and/or business 

finances. 

Domestic violence

How are we discussing family violence and 

abuse. How are the domestic violence services, 

agencies and wider community responding 

during this period. 
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Total volume and sentiment of dataset overtime: 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 1

Unite Against COVID-19:
Social Conversation Analysis
Four day period ending
March 6, 2022
New Zealand
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A N N A L E C T  S O C I A L  A N A L Y T I C S 2

Update 
Summary:

Conversation analysis – organic, public social channels:

Analysts examined conversation about rapid antigen tests (RATs) over the past 

four days. Some New Zealanders have had seamless experiences accessing 

and obtaining RATs in their area. Others have had some difficulty ordering 

RATs either online or via the 0800 number or picking them up at collection 

points. There is discussion around people potentially not reporting their 

positive or negative RAT results. 

Measuring categories of conversation: 

The total volume of conversation decreased by 17%. The largest category 

increase was in the Domestic Violence category by 23% and largest decrease 

was in the Contact Tracing category at 33%.

Most categories either dropped slightly in negative sentiment or remained 

stable. The largest increase in negative sentiment was in the Financial Stability 

category which rose 3%. 

Sentiment of the total dataset rose 1% in negative sentiment and dropped 1% 

in positive sentiment. 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 3

What’s in this 
report:

1. Social Conversation Analysis p.g. 4 -5

Analysts examined conversation around rapid antigen tests 

(RATs).

2. Measuring Categories of Conversation p.g. 6 - 11

Identifying New Zealanders’ key concerns and monitoring shifts 

in sentiment and emotion on public social channels.
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C A T E G O R Y  S E N T I M E N T

Net sentiment of each category

Most categories either dropped slightly 

in negative sentiment or remained 

stable.

The largest increase in negative 

sentiment was in the Financial Stability 

category which rose 3%. 

Data source: public Facebook pages, 

Twitter, blogs, forums, Reddit in New 

Zealand. 

Comparing current period (Mar 3 – 6) with shift from previous four-day period (Feb 27 – Mar 2)

Category % NEG % (+/-) % NEU % (+/-) % POS % (+/-)

Business & Consumers 32 -1 64 +1 4 0

Enforcement 60 +2 34 0 6 -2

Virus 42 0 54 0 4 0

COVID Response 48 0 47 0 5 0

Economy 29 0 68 0 3 0

Mental Health 39 -2 58 +2 3 0

Financial Stability 35 +3 62 -3 3 0

Team of 5 Million 29 +1 46 +2 25 -3

Contact Tracing 28 -2 68 +3 4 -1

Timeframe 27 -1 67 +1 6 0

Domestic Violence 69 -1 28 0 3 +1

Vaccine Rollout 47 +2 49 -2 4 0

• Note this table reflects % of sentiment change 

relative to the volume of each category and 

therefore smaller datasets will have more 

exaggerated sentiment shifts. See previous 

page for volume.Proa
cti
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C A T E G O R Y  S E N T I M E N T :  H I G H  V O L U M E  

C A T E G O R I E S  F E B R U A R Y  2 8  – M A R C H  6
8

Covid Response

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Enforcement 

Virus Vaccine Rollout 
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C A T E G O R Y  S E N T I M E N T :  F E B R U A R Y  2 8  – M A R C H  6 9

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Economy 

Team of 5 Million

Business & Consumers 

Financial Stability
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C A T E G O R Y  S E N T I M E N T :  F E B R U A R Y  2 8  – M A R C H  6  

2
10

Timeframe

Contact Tracing
Domestic Violence

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Mental Health
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Category Definitions

We access data through keyword queries. We update these 

queries as the language used to describe a topic or theme 

evolves. In this report, keywords have been updated to align 

with changes in conversation we’ve observed.

Virus

This conversation looks at the virus itself. This may 

include discussion about medical response, health 

advice, symptoms of COVID-19 and number of 

cases/deaths in New Zealand and globally.

COVID Response

The nation’s response to and perception of New 

Zealand’s leadership and decisions surrounding the 

response to COVID-19.

Vaccine Rollout

How are New Zealanders’ discussing vaccines. 

