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2degrees #GoodChat is a holistic campaign that investigates how 
Kiwis communicate, encourages us to have better conversations 
and provides inspiration to instigate a cultural change.

To stimulate this conversation, we led a research project into 
how technology is changing communication in our relationships, 
workplaces and communities.

We unearthed a wealth of genuinely new insights, allowing 
2degrees to consistently grab high impact headlines while 
positioning it as the telco that cares about the impact of 
technology.

In addition to developing 2degrees’ largest media relations 
campaign in a decade, we also produced a #GoodChat podcast 
series, nationwide radio promotion, internal communications, 
influencer and social content.

 CLAUDIA MACDONALD, HOLLY HATCH-STEVENS AND 
MAX BURT, MANGO COMMUNICATIONS;  
KATHERINE CORNISH AND MATHEW BOLLAND, 2DEGREES

2degrees #GoodChat

CORPORATE PUBLIC RELATIONS

WINNER 2019

PRINZ
AWARDS
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ProCare Health is NZ’s largest and most diverse general practice 
network with 170 practices and more than 850,000 patients. Amid a 
complex and risky change programme, with tight timing and tensions, 
was ProCare’s greatest challenge: to move from a corporate to co-
operative structure. It needed the support of its shareholders - a 
network of sceptical and change-resistant GPs busy caring for patients. 

A strategy of honest, targeted communications resulted in one of 
the biggest milestones in ProCare’s 23-year history: 94% of voting 
shareholders saying ‘yes’ to the PHO becoming a registered charity. In 
the Chair’s words, “For ProCare, this is big.”

 SCOTT CAMPBELL, ANGELA CAMPBELL AND ARIANE ADAM, 
CAMPBELL SQUARED COMMUNICATIONS

A new horizon: Moving 
ProCare from corporate to 
co-operative

CORPORATE PUBLIC RELATIONS

HIGHLY
COMMENDED 

2019

PRINZ
AWARDS
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Background
ProCare Health is New Zealand’s largest Primary 
Health Organisation (PHO), contracting with DHBs, 
ACC and other organisations to provide  
primary health care services to over 850,000  
people, through a network of 170 general practice 
clinics.   With responsibility for the country’s largest 
Māori and Pacific communities and largest enrolled 
high-needs patient population, it has four offices 
across Auckland and its network is extremely di-
verse.

In May 2018, the organisation was in a period of 
complex change. External factors including the 
changing demographics of the population, corpora-
tisation of primary care, the aging workforce of GPs 
and nurses, and technology as a disruptor in health-
care, meant ProCare needed to implement new stra-
tegic initiatives to deliver on its business objectives 
and solve a range of issues and frustrations.

Ten major work programmes were planned, some 
of which would take ProCare into new territory and 
pose potential reputational risk. These included 
funding distribution changes, discontinuation of 
some programmes/services, new corporate health-
care provider relationships, system reviews and 
launching new brands.

Among all this change, the most significant and 
potentially contentious challenge for ProCare was 
its desire to move from a corporate structure as a 
PHO to a co-operative and registered charity – this 
would be the biggest change in ProCare’s 23-year 
history. To make this shift, ProCare needed 75% of its 
network of GPs (its shareholders) to vote to pass a 
special resolution at ProCare’s AGM in November. 

Preliminary research
 Campbell Squared’s challenge for this project start-
ed before we even pitched for the work. We were 
up against five Auckland-based consultancies – all 
presenting to a Board that had stated its number 
one criterion for the successful candidate was to be 
Auckland-based.

ProCare provided a detailed brief, which gave us 
a clear starting point for our preliminary research. 
We undertook a thorough media scan and initial 
research on the health landscape and general issues 
that may impact on ProCare into the future.

We invested time in critical thinking about the Pro-
Care business and the primary care environment 
– focused on risks and opportunities, to show the 

Executive and Board that we understood them and 
their challenge.

Despite being based in Tauranga, Campbell Squared 
(C2) was engaged for the project. The timing was 
tight. We presented to ProCare on Thursday 24 May 
and began work on Tuesday 28 May. We had a 10-12-
week period to develop an overarching  
communications strategy and content to execute 
the strategy (key messages, Q&As, holding  
statements, briefing documents, video, presentation 
material and media material).

We needed to learn about ProCare’s business from 
the inside out and develop the strategy within the 
first month. Building strong relationships quickly was 
crucial. We spent full days at ProCare’s head office 
in Grafton initially, working closely with the Head of 
Communications and CEO.

We facilitated an initial workshop with the Executive 
Leadership Team (ELT), and Board members, which 
further informed our thinking and became the basis 
for our recommended strategic approach. 

Objectives
 Organisational:
To protect ProCare’s reputation and its relationships, 
while ensuring it can have confidence to implement 
change.
• Mitigate against risk posed by the new initiatives 

and changes already underway.
• Build the network’s confidence in ProCare ahead 

of the bigger structure change.
• Achieve 75% shareholder support for moving 

from corporate to co-operative.

Communications:
To ensure ProCare’s communications get cut-
through with the network, by sharing only targeted, 
relevant messages and reducing frequency, to create 
a desire and openness to receiving information.
• Present an agreed overarching strategy  that 

aligns leadership expectations, to the CE by 10 
July, and an Implementation Plan and Checklists 
to the Communications Team by 11 July.

• Establish one primary channel for communi-
cation to the network and direct traffic to this 
single source of information from 31 July.

• Ensure all updates to the network are relevant 
and targeted, sharing only ‘news you can use’ on 
the important issues, from 1 August.
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• Consult with and gain regular feedback from the 
network on messaging, including testing before 
distributing, and holding roadshows in August 
and October, with at least 20 network members 
attending each.

• Prepare spokespeople with FAQs at least one 
week ahead in advance of roadshows and have 
them confidently answer 90% of all questions 
received.

• 70% of questions during roadshow Q&A sessions 
are neutral or positive.

• Receive more requests for further information 
than requests for less communication, from 1 
August to 1 November.

• 75% positive coverage of ProCare in NZ Doctor 
from 1 September to 30 November.

• Provide ProCare with robust advice on the senti-
ment of the network, based on all data sourced 
from network feedback and engagement activ-
ities, six weeks before the vote (the date of the 
‘go / no-go’ decision).

Audiences

ProCare net-
work 
(sharehold-
ers)

•Practice 
owners
•GPs
•Nurses 

•Busy caring for 
patients / practice-
focused
•Overloaded with 
information
•Apathetic as his-
tory of unresolved 
concerns

ProCare staff All staff 
across four 
sites in 
Auckland

• Operations-
focused
• Need to believe in 
upcoming changes

ProCare 
communica-
tions team

• Head of 
Communica-
tions
• Communi-
cations Team

• Operations-fo-
cused
• Need systems and 
structures
• Multi-tasking

ProCare 
management

• CEO
• Executive 
Leadership 
Team

• Need to have and 
show confidence
• Reporting to Board

ProCare 
Health Board

• Chair
• Directors

• Chair as spokes-
person
• Strong medical 
background

ProCare Net-
work Board

• Chair
• Directors

• Protective of net-
work
• Concerned about 
control from Pro-
Care head office

Industry • DHBs
• Ministry of 
Health
• NGOs

• Concerned about 
funding / costs
• DHBs - sensitive 
relationship with 
ProCare
• MoH – new Gov-
ernment little under-
standing of ProCare

Patients • Enrolled
• Un-enrolled

• Don’t care about 
structure but want 
best care available
• Significant propor-
tion of un-enrolled 
patients
• All facing aggres-
sive marketing from 
other PHOs

Media • Industry
• Broadsheet
• Local
• Community

• NZ Doctor, pre-
viously critical of 
ProCare
• History of negative 
coverage
• Little to no pres-
ence in mainstream 
media

Messages 
Connection:
• We are clinician-led, and our network is an  

independent ethical voice of primary healthcare.
• Opportunities come from the scale of our  

network, and how we all work together.
• Like the GPs and nurses in our network, our goal 

is to achieve the best outcomes for our/your 
patients.

• It’s all about care and people.

Confidence:
• We are an extension of your practice – the  

decisions made have had clinical input and  
direction.

• We work for you to enable your success – we 
have your back.

