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Key spending insights

* The post-lockdown sugar rush has (finally) come to an end.

* Kiwibank’s transactional data shows that spending declined 9% in the March quarter, the first time since the lockdown
ended. Some may have seen the bottom of their lockdown savings. And spend may have been impacted by the alert
levels being tightened during February, particularly in Auckland. Annually, spending is still up 42%. Our spending
figures are inflated by the structural shift away from cash as a means of purchase. So a grain of salt is needed.

 Economic activity is unavoidably disrupted when restrictions are tightened.

* In the span of three weeks, Auckland faced two snap lockdowns in February. Although we have learned to live and
work through various alert levels, economic activity is unavoidably restricted in lockdown. Our daily spend data shows
just how disruptive the lockdowns were on Auckland’s economy. The service industry was hit hardest, as restaurant
spend flatlined. Spending on fuel plunged as travel was limited to essential only. But activity bounced as Auckland
sailed out of lockdown, and the America’s cup attracted thousands to the viaduct.

 The long-awaited Aussie travel bubble will see many Kiwis leave, but more Aussies arrive.

* Last year, demand was especially strong for household contents and furnishings. But there appears to be a limit to the
number of pools we can fit in the backyard, or how many times we need to repaint the house. After a year of renos and
repairs, there’s nothing left on the to-do list. Demand for household-related spend fell 21% in the March quarter.
Overseas travel, to Australia at least, is now back on the cards. The decline in spend may suggest that some have begun
filling up the jar once again, ready for when our door is creaked open.



Key spending insights

* Adapting to the new way of working.

Covid lockdowns have opened up the world of working from home. One year on, and the WFH movement is
here to stay. Demand for online services including skype, remains elevated. The success of the remote working
experiment has prompted many organisations to formally adopt flexible working practices. Office equipment
spend rose 51% in January as many geared up for a new year, and a new way of working.

* Creaking the door open with travel bubbles.

Domestic spend on hospitality and accommodation started 2021 strong as many of us were still on holiday.
Domestic hospitality spend down in February. As the children went back to school, the tourism industry was
left with a gaping hole. February and March are ‘normally’ the peak period for international tourist spend.
Greater domestic tourism has helped to keep pockets of the tourism sector running. But high value
international tourists were conspicuously absent, especially outside weekends and public holidays. Official
StatsNZ data reveals that hospitality spending was down 16% in Feb 2021, compared to Feb 2020, due to a
lack of tourists.

The prospect of a Trans-Tasman travel bubble is a positive development. We’ve passed the peak for
international arrival numbers. But after a year of closed borders, there’s a lot of pent-up demand for overseas
travel. The travel bubble sends a lifeline to key tourist hotspots, such as Queenstown. It’s the anticipated boost
the tourism sector needs.




Coming down from the spending sugar high

Monthly spend

e The resilience of household spending has
surprised us, and has been a key driver of the Kiwi
economy’s post-lockdown recovery. The splurge in
spending over the second half of last year lasted
much longer than expected. But now we have seen

2020 spending sugar rush might be coming to an
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Total daily credit card spend
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Auckland sails out of lockdo

Spend unavoidably took a hit when Auckland was twice put
under level 3 lockdown. Restaurant spend plateaued, as ‘dining
in’ was prohibited. Spending on fuel dropped as Aucklanders
worked from home, and travel to the regions was limited to
essential only. Spend has since bounced as Auckland bounced out
of the Level 3 lockdowns. But many businesses in the CBD
continue to struggle.

The America’s Cup was a godsend for Auckland’s hospitality
scene. Each race day, the viaduct was packed. And the final day of
sailing saw a higher than usual restaurant spend for a
Wednesday.

Restaurants
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Household Contents & Furnishing
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Online Services

- The new way of working
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Flight Bookings

- Flight mode switched off
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Better late than never September 2019 quarter - holiday visitor arrivals

* Drawbridges on either side of the Tasman have been
firmly upright for over a year. Naturally, there’s a lot
of pent-up demand for overseas travel waiting to be
released. Like Kiwi, many Aussies will relish an
opportunity for a break across the ditch, to visit
friends and family not seen since before Covid.

= Australia

= China
Japan

= Korea

= Germany

= UK
Canada
us

Other

* Trans-Tasman travel is set to begin as of April 19.
While an April travel bubble comes too late for the
tourist summer season, it would provide some of
our key tourist hotspots such as Queenstown, with Source: StotsNZ - nternational Travel and Migration
hope as we head towards the ski season. And by Airline
country Australia is our largest tourist market by .
volume and total spend. In 2019, Aussies made up
40% of international visitors, with spend of $2.7bn.
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*  We expect some Kiwi to leave when the bubble is
formed, especially if it is expanded to include the
Pacific Islands. But the Kiwi economy, the travel
bubble will be a net benefit.
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Video summary
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https://www.youtube.com/watch?v=T50cKiko-48

Thank you...and here’s our disclaimer!

All content is for information only, is subject to change and is not a
substitute for commercial judgement or professional advice,
which should be sought prior to entering any transaction. To the
extent permitted by law Kiwibank disclaims liability or
responsibility to any person for any direct or indirect loss or
damage that may result from any act or omission by any person in
relation to the material.
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