Including access to vaccines and logistics of 

appointments, any hesitancy/advocacy and what 

vaccines would enable for the individual or the 

community. 

Timeframe

Discussion about how long it will take before traffic 

light restrictions are lifted or when life returns to 

normal.

Team of five million / Unite against virus 

Encouraging the nation to rally together, 

comply with the rules and cheerleading the 

cause.

Contact tracing

What conversations are New Zealanders having 

about contact tracing and the use of apps and 

other contact tracing methods including 

accessing COVID tests. 

Mental health

What conversations are New Zealanders having 

about their own mental health and that of their 

families and communities. What support is 

being offered and how are people coping and 

what are their stresses/anxieties.

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 

Business & consumers

The impact COVID-19 restrictions has had on 

how businesses operate and how consumers’ 

behaviour has adjusted to ensure retail / 

hospitality / workplaces run safely.

Enforcement

Responses to the role of official enforcement 

and stories about how infringement is dealt 

with.

Economy

Conversations New Zealanders are having 

about the economy, economic decisions and 

upcoming recession and recovery. 

Financial stability 

The impact COVID-19 is having personally on 

New Zealanders in relation to their employment 

situations and personal and/or business 

finances. 

Domestic violence

How are we discussing family violence and 

abuse. How are the domestic violence services, 

agencies and wider community responding 

during this period. 
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Total volume and sentiment of dataset overtime: 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 1

Unite Against COVID-19:
Social Conversation Analysis
Three day period ending
March 9, 2022
New Zealand
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A N N A L E C T  S O C I A L  A N A L Y T I C S 2

Update 
Summary:

Conversation analysis – organic, public social channels:

New Zealanders continue to provide support to their friends and family who 

are isolating. Some people are frustrated by their experience of trying to 

access financial assistance.

Measuring categories of conversation: 

The total volume of conversation increased by 18%. The largest category 

increases were the Financial Stability category with 61% and the Economy 

category with 44%. 

Most categories increased in neutral sentiment with the largest shifts being 

the Domestic Violence category (16%) and the Enforcement category (12%). 

The total dataset decreased 3% in negative sentiment, increasing 3% in 

neutral sentiment. Positive sentiment remained stable. 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 3

What’s in this 
report:

1. Social Conversation Analysis p.g. 4 -5

Analysts examined conversation around accessing support 

while isolating at home.

2. Measuring Categories of Conversation p.g. 6 - 11

Identifying New Zealanders’ key concerns and monitoring shifts 

in sentiment and emotion on public social channels.

Proa
cti

ve
ly 

Rele
as

ed



COVID-19 Awareness Study  /  Confidential  / Annalect 2022

C O N V E R S A T I O N  A N L Y S I S :  P U B L I C  

S O C I A L  M E D I A
4

New Zealanders continue to provide support to their friends and family who are isolating. 
Some people are frustrated by their experience of trying to access financial assistance.

Analysts examined conversation about 

accessing support while isolating. The 

sentiment of this conversation is still largely 

neutral. 

There are people posting that they have been 

helping their friends and family members who 

are isolating by delivering groceries and 

supplies to them. Others are sharing their 

gratitude for receiving support from 

friends/family while they are isolating. 

Some people continue to seek information 

about financial support. Some are offering

advice and providing links to further

information from websites including UAC,

Employment NZ and IRD. 

Some people are experiencing long wait times 

to get assistance on the phone and some are 

saying the support is not enough or that they 

have not received any yet.

Some are having difficulties ordering groceries 

to be delivered or supply issues are making 

some items hard to attain. 

Volume and sentiment of conversation about accessing 
support while isolating, March 3 - 9

Sentiment of conversation March 7 - 9

Negative 19%, Neutral 78%, Positive 3% 

Helping others and appreciating the help from
others with food and supplies while isolating.

Voicing concern about people who have COVID. Offering 
support and well wishes. 
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C A T E G O R Y  S E N T I M E N T

Net sentiment of each category

Most categories increased in neutral 

sentiment. 

The largest shifts being the Domestic 

Violence category (16%) and the 

Enforcement category (12%) increase in 

neutral sentiment.

Data source: public Facebook pages, 

Twitter, blogs, forums, Reddit in New 

Zealand. 