• Trust in our processes to achieve the best  
outcomes for you.

• We are keen to ensure a sustainable manage-
ment model to prepare you for the future.

Control:
• We’re an extension of you/your practice.
• We are clinician-led, and our network is an  

independent ethical voice of primary healthcare.
• Our role is to help make things easier for you, so 

you have more time for your patients.
• The changes we’re making will provide more 

control for you today and tomorrow.
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Change:
• Our world is changing, and so are we. ProCare is 

looking to the future and planning for it, so any 
changes to your practice are as easy as possible.

• Our role is to support you, and enable a thriving 
practice, that will mean more care for patients.

• Our structure is changing, but our purpose re-
mains the same.

• We will work through the changes with you and 
provide support and solutions. 

Strategy
There was a disconnect between ProCare and the 
network – a perception of ‘us and them’. Instead of 
presenting clear solutions to existing issues, ProCare 
was over-communicating, with too much infor-
mation that was irrelevant to many. The network 
was apathetic, sceptical of change, and tuning out. 
Important messages were getting lost among the 
noise.

ProCare’s vision is ‘Excellence delivered with human-
ity’. It needed to show itself living this alongside its 
network, to shift the network’s thinking to a wider 
view of: ‘How can I change my practice to deliver 
better healthcare for all patients?’  

Image: Perception shift – from hierarchical to collab-
orative model with patients at the heart.

Position ProCare as united with the network, as an 
extension of the practice, supporting and working 
for the network, and ultimately, allowing more time 
to care for patients.

Focus all communication on the 4 Cs: connection, 
confidence, control, change.

1. CONNECTION: General awareness campaign – 
who we are & value of network

• Demonstrate value
• Show connection to network, peer-to-peer,  
and patients
• Advocacy
• Targeted engagement

2. CONFIDENCE: Hearts and minds: we’re all in this 
together

• Show confidence in decisions with honest rea-
sons WHY
• Build trust and confidence through consultation 
with network
• Demonstrate trust in the network
• Showcase ProCare, practice and patient stories

3. CONTROL: Communications tested with clinicians 
– by the practice, for the practice

• Mitigate against concerns: loss of control, more 
compliance, ProCare takeover, corporate vs. 
co-operative
• Show we’re empowering practices
• Demonstrate how change will impact on prac-
tices
• Consult and listen, ensure material ‘reflects me’
• Involve everyone in network: GPs, nurses, prac-
tice managers

4. CHANGE: BAU/mechanics of what is happening – 
what’s in it for me/how this impacts me

• Emphasise need for change, why it matters, 
opportunities
• Re-position ProCare - network relationship
• Reinforce “we’re changing, but our purpose 
remains the same”
• Simple communications – relatable, relevant and 
honest

Implementation / tactics 
Implementation guidelines 
Always:

• Seek clinical input and/or test communications 
before messages are distributed
• Ensure all key developments are communicat-
ed to reinforce the value of the network but use 
targeted channels
• Provide the ability for feedback.
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TACTICS
Sequencing plan

• Maintained clear timeframes for 
communications to network in the build-up to the 
AGM vote.

Kanohi ki te kanohi
• Face-to-face, peer-to-peer interactions with 
ProCare leadership (e.g. via info/drop-in eve-
nings)
• Roadshows for network: west, central, south 
and north, to discuss change to co-operative
• Created a roadshow pack and video presenta-
tion for the network.

Ambassadors
• Use of internal ambassadors (Chair, CEO, GPs), 
identify and celebrate external ambassadors: 
pro-ProCare GPs, practice owners and nurses.
• Chair fronted issues, concerns, and all change 
communications.

Video
• Webinars, shared video on Facebook and  
LinkedIn.
• Use of video to accompany longer-form copy, 
with the Chair featuring in videos:

 o Video: ProCare Today
 o Video: Our Proposed New Structure

Targeted EDMs and other communications for
practice owners

• Regular advocacy updates from CEO, 
showcasing key highlights – gave GPs the choice 
to read quickly or in more detail
• Used bullet points to simplify.

Media
• Proactive and reactive media relations, 
front-footing wherever possible, submitting 
thought leadership commentary / statements 
from Board and ProCare leadership.

Members’ portal and website
• All key information easy to find
• Dedicated tabs for specific programmes / 
projects.

(We do not know percentage values but understand 
that the communications budget was significantly 
less than the legal and financial advice budget for 
this project.)

Creativity OR Problem solving
C2 developed a strategy that was unique, bold and 
brave – we were asking our client to communicate 
LESS.

This advice was unexpected and challenging, raising 
more questions than it answered. ProCare was start-
ing from a place where the Board and management 
were unsure if they could be successful or even get 
as far as having a vote. Now they were being asked 
to do less?

The two previous Chairs of ProCare had wanted to 
make the change to a co-operative but had not be-
lieved it could be done. The current Chair and Board 
wanted to try but were realistic about the chances 
of such dramatic change in the network - ProCare 
relationship in such a short space of time. With a 23-
year history, so many complex changes happening 
all at once was extremely high-risk without existing 
support from the network.

We needed to shift mindsets but to do this, building 
trust was crucial. You can’t be what you can’t see, 
and we needed to show evidence of the changes we 
predicted.

As the positive results began to appear, ProCare’s 
trust in us and confidence in the strategy grew.
When ProCare’s communications changed, the 
network’s response changed. The decreasing nega-
tivity was a continual surprise to ProCare, as it 
contradicted all previous experience and expecta-
tions.

This was exemplified upon completion of the first 
round of roadshows, when ProCare’s ELT and Board 
said to us: “Something’s wrong, no-one is complain-
ing about this.” They were shocked, and delighted, 
at the overwhelmingly positive response from the 
network. 

Results, Evaluation and Follow up
We met or exceeded all our objectives, including: 

Overall results:
To achieve 75% shareholder support for moving 
from corporate to co-operative. 94% of the 143 
shareholders who voted on the special resolution at 
the AGM said ‘yes’ to changing the ProCare  
company structure to a co-operative, and turning 
the PHO into a registered charity (this represents 
total support of 79% of all 170 shareholders).

Communications results:
Internal

• The agreed overarching strategy, Implemen-
tation Plan and Checklists were all in place by 
10-11 July.

• The Members’ Portal was established as the 
primary channel for communication to the 
network and traffic was directed to this single 
source of information from July onwards.

• The ProCare Communications Team used the 
Checklists consistently to ensure all commu-
nications to the network were relevant and 
targeted from July onwards.

• We reported to the Board six weeks before 
the vote and based on our advice the decision 
was made to go ahead with the vote at the 
AGM.
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External
• We gained valuable and regular feedback on 

messaging by: consulting with the Clinical 
Directorate, Practice Engagement Team, ELT 
and Senior Management Team; attending cell 
groups and Practice Managers Forum meet-
ings; and holding 1-1 meetings with several 
individual practices.

• Four roadshows were held in August and 
October across Auckland, with an average 
of 20-30 people attending each roadshow. 
ProCare spokespeople were able to answer 
all questions received from the network with 
prepared FAQs / talking points.

• Feedback from the network during roadshows 
was overwhelmingly positive, with 95% of 
questions from the network during Q&A ses-
sions being neutral or positive. There was no 
major criticism.

• The network changed from wanting less com-
munication to actively seeking more infor-
mation, so they could see what the changes 
meant for them and how they would benefit 
(evidenced through all channels).

• All coverage of ProCare in NZ Doctor from 1 
September 2018 to 30 January 2019 was posi-
tive or neutral.

What next?
ProCare officially transitions to the new co-operative 
structure on 1 July 2019.

ProCare Health Chair Dr Harley Aish said he was 
excited to have received the mandate from 
members in one of the biggest voting turnouts to 
date. “I’m looking forward to making these changes. 
For ProCare, this is big. Times have changed.”

The co-operative arm of ProCare under the new 
structure will be the first of its kind in Aotearoa 
for primary healthcare. It will help facilitate further 
change investment and resilience for the network, 
and create new commercial opportunities that will 
align to a social enterprise format for the 
co-operative.

ProCare continues to communicate according to our 
strategy. Prior to working with C2, ProCare hadn’t 
used video and was unsure how its network would 
respond. Now it uses video regularly to showcase 
news within the business, shared across its 
Members’ Portal, Facebook and LinkedIn.