Comparing current period (Mar 7 - 9) with shift from previous four-day period (Mar 4 – 6)

Category % NEG % (+/-) % NEU % (+/-) % POS % (+/-)

Business & Consumers 28 -3 68 3 4 0

Enforcement 43 -12 53 12 4 0

Virus 39 -3 57 3 4 0

COVID Response 43 -3 53 3 4 0

Economy 29 0 68 1 3 -1

Mental Health 39 0 58 0 3 0

Financial Stability 34 -1 64 2 2 -1

Team of 5 Million 24 -3 55 4 21 -1

Contact Tracing 29 1 65 -3 6 2

Timeframe 26 -1 69 3 5 -2

Domestic Violence 46 -15 52 16 2 -1

Vaccine Rollout 43 -3 53 2 4 1

• Note this table reflects % of sentiment change 

relative to the volume of each category and 

therefore smaller datasets will have more 

exaggerated sentiment shifts. See previous 

page for volume.Proa
cti
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C A T E G O R Y  S E N T I M E N T :  H I G H  V O L U M E  

C A T E G O R I E S  M A R C H  3  – 9
8

Covid Response

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Enforcement 

Virus Vaccine Rollout 
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C A T E G O R Y  S E N T I M E N T :  M A R C H  3  - 9 9

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Economy 

Team of 5 Million

Business & Consumers 

Financial Stability
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C A T E G O R Y  S E N T I M E N T :  M A R C H  3  - 9 10

Timeframe

Contact Tracing
Domestic Violence

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Mental Health
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C A T E G O R I E S  O F  C O N V E R S A T I O N 11

Categories over time (rolling 4 days)

S O C I A L  C O N V E R S A T I O N  C A T E G O R I E S  M A R C H  7  – 9  

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 
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COVID-19 Awareness Study  /  Confidential  / Annalect 2022

Category Definitions

We access data through keyword queries. We update these 

queries as the language used to describe a topic or theme 

evolves. In this report, keywords have been updated to align 

with changes in conversation we’ve observed.

Virus

This conversation looks at the virus itself. This may 

include discussion about medical response, health 

advice, symptoms of COVID-19 and number of 

cases/deaths in New Zealand and globally.

COVID Response

The nation’s response to and perception of New 

Zealand’s leadership and decisions surrounding the 

response to COVID-19.

Vaccine Rollout

How are New Zealanders’ discussing vaccines. 

Including access to vaccines and logistics of 

appointments, any hesitancy/advocacy and what 

vaccines would enable for the individual or the 

community. 

Timeframe

Discussion about how long it will take before traffic 

light restrictions are lifted or when life returns to 

normal.

Team of five million / Unite against virus 

Encouraging the nation to rally together, 

comply with the rules and cheerleading the 

cause.

Contact tracing

What conversations are New Zealanders having 

about contact tracing and the use of apps and 

other contact tracing methods including 

accessing COVID tests. 

Mental health

What conversations are New Zealanders having 

about their own mental health and that of their 

families and communities. What support is 

being offered and how are people coping and 

what are their stresses/anxieties.

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 

Business & consumers

The impact COVID-19 restrictions has had on 

how businesses operate and how consumers’ 

behaviour has adjusted to ensure retail / 

hospitality / workplaces run safely.

Enforcement

Responses to the role of official enforcement 

and stories about how infringement is dealt 

with.

Economy

Conversations New Zealanders are having 

about the economy, economic decisions and 

upcoming recession and recovery. 

Financial stability 

The impact COVID-19 is having personally on 

New Zealanders in relation to their employment 

situations and personal and/or business 

finances. 

Domestic violence

How are we discussing family violence and 

abuse. How are the domestic violence services, 

agencies and wider community responding 

during this period. 
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S E N T I M E N T  B E N C H M A R K S 13

Total volume and sentiment of dataset overtime: 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 1

Unite Against COVID-19:
Social Conversation Analysis
Seven day period ending
March 23, 2022
New Zealand
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A N N A L E C T  S O C I A L  A N A L Y T I C S 2

Update 
Summary:

Conversation analysis – organic, public social channels:

Analysts examined the response to the announced changes to the COVID-19 

Protection Framework/traffic light settings on Wednesday. With several 

changes announced conversation was varied and tone could be charged. 