C2 has continued to work with ProCare since Project 
Horizons, and it is now a retainer client. 

Acknowledgement of other 
communication disciplines
C2 used our in-house design and video services for 
designing a presentation for network members, cor-
porate structure diagram and infographics, and vid-
eo graphics. Graphic design was done by C2 Graphic 
Design Consultant Jane Gillanders.

Special thanks to Sherryl Arneil, ProCare Head 
of Communications, who we worked with closely 
throughout the project.
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PUBLIC SECTOR PUBLIC RELATIONS

With more than 280,000 drone users in New Zealand, drones are 
radically disrupting the traditional aviation system. 

What was once tightly controlled is now open to anyone with loose 
change. Drones are cheap, easy to access, and don’t require any 
training. 

The Civil Aviation Authority had a challenge: how do you regulate a 
pilot who doesn’t know they’re a pilot?

The “Fly Your Drone” campaign took complex aviation rules and 
turned them into simple and engaging animated videos to highlight 
drone safety in a fun and humorous way. 

We also threw in an annoying whistle tune for added effect.

 KELLY GAGE AND MIKE RICHARDS,  
CIVIL AVIATION AUTHORITY OF NEW ZEALAND

Fly your drone – Using wit to 
regulate unwitting pilots

WINNER 2019

PRINZ
AWARDS

SUPREME 
WINNER 

2019

PRINZ
AWARDS
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Background
The emergence of drone technology has significant-
ly changed the aviation system in an unexpected 
way. The Civil Aviation Authority’s strong history of 
keeping New Zealand’s skies safe and secure is now 
being challenged by a new type of pilot.

Our traditional participants (pilots) are highly skilled, 
trained, and experienced operators. Their entry into 
the aviation system is tightly controlled through 
licenses and certification. When necessary, the CAA 
has the power to exit participants from the aviation 
system for unsafe practices.

But the introduction of drones means that anyone 
with an interest in aviation and technology can 
purchase their own ‘aircraft’. No training, certifica-
tion, license nor experience required. We now had to 
engage with a new type of pilot that was unaware 
of, or ignoring, aviation rules. 

To tackle this problem, we had to re-think our 
approach to public relations and explore new ways 
to educate the public about drone safety.

Our brief – develop a drone safety campaign to 
proactively engage with drone users, increase their 
awareness of drone rules, and to improve compli-
ance with those rules. 

Preliminary research
In addition to the extensive industry knowledge 
within the CAA, we tasked Colmar Brunton with 
undertaking research of commercial and recreational 
drone users, and overseas visitors who use drones 
while in New Zealand.

The drone users helped us to develop a compre-
hensive profile of drone users, including data on 
population and demographics, purchasing behavior, 
and drone users’ knowledge and understanding of 
aviation rules.

A snapshot of the big numbers:
• there are around 281,428* New Zealand drone 

users
• 6 out of every 100 overseas visitors come to 

New Zealand will fly a drone while here, this 
equates to around 199,806 overseas visitor 
drone users per year

• around three quarters drone users tend to be 
men, and the majority are under 40 years of 
age 

A copy of the full report can be provided. 

Objectives
1. Establish web and social channels to engage 

with drone users by July 2018, to coincide 
with the launch of the Fly Your Drone cam-
paign

2. Simplify the rules to be easily understood by 
the general public and develop engaging con-
tent to communicate the rules

3. Increase their awareness of civil aviation rules 
among drone users by 10% by end of 2019.

4. Improve compliance with those rules by 10% 
by the end of 2019

5. Build relationships with key stakeholders, such 
as Air NZ and retailers, to support the  
campaign 

Audiences
Drone operators
The primary audience has been defined, through 
research, to be white, male, 25-55 years old with a 
level of disposal income. Each rule is known by 
almost 6 to 8 in 10 drone users, and the proportion 
of drone users who always or usually comply with 
each of the rules ranges from 5 in 10 up to 7 in 10. 
There is some evidence of deliberate non-compli-
ance. 33% claim they do not know why they do not 
comply with the rules.

Commercial users tend to fly their drone more 
frequently than recreational users, with a higher 
proportion flying on multiple days of the week.

Consumers
In addition to Males, 25-55 years old, there is a sec-
ond consumer group of Females, 25-55 years old 
with a level of disposal income. These consumers are 
influencers and/or purchasers of drones as gifts for 
a partner or child.

Our research shows that drone users are most likely 
to read information provided in drone packaging or 
when directed to websites. However, consumers also 
suggest that retailers could directly convey informa-
tion at the point of purchase.

International tourists
Our research shows that 6 out of every 100 overseas 
visitors to New Zealand aged 15 years or over fly a 
drone while here. Overseas drone users are more 
likely than average to be men, and under 30 years 
of age. Visitors from the UK appear to be slightly 
over-represented. Drone users tend to stay longer in 
New Zealand than non-users. They’re most likely to 
read information about the rules for flying drones in 
New Zealand that is shown on screen. 

Traditional aviation participants
Our traditional professional and recreational aviation 
participants – mostly pilots, operators and engineers 
– have growing concerns about their safety and the 
safety of their passengers.

Concerned citizens
Members of the public who may be concerned 
about their safety and privacy. For many, they don’t 
understand the rules and how to report their con-
cerns.
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Messages 
Drone operators and tourists

• If you fly a drone, your drone is an aircraft 
and you are a pilot. You therefore must safely 
fly your drone and not put the safety of peo-
ple, other aircraft or property at risk.

• Drones are fun to fly but can be a safety risk 
to people, property and other airspace users 
if they are not used responsibly. Make sure 
you understand the drone rules before using 
your drone.

• Drone rules are designed to keep people, 
property and other airspace users safe. If 
you fly your drone unsafely, you could cause 
serious injury to someone on the ground or 
even a catastrophic accident if a drone flew 
into another aircraft.

• You cannot use your drone to spy on people 
or fly at events without permission, or in ar-
eas where there is a large number of people.

• We recommend all drone users undertake 
training better understand how to safely fly 
within the rules. 

Consumers
• If you purchase a drone for your partner, 

family or friends, make sure they understand 
drone rules before they fly. It will keep them, 
and others, safe.

• Make sure whoever receives the drone 
checks out www.flyyourdrone.nz for some 
quick flying tips and a pre-flight check list to 
stay safe and avoid accidents.

Concerned citizens
• If you believe a drone presents an immediate 

safety hazard, please call emergency services 
– dial 111 and ask for the police.

• If you are reporting an incident, you should 
try to get as many details as possible about 
the drone, who may have been using it, 
where it was coming from and going to, and 
provide any photos or videos to support an 
investigation. 

Strategy
As a new technology, drones sit outside of the tra-
ditional aviation sector where traditional channels 
are established. In order to achieve our objectives 
and reach an audience that had little to no engage-
ment with the CAA, we developed a strategy that 
focused on successfully implementation the com-
munication basics.

Define our audience and their preferred channels
Using our research, we were able to build a 
comprehensive profile of our drone users and how 
they sought drone safety information. We decided 
to use social media and advertising to target drone 
users, rather than media. We also targeted retailers 
to provide brochures and stickers on packaging for 
their customers. We also advertised on commonly 
used websites for online purchases. 

For international tourists, our research shows they 
want information online and onscreen during their 
flights.

Develop engaging content and channels
Following our research, we focused on digital 
channels, which were the preferred medium for 
all users. We developed a new website, animated 
videos, created social media accounts and worked 
with our stakeholders, such as Air New Zealand to 
use existing channels to promote drone safety. The 
CAA did not have any social media channels until 
the launch of the drone safety campaign, so this 
was new territory for us.

Simplify the language around aviation rules
Aviation rules are turgid and hard to get your head 
around. To improve the public’s understanding of 
the rules, we identified the key rules and developed 
user-friendly, plain English content about these 
rules for the public.

Strengthen relationships with key stakeholders
Work closely with stakeholders that engaged with 
drone users or had a prominent voice in the 
aviation industry or influence with the public. We 
worked with:

• Air New Zealand – an important stakeholder 
that has a prominent voice in NZ aviation 
circles, and the general public.

• Retailers – connecting with drone users every 
day and eager to promote aviation safety to 
their customers.

• Government agencies – Along with Ministry 
of Transport, Ministry of Business, Innovation 
and Employment, and Airways, we’ve formed 
a Government drone communications group.

Using this strategy, we expect to be able to achieve 
our objectives to increase awareness of aviation 
rules and improve compliance. 

Implementation / tactics
In order to reach our target audience, we first had 
to develop channels and content for our audience.

Fly Your Drone website – www.flyyourdrone.nz
Budget: $10,000

In order to provide our audience with a positive 
web experience, we created a special drone safe-
ty microsite that highlights drone safety through 
animated videos.

Fly Your Drone videos
Budget: $18,000
We produced five animated videos for the website 
and social media to explain how drone users can 
safely fly a drone. 
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One was produced specifically for Air New Zealand’s 
inflight entertainment system for tourists. Examples:

• Drone users visiting New Zealand: https://
www.youtube.com/watch?v=xHui0S70Ty0 
(3m 45s)

• Shielded operations video: https://www.you-
tube.com/watch?v=gQBojUn9M6c (3m 48s)

 
Fly Your Drone Brochures and stickers for retailers
Budget: $5,000
The brochures provide a simplified snap shot of the 
drone rules and provided to retailers.

Creativity OR Problem solving
The drone safety video for tourists on Air New  
Zealand’s inflight entertainment system was our 
‘wow’ factor. Drone users visiting New Zealand: 
https://www.youtube.com/watch?v=xHui0S70Ty0 
(3m 45s)

The CAA had never previously engaged in a 
public safety campaign. Its traditional 
communications style was typically conservative 
and authoritative in style. This campaign gave us 
the opportunity to explore a creative direction to 
engage with our target audience in a new way. The 
tourist video allowed us to present New Zealand as 
a beautiful destination to fly a drone, with nods to 
our tourism industry.

The CAA is not the fun police and we don’t want to 
have that reputation. So, to highlight the 
consequences, without being heavy handed, we 
developed strong cartoon/illustrative visuals to 
simplify the complexity of the drone rules for 
tourists. By using humour and animation, we could 
position the video as being supportive, guiding and 
with an underlying message that you have a 
responsibility to adhere to the rules.

Working with Air New Zealand is also a significant 
achievement. The company is highly respected for 
its brand and marketing abilities, so to get their buy-
in and support our initiative is a great success for us. 

Results, Evaluation and Follow up
Until we have the results from our 2019 drone re-
search, we have limited understanding of the full 
impact of this campaign. But the results we have 
achieved so far have been above and beyond what 
we expected.

Engagement Results
• Social media – The initial Fly Your Drone 

Facebook campaign (Jul-Sep 2018) reached 
Facebook newsfeeds 600k times, engaging 
10k users. Lifetime Page likes reached 710 us-
ers. 90% of the engagement came from Males, 
and 25-34 year olds, which isn’t surprising as 
our research had suggested they are the high-
est drone users in NZ. From Dec 2018 to Feb 
2019 we ran a summer campaign on Face-
book and Instagram. This has so far reached 
144k newsfeeds, had 6,184 post likes, 724 

clicks through to our website, 389 comments 
and 256 shares. We’ve also had 21,369 views 
of our new shielded operations and tourist 
videos on Facebook. The engagement rate 
for this phase (at the time of submission) is 
5% - which is high! The social media industry 
considers 1% to be a good engagement rate. 

• Fly Your Drone website and CAA analytics – 
Prior to the campaign, visitors averaged 4,308 
per month, but since we introduced the new 
website and simplified the language on the 
CAA website, our monthly average visitors 
ranges from 6,851 to 7,551 visits. We would 
expect this to grow further we deploy a new 
CAA website. 

• Air NZ inflight entertainment video – The  
videos first went onboard in late November 
2018. The first month onboard was by far its 
largest month. Exact viewership data cannot 
be provided Air NZ’s supplier, but the  
performance of this type of content has  
surpassed expectations by approximately 
66.6 percent for the content’s first month 
onboard.

Stakeholder Engagement
• Government communications group – The 

CAA, the Ministry of Transport and MBIE have 
now formed a communications group to unify 
and align communications activity to improve 
the Government’s response to drone  
technology.

• Air New Zealand – We worked with Air New 
Zealand to produce a joint article in the Kia 
Ora magazine, the video for the inflight  
Entertainment system and we’re discussing 
future initiatives pending research outcomes.

• Retailers and manufacturers – DJI promoted 
our drone safety campaign to their  
4.5million+ social media followers. Harvey 
Norman has published our drone safety 
videos on the ‘drone zone’ section of their 
website. Kmart are now engaging with us to 
develop appropriate signage for their stores.

https://www.youtube.com/watch?v=xHui0S70Ty0
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What’s Next:
• The follow-up to our base drone research con-

ducted by Colmar Brunton will be run again 
in 2019. This will tell us whether or our PR 
efforts have increased awareness of the rules 
and improved compliance. The research will 
be run biannually with input from the Minis-
try of Transport and other stakeholders. This 
will ensure our research is aligned and more 
authoritative.

• The CAA is about to start work on more tar-
geted drone user focus groups to better un-
derstand how we can improve the customer 
journey. Anecdotal feedback from some users 
is that drone information is inconsistent across 
government. The focus groups will ensure we 
are engaging with our target audience in a 
way that is meaningful to them, and enable 
the CAA to work closely with other stakehold-
ers, such as the Department of Conservation, 
Airways, NZ Police and local government, to 
improve access drone information and have 
consistent messaging/information.

• A larger nation-wide advertising campaign is 
being considered, based on the outcomes of 
the next biannual drone research and focus 
groups (both due in mid-2019).

Acknowledgement of other 
communication disciplines
Advertising
Budget $40,000
For the first time, the CAA invested in digital adver-
tising to engage with the public, to direct interested 
persons to our new website. As we did not have 
established channels to engage with the public, 
advertising was our primary means of reaching an 
audience unfamiliar with the Authority. Given the 
limted budget, we had a modest advertising spend 
on Stuff, TradeMe, Facebook and Instagram over a 
six month period.

Contributors
• Corey Price, CAA
• Mark Houston, CAA
• Rebecca Alberts, CAA
• Bridget Tunnicliffe, CAA
• Andrea Lloyd, Mark Creative
• Paul Andrews, Mark Creative
• Sheba Basika, Mark Creative
• Lee-Anne Duncan, Freelancer
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In 2018, Countdown was the first national supermarket to 
remove single use plastic carrier bags from checkouts and online 
shopping. This was a significant change for our customers, as well 
as for our 18,000 team members. 

If we were to successfully transition customers away from plastic 
bags, we had to equally drive passion for the change amongst our 
team, and equip them with the knowledge, tools and capability 
to lead the charge to remove 350 million plastic bags from New 
Zealand.

 DANIEL CHASEMORE, COUNTDOWN

Leading the way in  
reducing plastic  
at checkouts

INTERNAL COMMUNICATIONS

WINNER 2019

PRINZ
AWARDS
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Background
In November 2017, Countdown announced it would 
phase out single use plastic carrier bags (SUPCB) 
from checkouts and online shopping by the end of 
2018. The implications of this change were huge – 
impacting nearly three million customers a week 
across 180 communities right across New Zealand.

We knew that our customers would rely on our 
18,000 in-store team to help them with this change – 
to make sure that customers were aware the change 
was coming; to promote and raise awareness of 
SUPCB alternatives; and to minimise disruption by 
ensuring customers understood why Countdown 
was taking such a step, and importantly, that they 
were on board with us.

As a critical part of the project team, internal 
communications was tasked with developing a 
change communications programme that would 
help our team through their own change, as well as 
giving them the tools and knowledge to help New 
Zealand with the change as well.

In May 2018 we went live with the first ten of our 
stores – the first supermarkets in New Zealand to go 
plastic bag free at checkouts and online – and then 
proceeded to roll-out the change to other stores, 
tweaking and improving our communications along 
the way. On 15 October 2018, the last of Count-
down’s stores removed SUPCB, 2.5 months ahead of 
schedule.