Some are expressing disappointment and frustration at the news that the 

vaccine mandate for education is to be removed. There are some expressing 

anxiety or concern following the announcements. For some this is about 

personal safety or having vulnerable family members. 

Measuring categories of conversation: 

The total volume of conversation decreased by 17%. The largest decreases 

were the Covid Response category decreasing 27% and the Financial Stability 

at 22%. 

Most categories increased slightly in neutral sentiment with the largest 

increase in the COVID Response category at 4%. 

The total dataset increased 2% in neutral sentiment, decreasing 2% in 

negative sentiment.  
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A N N A L E C T  S O C I A L  A N A L Y T I C S 3

What’s in this 
report:

1. Social Conversation Analysis p.g. 4 -5

Analysts examined conversation following announced changes 

to the COVID-19 protection framework/traffic light settings on 

Wednesday. 

2. Measuring Categories of Conversation p.g. 6 - 11

Identifying New Zealanders’ key concerns and monitoring shifts 

in sentiment and emotion on public social channels.
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C A T E G O R Y  S E N T I M E N T

Net sentiment of each category

Most categories increased slightly in 

neutral sentiment with the largest 

increase in the COVID response at 4%. 

Data source: public Facebook pages, 

Twitter, blogs, forums, Reddit in New 

Zealand. 

Comparing current period (March 17 - 23) with shift from previous seven-day period (March 10 – 16)

Category % NEG % (+/-) % NEU % (+/-) % POS % (+/-)

Business & Consumers 26 -1 70 +1 4 0

Enforcement 40 -1 56 +2 4 -1

Virus 39 +1 57 -1 4 0

COVID Response 39 -3 56 +4 5 -1

Economy 26 -3 71 +3 3 0

Mental Health 35 -1 61 0 4 +1

Financial Stability 30 -3 67 +3 3 0

Team of 5 Million 25 +1 58 0 17 -1

Contact Tracing 27 +2 70 0 3 -2

Timeframe 23 -3 71 +3 6 0

Domestic Violence 42 -1 55 0 3 +1

Vaccine Rollout 43 +2 54 -1 3 -1

• Note this table reflects % of sentiment change 

relative to the volume of each category and 

therefore smaller datasets will have more 

exaggerated sentiment shifts. See previous 

page for volume.Proa
cti
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C A T E G O R Y  S E N T I M E N T :  M A R C H  1 7  – 2 3 8

Covid Response

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Virus

Enforcement Vaccine Rollout 
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C A T E G O R Y  S E N T I M E N T :  M A R C H  1 7  - 2 3 9

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Economy 

Team of 5 Million

Business & Consumers 

Financial Stability
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C A T E G O R Y  S E N T I M E N T :  M A R C H  1 7  - 2 3 10

Timeframe

Contact Tracing
Domestic Violence

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Mental Health
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C A T E G O R I E S  O F  C O N V E R S A T I O N 11

Categories over time (rolling 7 days)

S O C I A L  C O N V E R S A T I O N  C A T E G O R I E S  M A R C H  1 7  – 2 3

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 
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Category Definitions

We access data through keyword queries. We update these 

queries as the language used to describe a topic or theme 

evolves. In this report, keywords have been updated to align 

with changes in conversation we’ve observed.

Virus

This conversation looks at the virus itself. This may 

include discussion about medical response, health 

advice, symptoms of COVID-19 and number of 

cases/deaths in New Zealand and globally.

COVID Response

The nation’s response to and perception of New 

Zealand’s leadership and decisions surrounding the 

response to COVID-19.

Vaccine Rollout

How are New Zealanders’ discussing vaccines. 

Including access to vaccines and logistics of 

appointments, any hesitancy/advocacy and what 

vaccines would enable for the individual or the 

community. 

Timeframe

Discussion about how long it will take before traffic 

light restrictions are lifted or when life returns to 

normal.

Team of five million / Unite against virus 

Encouraging the nation to rally together, 

comply with the rules and cheerleading the 

cause.

Contact tracing

What conversations are New Zealanders having 

about contact tracing and the use of apps and 

other contact tracing methods including 

accessing COVID tests. 