Preliminary research
We knew that New Zealanders wanted leadership 
and were supportive of supermarkets removing 
single use plastic bags. In the Colmar Brunton Better 
Futures report 2017, plastic in the NZ environment 
was the fifth biggest concern for New Zealanders. 
Along with the regular feedback we receive on 
social media, in stores, and from friends and family, 
we also conducted some research of our own in 
August 2017. 83% of our customers supported the 
idea of us removing single use plastic carrier bags 
from checkouts and online.

We also knew from our Voice of Team employee 
surveys that our team were keen to phase out 
plastic bags too. It came up in a number of ideas 
forums, and was a subject of conversations on our 
enterprise social network platform.

As the first supermarket in New Zealand to make 
such a change, we had no clear idea of what the full 
operational impacts for our business would be – but 
the one thing we did know, was that our store team 
would be best placed to tell us how things were go-
ing at the front line.

That’s why the first thing we did after the  
announcement was to create a group on our  
enterprise social network (Workplace by Facebook) 
to begin the discussion, ask the questions that 
needed to be asked, and get ideas. With 10,000 of 

our team members on the group, and around 4,000 
regularly joining the discussion, we received  
invaluable insights that directly informed the way we 
approached the project both before we launched 
and during the roll-out.

Objectives
Business Objectives

• Successfully complete the phase out of SUP-
CB in all stores by the end of 2018

• >75% of customers aware of the change prior 
to their shop

• Voice of Customer metrics to remain steady 
throughout the change

• Scan rates (the number of items scanned at 
checkout per minute) to be unaffected 

Internal Communications Objectives
• Change communication programme  

completed by the end of 2018
• Team understand and support the reasons for 

the change
• Team proactively advocate for the change to 

customers
o Team friendliness measurement to in-
crease by 2 basis points
o >10% of customers to cite team as the 
way they found out about the change

Audiences
Audi-
ence

Charac-
teristics

Needs Approach

Store 
Leader-
ship

180 x 
Store 
Managers 
plus de-
partment 
leadership

Understand the 
importance and 
the approach 
to lead through 
the change

Focus on 
operational 
messages 
to ensure 
execution 
of the 
change

Store 
Champi-
ons

180 x 2 
Store 
Champi-
ons – one 
checkout 
specialist 
and one 
online 
specialist

Understand 
the importance 
of the change 
and have the 
passion to lead 
the change with 
their peers.

Focus on 
the emo-
tional 
message of 
the change, 
with tools 
to help 
influence 
their peers

Check-
out 
Teams

Approx 
6,000 
team 
across the 
country

Understand 
the importance 
of the change, 
understand 
the operation-
al impacts. 
Knowledgeable 
to speak confi-
dently to cus-
tomers about 
the change and 
advocate for 
Countdown.

A focus 
on visual 
messaging, 
as well as 
creating 
forums for 
discussion, 
ideation 
and col-
laboration 
across 
stores.
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Online 
Teams

Approx-
imately 
3,000 
team 
across 
both our 
delivery 
and click 
and collect 
stores

Under-
stand and 
execute 
the process 
change

A focus on 
the opera-
tional exe-
cution and 
training

In Store 
Teams

Approx-
imately 
9,000 
team 
across all 
depart-
ments in 
stores

Under-
stand and 
support 
the change 
and be 
able to 
have basic 
conversa-
tions with 
customers.

A focus 
on visual 
messaging 
through 
internal so-
cial media

Contact 
Centre 
Teams

100 team 
in a call 
centre en-
vironment

Under-
standing of 
the change 
and ability 
to have 
complex 
conversa-
tions with 
customers 
about the 
change.

‘Knowl-
edge base’ 
approach 
to messag-
ing with 
an under-
standing 
of the 
emotional 
reasons 
for the 
change.

Support 
Office 
Teams

Approx 
2,000 
team in 
support 
and supply 
chain func-
tions

Under-
standing of 
the change 
and the 
ability to 
have basic 
customer 
conversa-
tions

A focus 
on face to 
face mes-
saging and 
encourag-
ing pride 
in the store 
teams

Messages
• Together we can help remove 350 million 

plastic bags from circulation and protect our 
precious environment.

• Removing single use plastic carrier bags from 
checkouts and online is one of the ways do 
the right thing when it comes to our  
customers and our country.

• This is a big change for our team, our  
customers and our business, and we need 
your help.

• We want to help our team help our  
customers be aware of the change, and to 
help our customers make the move away from 
plastic bags.

• We will achieve this together by working end-
to-end as one team.

Strategy
Central to the strategy was the fact that Countdown 
was the first supermarket to make the change - so 
we had to be agile and adaptable in our approach 
as we didn’t have any prior learnings to lean back 
on. We didn’t know how the change was going to be 
received by customers and team – but we did know 
that the considerations needed for a mall store in 
Palmerston North would be different from a metro 
store in central Auckland.

This meant that our change communications 
strategy was twofold:

1. To provide knowledge and tools for our team, 
and to empower them to drive the change 
with their customers in their communities.

2. To provide opportunities for our team to col-
laborate and learn from each other. 

We started by going single use plastic bag free for a 
day in three stores in Whangarei as a test– this was 
a chance for us to demonstrate to our team and  
customers what the change might look and feel like. 
We also used this opportunity to launch our partner-
ship with Sea Life Kelly Tarlton’s Turtle Rehabilita-
tion Programme – a way for our team to be able to 
see and experience the difference removing SUPCB 
would make to the New Zealand  
environment.

We then used a phased approach to remove plastic 
bags in stores wave by wave – sharing the lessons 
learned by each store with the next one. We actively 
sought feedback from our teams all along the way, 
which enabled us to be agile in our approach, and to 
change our tactics on the fly as a direct result of our 
teams’ and customers’ feedback.

Our tactical approach was to ensure that:
1. Team not only understood the reason for the 

change, but actively felt proud about being 
the first New Zealand supermarket to do it

2. Team felt confident in talking to customers, 
friends and family about the change and the 
impacts it might have

3. Team had access to all the information they 
needed to ensure the change went smoothly

Implementation / tactics
Tactics:

1. Store Champions – while Store Managers were 
responsible for leading the operational change 
in the stores, we chose one team member 
from each store to champion the cause. We 
brought these people to talk to the team at 
Kelly Tarlton’s Turtle Rescue so they could see 
first-hand the effect plastic had on our envi-
ronment. We then spent a day with them in a 
workshop to get their ideas, ensure they were 
across how the change might work, and to 
discuss how this might roll out in their partic-
ular store. This ensured that ownership for the 
change rested with each individual store.
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2. Getting plastic bags trending within Count-
down – from the minute we announced to the 
world our intention to remove SUCPB , we 
knew that New Zealand was going to have a 
robust conversation about the impact to their 
lives. So we developed a content plan that 
ensured all of our leaders were leading that 
conversation with our teams – this included 
videos of our leaders shared with team, face 
to face meetings and seminars, as well as 
planned online content throughout the year. 
We ensured that the topic of plastic bags was 
always trending within the organization.

3. Customer Conversations – We knew that the 
battle would be lost and won in the interac-
tions our customers and teams have in store. 
We developed a communications and training 
campaign around quality conversations with 
our customers, which included a 30 minute 
training session rolled out to all team, as well 
as online learning videos, and live FAQ docu-
ments.

4. One Stop Shop Knowledge Base – we knew 
there was a lot of information for our team to 
absorb, so we created the ‘Team Turtle Mi-
crosite’ – a one stop shop that gave our team 
access to all the information they needed to 
make the change – from marketing messages 
to FAQs, training videos, to ways to give feed-
back to the business. We made sure that this 
was available on mobile, so any of our team 
could access the information they needed 
immediately.

5. Collaboration and sharing insights online– We 
created groups on our enterprise social net-
work, where team could discuss the change, 
share their insights, ask questions and feel like 
a community. Each ‘Team Turtle’ shared their 
experiences and celebrated their ‘go live’ day 
together – as well as giving the project team 
valuable insights into how the change was 
being received by team and customers. 

Budget : $20,000

Creativity OR Problem solving 
The partnership with Sea Life Kelly Tarlton’s Turtle 
Rescue. 

This was a great way to make the case for change 
tangible for our team. When we launched our three 
test stores, we took key members of the business 
out on a boat with the team from Kelly Tarlton’s to 
help release two rehabilitated turtles back into the 
wild – a demonstration of the effect the reduction in 
plastic would have on some of our most vulnerable 
species. The video of the release was viewed over 
1,000 times on our internal social media channel – 
clearly connecting with our team.

We also ensured that our Store Champions got a 
tour of the Kelly Tarlton’s Aquarium, and the chance 
to talk to some experts about the work the Turtle 
Rehabilitation centre does, and the impact of 
plastic on turtles. Each of the champions was able to 

take this experience back to their teams. Seeing the 
effects of plastic in the environment up close was a 
great way to win hearts and minds.

We also used the team from Kelly Tarlton’s in our 
training and communications videos – ensuring that 
the link between what our team were trying to do, 
and the effect that it was having on the environment 
was clear.

The plastic-free map of New Zealand
The downside to a staggered roll out approach 
is that it can be difficult to show progress. So we 
created a dynamic ‘plastic free map of New Zealand’ 
that was updated every time a community went sin-
gle use plastic bag free. Over time, team could see 
more and more of the country moving away from 
single use plastic bags, until by November, the entire 
map was green.

Results, Evaluation and Follow up
We conducted thorough audience research through-
out this project to track customer perceptions, as 
well as the impact of our communications, market-
ing and PR. After the first ten stores went live we 
produced a full evaluation of our approach, and used 
these results to inform the remainder of the rollout.

Insight and results
• 87% of customers reported they were proud 

to do something good for the New Zealand 
environment. This confirmed to us that we 
were on the right track, and that our messag-
ing was resonating with customers.

• 79% of customers reported they were aware 
the store was going single use plastic bag free 
before their shop.

o 45% of customers reported that media 
was their main source of information about 
the change. This confirmed the importance 
and success of our PR strategy, and how 
important it was to educate our team in 
the conversations around the wider topic 
of sustainability
o 24% of customers reported that their 
main source of information about the 
change was directly from a team member. 
This showed that our team were proactive-
ly advocating for the change with custom-
ers, and were also doing a good job of it.

• Although the awareness scores were generally 
high, we did spot a problem with the aware-
ness scores for some of our in-mall stores. 
The opportunity for in-store signage in these 
stores is limited. Just 18% of customers said 
they saw any in-store signage, compared to 
32% saying they were informed by a team 
member. Going forward, in these stores, we 
changed tack and invested in a ‘greeter’ in the 
store, who would proactively talk to custom-
ers about the change, and hand them a leaflet 
with the key facts that customers needed to 
know.



18

• 85% of customers said that they were sat-
isfied with the friendliness of the checkout 
experience. This showed us that the focus on 
‘pride’ as an emotional driver of the change 
was effective in creating a positive customer 
experience.

• The scan rates (the number of items scanned 
through checkouts per minute) at checkouts 
did take a dip for the first few weeks of the 
trial. Upon investigation with team, we found 
that this was due to team getting used to the 
new way of doing things – and sure enough, 
the scan rates returned to normal after three 
weeks. We were able to mitigate this further 
on in the rollout by ensuring that more check-
out operators were rostered for the first three 
weeks after the change. 

By continually getting feedback from team and 
customers, and using this feedback to adapt our ap-
proach, we were able to complete the phase out of 
SUPCB nationally a full two and a half months ahead 
of schedule. More importantly, we avoided the cus-
tomer backlash that Australian supermarkets faced. 
In fact, positive customer perception of Countdown 
increased due to the programme.

Acknowledgement of other 
communication disciplines
This project was a huge effort, and required  
collaboration right across the business. Ensuring 
that our team and customers were advocates for 
change meant working with our team coaching, 
marketing and corporate affairs teams. 

We worked especially closely with our internal  
training team – ‘The Food Project’ to develop  
learning materials that were appropriate for our  
specific audiences.
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In 2018, Spark did something no other large New Zealand 
company has done: it transformed from a traditional, 
hierarchical organisation to fully adopt Agile ways of working. 
In just eight months it took its 5,000 employees on a journey 
from knowing next to nothing about Agile to embracing 
a brand-new operating model that radically changed the 
way most Spark people work each day. The success of this 
transformation was highly dependent on an effective internal 
communications programme, delivered by Spark’s in-house 
Corporate Communications team.

 ANARU TUHI, ANDREW PIRIE, ELLIE CROSS,  
MICHELLE BAGULEY AND TODD PARKER, SPARK NEW 
ZEALAND

Spark goes Agile: Not just 
another damn restructure

INTERNAL COMMUNICATIONS

HIGHLY
COMMENDED 

2019

PRINZ
AWARDS
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Testicular cancer is the most common form of cancer for men 
(15-39). Prevention is as simple as a regular self-check. But men 
weren’t checking.

So, we created the Testimatic, a testicle-checking ‘machine’ 
which (with a doctor hidden inside) performs simple physical 
examinations on men’s testicles – the same process any man can 
follow at home.

We launched our ‘machine’ at Big Boys Toys, NZ’s largest expo for 
men, where it touched 40,000 of NZ’s men, the NZ media, and an 
audience of 54 million.

It worked, 74% of NZ men said they’d check themselves after 
seeing or hearing about the Testimatic.

 ANGELA SPAIN, JOANNA JAMES AND KATIE SMITH,  
FCB NEW ZEALAND

A conversation starter for 
testicular cancer

LIMITED BUDGET OR NOT-FOR-PROFIT PUBLIC RELATIONS

HIGHLY
COMMENDED 

2019

PRINZ
AWARDS
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Background
Testicular cancer is the deadliest cancer for young 
men, but it’s also the easiest cancer to detect early 
and treat effectively.

So why are men still dying from a cancer that has a 
99% survival rate if caught in Stage 1? Because men 
aren’t checking regularly.

Our brief was to engage men with the message that 
checking is easy and important. However, we knew 
that this would be a challenge, with 43% less budget 
than the year before and an audience that seemed 
to actively avoid our messages we knew we had to 
go the extra mile to generate noise and standout. 

Preliminary research
There were two main findings that informed our 
approach:
Firstly, we found that if Testicular Cancer is 
discovered in Stage 1, it has a 99% survival rate and 
the best way for the cancer to be discovered in this 
early stage, is regular self-checking of the testicles. 
With the official recommendation from Testicular 
Cancer NZ being that men should check their balls 
for Testicular Cancer monthly.

However, statistics from Testicular Cancer NZ 
showed that almost 6% of men diagnosed with 
Testicular Cancer were dying from the disease. This 
highlighted to us that not enough NZ men were 
regularly self-checking and getting diagnosed in 
Stage 1. It seemed that while women naturally lean 
into health issues, New Zealand men tend to shy 
away from them.

We also discovered that awareness is an issue. 
Testicular cancer is regularly side-lined by higher 
profile charities with deeper pockets. In the last two 
years the NZ Breast Cancer Foundation alone spent 
over 300 times more in media than Testicular 
Cancer NZ (TCNZ). Even the Prostate Cancer 
Foundation spent more than 30 times that of TCNZ.

So, with men falling behind the ball with regular-
ly self-checking, and better-funded, higher profile 
charities competing with us for SOV, the solution 
needed to generate enough noise to standout.

This informed our strategy and idea:

We decided that we needed to make these young 
Kiwi men sit up and pay attention, so they’d start 
checking and do something that was attention 
grabbing enough, that with no media spend and 
limited budget we could capture media attention.

So, we decided we’d create a “machine” that would 
do the checking for them, emphasising to the men 
that if they weren’t going to check themselves, we 
would do it for them, and in turn, show them how 
easy it is to do. 

Objectives
Testicular Cancer marketing objectives:

• Increase our target audience’s awareness of 
how easy it is to check. By the end of our 
campaign over 50% of our audience will feel 
it is easier to check for Testicular Cancer than 
they originally thought, after seeing our  
campaign

• Our target audience are more likely to  
self-check after seeing our campaign, with 
40% of our audience saying they would check 
themselves after seeing our campaign either 
at the activation or via PR. 

With a very small budget, we didn’t have any mon-
ey for paid media so earned media was vital to the 
success of the campaign.