Mental health

What conversations are New Zealanders having 

about their own mental health and that of their 

families and communities. What support is 

being offered and how are people coping and 

what are their stresses/anxieties.

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 

Business & consumers

The impact COVID-19 restrictions has had on 

how businesses operate and how consumers’ 

behaviour has adjusted to ensure retail / 

hospitality / workplaces run safely.

Enforcement

Responses to the role of official enforcement 

and stories about how infringement is dealt 

with.

Economy

Conversations New Zealanders are having 

about the economy, economic decisions and 

upcoming recession and recovery. 

Financial stability 

The impact COVID-19 is having personally on 

New Zealanders in relation to their employment 

situations and personal and/or business 

finances. 

Domestic violence

How are we discussing family violence and 

abuse. How are the domestic violence services, 

agencies and wider community responding 

during this period. 

Proa
cti

ve
ly 

Rele
as

ed



COVID-19 Awareness Study  /  Confidential  / Annalect 2022

S E N T I M E N T  B E N C H M A R K S 13

Total volume and sentiment of dataset overtime: 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 1

Unite Against COVID-19:
Social Conversation Analysis
Seven day period ending
April 6, 2022
New Zealand
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A N N A L E C T  S O C I A L  A N A L Y T I C S 2

Update 
Summary:

Conversation analysis – organic, public social channels:

Analysts examined the response to the Government’s announcement on 

Monday that all of New Zealand would remain at the Red traffic light setting. 

Perhaps due to the fact there was no setting change, conversation was 

generally unstructured and featured few prominent themes. While analysts 

observed some anti COVID-19 Response sentiment, there was high neutral 

sentiment (67%). The themes analysts did see generally related to the groups 

and industries who would be impacted by a setting change. 

Measuring categories of conversation: 

The total volume of conversation increased by 2%. The largest increases were 

in the Timeframe category with a 13% increase and the Financial Stability 

category with a 10% increase. 

Category sentiment remained stable overall with most categories growing 

slightly in positive sentiment. 

The total dataset increased 1% in positive sentiment, decreasing 1% in neutral 

sentiment. 
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A N N A L E C T  S O C I A L  A N A L Y T I C S 3

What’s in this 
report:

1. Social Conversation Analysis p.g. 4 -5

Analysts examined conversation following the announcement 

that New Zealand would remain at the Red traffic light setting. 

2. Measuring Categories of Conversation p.g. 6 - 11

Identifying New Zealanders’ key concerns and monitoring shifts 

in sentiment and emotion on public social channels.
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C O N V E R S A T I O N  A N L Y S I S :  P U B L I C  

S O C I A L  M E D I A
4

Some New Zealanders are reflecting on what remaining at Red will mean for 
health care workers and sector as well as the impact to the gig and event industry. 

Analysts examined the response to the Government’s 

announcement on Monday April 4 that all of New Zealand 

would remain at the Red traffic light setting. 

Perhaps due to the fact there was no setting change, 

conversation was generally unstructured and featured few 

prominent themes. 

While analysts observed some anti-COVID-19 Response 

sentiment, there was high neutral sentiment (67%). 

Neutral sentiment included news articles about the 

decision to remain at Red. 

The themes analysts did see generally related to the 

groups and industries who would be impacted by a setting 

change. 

Some believe staying at Red is the right decision due to 

current pressures on the health care system and high 

case numbers.  

There is discussion about how the choice to stay away 

from hospitality venues is not due to traffic light settings 

but instead people cautious about catching Omicron. 

With New Zealand remaining at Red, a few are expressing 

concern about the impact this will have on the gig and 

event industries. 

Volume and sentiment of conversation, March 31 – April 6

Sentiment of conversation April 4 - 6
Negative 28%, Neutral 67%, Positive 5% 

This commentor believes staying at the Red traffic
light setting is the correct decision from what they are 
seeing in their own community. 

Happy to remain at the Red traffic light 
setting. Reasoning included the border 
opening and school holidays to happen soon. 

Glad to see the decision based on public 
health advice. 
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C A T E G O R Y  S E N T I M E N T

Net sentiment of each category

Overall sentiment remained stable. Most

categories grew slightly in positive 

sentiment. 