Public relations and communications objectives:
• Launch the ‘Testimatic’ via an activation and 

have 50 x men get checked via the Testimatic 
during the activation period.

• Generate 10 x pieces of national editorial news 
coverage about the Testimatic between 15th 
of November – 15th of December, including 
with 3 x leading news publications

• Have 2 x well known presenters and/or news 
publications cover the story by actually send-
ing someone down to the activation to get 
checked and include this experience in their 
story

• Achieve 90% positive sentiment from the edi-
torial coverage

• For every piece of coverage to include at least 
1 x campaign key message, and 80% of news 
coverage to include at least x 2. 

Audiences
1. Young men (15 – 39) who are most at risk of 

Testicular Cancer
2. Journalists and news personalities who our 

target audience would see as influential. Peo-
ple who would be able to craft the story in a 
way that engaged our audience 

Messages 
1. The world’s first auto ball checker has 

launched
2. The issue is men don’t check themselves, so 

we created the Testimatic to show men just 
how easy it is

3. It’s important to self-check
4. Testicular Cancer is the most common cancer 

affecting young men (15 – 39 year olds) 

Strategy
Our three-phase strategy was designed to drive 
awareness whilst demonstrating to our audience 
how easy it is to check themselves, before 
reinforcing the importance of regular self-checks on 
going.
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Phase 1:
We would launch our world-first, testicle 
checking “machine” to our target audience en masse 
in an unlikely environment, driving intrigue and cut 
through around a task we know our target audience 
finds confronting. Unveiling the Testimatic out in the 
open at Big Boys Toys would also assist in breaking 
down stigma, with those attending the event able to 
witness their peers engaging with the machine.

Phase 2:
Secondly, we would enlist popular media 
personalities who are well liked by our target 
audience to demonstrate the Testimatic machine.
This approach would add cachet to our message 
and crucial reach through the presenter’s 
prospective news programs, ensuring our campaign 
was seen and heard outside of the planned 
activation.

Footage of our key personalities and everyday men 
having their testicles checked by the Testimatic  
machine would be captured to develop owned  
media assets, allowing us to extend the  
demonstration beyond the day.

Phase 3:
To continue momentum, we would seed the launch 
of our world-first ball checking machine to media 
across the country. Content created on the day 
would demonstrate just how easy it really is for men 
to check themselves and spread the message to a 
wider, national audience through their own trusted 
media sources.

Implementation / tactics
Our first task was to ensure we picked an 
appropriate event for our activation. From here, we’d 
bring the Testimatic to life across two key phases:

Identifying the right event:
• Despite this being a medical issue, we chose 

one of the most “blokey” events around to 
launch the Testimatic – Big Boys Toys. With all 
the latest gizmos and gadgets, it was the  
perfect place to launch our world first  
“machine”.

• Rather than be in an official room off to the 
side, which may have been appropriate for 
a potentially embarrassing cancer test, we 
chose to have our booth front and centre at 
the expo. This would get people talking.

• Instead of the machine offering a completely 
private experience, our users were only  
hidden by a shower curtain – heads and feet 
deliberately visible so people could see it 
being used to create a herding effect for other 
men to step-up and Go Balls Out. 

Phase 1 of the campaign: Get the ball rolling
• Instead of using a serious news presenter, 

we chose Jeremy Wells as “one of the lads” 
our audience associates with to get the ball 
rolling. 

• We then invited other high profile male  
journalists and presenters for their own  
personal inspections, asking them to share  
their experience via their respective media 
channels. 

Phase 2 of the campaign: Educate men on mass
• Finally, we opened the curtain to the masses 

at Big Boys Toys – 40,000 of NZ’s manliest 
men, seeding this through PR.

• Our ‘machine’ was picked up in coverage, 
nationally and globally, allowing the media 
and influencers to show men everywhere a 
demonstration of just how easy and  
completely un-scary it is to check their balls 
themselves.

Budget: We got the site at Big Boys Toys for free, 
the only costs we had were for the making of the 
“Testimatic” booth which was $4.8k and the PR 
head hours. There is more on this in the acknowl-
edgement section .  

Creativity OR Problem solving
Unlike most traditional marketing campaigns, we 
couldn’t rely on an expensive partnership, or any 
paid media to complement PR in spreading our 
message.

We relied solely on the audaciousness of our idea, 
and a handful of carefully selected journalists and 
media personalities.

By inviting them to experience the ‘Testimatic’ for 
themselves and actually participate in the story, 
rather than just cover it, we created quality stories 
that quickly became ‘trending’ stories. This then 
generated further attention around the nation and 
globally.

As a result, for the first time, Testicular Cancer New 
Zealand managed to impress upon men the 
importance of self-checking in a way they would all 
understand, and actively share.

And it all cost next to nothing – which was about all 
they had. 

Results, Evaluation and Follow up
As a PR led campaign with no other activity in the 
market, our campaign was hugely successful in 
driving awareness and talk-ability for this charity. 
But most importantly, we drove unprecedented 
levels of motivation for men to check their balls.

Objective: Launch the ‘Testimatic’ via an activation 
where our target audience could engage with the-
Testimatic, and have 50 x men get checked during 
the activation period.
Result: 173 men got checked at Big Boys Toys
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Objective: Generate 10 x pieces of national editorial 
news coverage about the Testimatic between 15th 
of November – 15th of December, including with 3 x 
leading news publications

• Result: 20 x pieces of NZ media including 
lead stories on Seven Sharp, The Project and 
Breakfast.

• Overall, we managed to reach 54+ million 
people globally, with over 60 x pieces of in-
ternational coverage. This also aided in driv-
ing local attention and helped the Testimatic 
become the top trending NZ news story in 
November. We achieved a PR Value: $3.5mil-
lion+ and ROI: 700:1

Objective: Have 2 x well known presenters and/or 
news publications, that are influential to young men, 
cover the story by actually sending someone down 
to the activation to get checked and include this 
experience in their story

• Result: 5x influential media people got their 
balls checked, covering it on their respective 
news shows, this included: Jeremy Wells from 
Seven Sharp and Radio Hauraki, The Spin 
Off, NZ Herald Focus, The AM Show and The 
Project 

Objective: Achieve 90% positive sentiment from the 
editorial coverage

• Result: 100% positive sentiment for all editori-
al coverage 

Objective: For every piece of coverage to include at 
least 1 x campaign message, and 80% to include at 
least x 2.

• Result: 100% of our coverage had at least 1 x 
campaign message, with 99% of all coverage 
including at least 2 x of our campaign mes-
sages. 81% of all coverage included all 4 x of 
our key messages 

Achieving these PR objectives, allowed us to achieve 
the overall Testicular Cancer marketing objectives by 
tenfold 

Results:
• 74% of our audience said they were likely to 

check their balls for testicular cancer as a re-
sult of seeing or hearing about the Testimatic 
in real life or through PR

• 70% of our audience agreed they learnt about 
how to check for testicular cancer

• 75% of our audience felt it was easier to check 
for testicular cancer than originally thought 
after seeing the Testimatic in real-life or 
through PR

• In fact 67% of people said they were very or 
somewhat likely to try the Testimatic out for 
themselves if they got the chance

• 55% of our audience said they would chat to a 
mate about the Testimatic after seeing it at an 
event or hearing about it in the news,  
generating extra reach via WOM. 

As the cherry on top, we also created a long-term 
product to fight Testicular Cancer globally. Despite 
being designed as a one-off activation, the 
Testimatic has been deemed so successful by 
Testicular Cancer NZ, it’s being rolled out across NZ 
and USA over 2019. 

Acknowledgement of other 
communication disciplines 
Other communication disciplines and costs:
We had our studio team design the Testimatic and 
create pamphlets to hand out at the activation, we 
then paid $4.8k for the making of the booth.

We got our content creation team to produce stills 
and uncut video footage which we could use to give 
to media to help tell their story. Apart from that, 
there was no additional money invested into media, 
digital or TVP to spread the campaign.