Data source: public Facebook pages, 

Twitter, blogs, forums, Reddit in New 

Zealand. 

Comparing current period (March 31 – April 6) with shift from previous seven-day period (March 24 - 30)

Category % NEG % (+/-) % NEU % (+/-) % POS % (+/-)

Business & Consumers 24 0 71 -1 5 +1

Enforcement 38 0 58 0 4 0

Virus 35 -2 60 +1 5 +1

COVID Response 38 0 57 -1 5 +1

Economy 26 +1 70 -2 4 +1

Mental Health 34 -2 62 +1 4 +1

Financial Stability 29 +1 68 -1 3 0

Team of 5 Million 23 -1 55 -2 22 +3

Contact Tracing 23 0 73 +1 4 -1

Timeframe 22 -1 71 +1 7 0

Domestic Violence 44 0 52 0 4 0

Vaccine Rollout 39 -3 57 +2 4 +1

• Note this table reflects % of sentiment change 

relative to the volume of each category and 

therefore smaller datasets will have more 

exaggerated sentiment shifts. See previous 

page for volume.Proa
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C A T E G O R Y  S E N T I M E N T :  M A R C H  3 1 – A P R I L  6 8

Covid Response

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Virus

Enforcement Vaccine Rollout 
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C A T E G O R Y  S E N T I M E N T :  M A R C H  3 1  – A P R I L  6 9

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Economy 

Team of 5 Million

Business & Consumers 

Financial Stability
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C A T E G O R Y  S E N T I M E N T :  M A R C H  3 1  – A P R I L  6 10

Timeframe

Contact Tracing
Domestic Violence

Data source: public Facebook pages, Twitter, blogs, forums, Reddit in New Zealand. 
Please note the differences in volume/ scale (Y axis). See page 6 for total volume values.

Mental Health
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C A T E G O R I E S  O F  C O N V E R S A T I O N 11

Categories over time (rolling 7 days)

S O C I A L  C O N V E R S A T I O N  C A T E G O R I E S  M A R C H  3 1  – A P R I L  6

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 
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Category Definitions

We access data through keyword queries. We update these 

queries as the language used to describe a topic or theme 

evolves. In this report, keywords have been updated to align 

with changes in conversation we’ve observed.

Virus

This conversation looks at the virus itself. This may 

include discussion about medical response, health 

advice, symptoms of COVID-19 and number of 

cases/deaths in New Zealand and globally.

COVID Response

The nation’s response to and perception of New 

Zealand’s leadership and decisions surrounding the 

response to COVID-19.

Vaccine Rollout

How are New Zealanders’ discussing vaccines. 

Including access to vaccines and logistics of 

appointments, any hesitancy/advocacy and what 

vaccines would enable for the individual or the 

community. 

Timeframe

Discussion about how long it will take before traffic 

light restrictions are lifted or when life returns to 

normal.

Team of five million / Unite against virus 

Encouraging the nation to rally together, 

comply with the rules and cheerleading the 

cause.

Contact tracing

What conversations are New Zealanders having 

about contact tracing and the use of apps and 

other contact tracing methods including 

accessing COVID tests. 

Mental health

What conversations are New Zealanders having 

about their own mental health and that of their 

families and communities. What support is 

being offered and how are people coping and 

what are their stresses/anxieties.

Data source: public Facebook pages, Twitter,  blogs, forums, Reddit in New Zealand. 

Business & consumers

The impact COVID-19 restrictions has had on 

how businesses operate and how consumers’ 

behaviour has adjusted to ensure retail / 

hospitality / workplaces run safely.

Enforcement

Responses to the role of official enforcement 

and stories about how infringement is dealt 

with.

Economy

Conversations New Zealanders are having 

about the economy, economic decisions and 

upcoming recession and recovery. 

Financial stability 

The impact COVID-19 is having personally on 

New Zealanders in relation to their employment 

situations and personal and/or business 

finances. 

Domestic violence

How are we discussing family violence and 

abuse. How are the domestic violence services, 

agencies and wider community responding 

during this period. 
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Total volume and sentiment of dataset overtime: 
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