The other costs were for the head hours for PR, and 
the creative team who we worked with to come up 
with the idea.
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Auckland Museum’s exhibition ‘Are We There Yet? Women 
and Equality in Aotearoa’, was a standout in media coverage 
and partnerships during the nationwide commemoration 
New Zealand women’s suffrage. This exhibition cut through 
the noise of a myriad of 125th centenary events, positioning 
the Museum as part of and a facilitator of current societal 
discourse. The exhibition demonstrated Auckland Museum’s 
role as a key cultural influencer, with the exhibition opened 
by Helen Clark on Thursday 5 July 2018 and welcoming over 
88,800 visitors, who expressed a deep appreciation of both 
the content and the issues it raised.

 BEX MARTELLETTI, AUCKLAND WAR MEMORIAL  
MUSEUM

Are we there yet? Women 
and equality in Aotearoa

LIMITED BUDGET AND NOT-FOR-PROFIT PUBLIC RELATIONS

HIGHLY
COMMENDED 

2019

PRINZ
AWARDS
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Background
2018 marked the 125th anniversary of the women’s 
suffrage movement, gaining women the vote in 
New Zealand, the first country in the world to do 
so. Auckland Museum observed this by creating 
an exhibition titled Are We There Yet? Women and 
Equality in Aotearoa.

While celebrating the historic anniversary of 
suffrage in Aotearoa, Are We There Yet? examined 
the successes and speed-bumps of the campaign 
for gender equality in New Zealand. The exhibition 
highlighted inspiring Kiwi women audiences had 
heard of, and many they were unaware of, drawing 
on untold stories and featuring New Zealand 
women in the arts, business, politics, sports, science, 
and other sectors who have contributed to 
advancing equality for women.

The exhibition featured historic objects as well as 
self-reflective interactive elements, championing 
heroes of the past while acknowledging and at times 
challenging our own inherited knowledge and 
history.

This enriching exhibition’s aimed to reach out to all 
New Zealanders through thought-provoking 
evidence and social commentary about equal pay, 
legal rights, body image and more.

The overarching scope for this project was twofold:
• The first was to position the Museum as a key 

contributor and facilitator of current social 
issues and agendas, demonstrating that Auck-
land Museum is an active leader and collab-
orator, a place for discussions and conversa-
tions.

• The second was to drive public awareness of 
the exhibition via proactive publicity media 
coverage across a wide range of channels. 

Preliminary research
Visitor research and learning from evaluation and 
research from previous exhibitions (2008-2015) 
informed the development of this project. We aimed 
to use insight and audience understanding to 
maximise the user experience and interaction for our 
target visitors.

Specifically, research for this exhibition indicated 
that content must enable visitors to relate to their 
own lives through:

• PERSONAL RELEVANCE (Key tools to sup-
port ‘relatability’ include human stories, con-
tent in context, affective content and experi-
ence)

• VARIETY of content and experience
• UNIQUE and UNUSUAL content and  

experiences
• EXPLICT communication
• ACTIVE experience (including touch) 

To achieve this, many participants in the exhibition 
were interviewed to share their stories. We captured 
their differing backgrounds, ethnicities and gender 

identities to identify media angles that mapped to 
the research findings. We developed trusted rela-
tionships and mutual understanding with our talent 
which empowered them to be comfortable sharing 
their personal anecdotes and experiences. 

Working closely with the Head of Exhibitions and 
associated curators from a range of disciplines 
across the museum provided further in-depth 
understanding of the kaupapa of this exhibition 
and the stories behind the objects on display. Their 
expertise and influence informed the key messages 
and stories we chose to share with our target 
audiences through the publicity campaign. 

Objectives
The strategic objectives in the period prior to and 
during the course of the exhibition (July 2018 – 
January 2019) were to reach audiences, achieve 
cut-through in a market with a wealth of Suffrage 
125 programming and establish Auckland Museum 
as a compelling experience onsite, off site and 
online. 

The organisational objectives were to:
• Assist the Museum to achieve its positioning 

and strategic objectives
• Promote the Museum as a “Compelling visitor 

experience” “Active leader and collaborator” 
and a “place of curiosity, innovation and  
research” to support the Museum’s Paerewa 
key message framework.

• Position the Museum as a place where topics 
of cutting edge, contemporary societal  
discourse can be learned about, discussed, 
and reflected upon

• Share the stories of the participants in the 
exhibition and showcase the museum’s  
documentary heritage collection, and increase 
access to collections and objects 

The publicity objectives were to:
• Deliver a targeted proactive media campaign 

to raise awareness of this free exhibition with 
target audiences

• Ensure the key exhibition themes were explicit 
throughout the communications campaign – 
targeting nationwide media such as TV, radio, 
magazines, newspapers and online

• Stand out as a significant event within a  
plethora of Suffrage 125 programming

• Raise awareness for the additional compelling 
programming that related to the exhibition

• Drive awareness of exhibition to assist with 
visitation from Auckland-based visitors 

Audiences
Primary media audience outlets included:

• News/general media: TV, radio, print and on-
line

• Nationwide media: TV, print, magazine, radio 
and online

• Auckland specific media
• Female focused media
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The target audience for this exhibition was indepen-
dent adults with a focus on 15-29-year olds. While 
we expected this exhibition to be of natural interest 
to high numbers of female visitors, issues of equality 
are important to visitors of all genders, with adults 
outside this demographic also included in the target 
audience.

Audience research told us that these visitors were 
essentially looking for one (or a combination) of the 
following key opportunities:

• Opportunities to be, do, make, enjoy, and have 
fun (often with others) (SOCIAL)

• Opportunities to build knowledge and under-
standing (for them or others in their group) 
(INTELLECTUAL)

• Opportunities ‘to feel’ a wide range of emo-
tions (awe, inspiration and many more), but 
also ‘feelings’ of connection and personal 
identity (EMOTIONAL)

• Opportunities to contemplate and reflect (and 
sometimes escape!) (SPIRITUAL) 

The outcomes from this campaign have demonstrat-
ed audiences expressed a deep appreciation of both 
the content and the issues the exhibition raised, 
meeting several desired opportunities. 

Messages 
The key messages we aimed to communicate were:

• Are We There Yet? celebrates the 125th  
anniversary of women’s suffrage in Aotearoa 
- but how far has New Zealand really come in 
the 125 years since women gained the vote?

• In 2018, terms like “feminism” and  
“empowerment” are on everyone’s lips, but 
what do they really mean? How did we get 
here, and where are we heading?

• The exhibition really “goes there”: equal pay, 
reproductive rights, gendered violence, online 
trolling, legal rights and body image are all up 
for discussion and interrogation.

• Are We There Yet? reflects on the tradition of 
Western Museum object collecting, showing 
whose voices are preserved in Museum  
collections and whose aren’t - aiming to  
unpack this and highlight these gaps and  
unheard voices

• This exhibition celebrates, interrogates and 
champions what gender equality in New  
Zealand has looked like, what it is now and 
what it could be.

Strategy
Auckland War Memorial Museum’s five year strategy 
centres on enriching the visitor experience,
 extending our reach and impact, fostering new  
research questions and debate, and supporting  
social belonging and participation.

This exhibition depicted the strategy in practice 
enabling us to reach audiences through rich  
public programming and curated experiences. Are 

We There Yet? developed a special interest topic to 
cater for a range of audiences and aspired to meet 
the full range of social, intellectual, emotional, and 
spiritual needs.

The Are We There Yet? publicity strategy was to 
develop a campaign to reach target audiences 
through Auckland specific and female skewed media 
outlets. The aim was to share conversations and 
champion key stories within the exhibition to create 
stories with target media to share key messages and 
drive visitation.

Key to this was identifying the elements of the 
exhibitions that would attract media attention – 
which we identified as the human stories and real 
life experiences in the exhibition.

Utilising key personalities from the exhibition (such 
as Helen Clark, Gaylene Preston and Gil Hanley), 
promoting content from our Documentary Heritage 
collection and creating additional content formed 
key elements of this strategy, alongside the 
investigation of media and organisational 
partnerships to leverage public programming events 
around the exhibition.

We aimed to increase access to and engagement 
with the museum’s collections and the stories they 
represent, to inspire audiences, reach more people 
and to open up our collections.

Simply providing an engaging exhibition and public 
programme was not sufficient to achieve this.

Promoting the personalities and unique stories 
in Are We There Yet? was key to positioning the 
museum as a place where relevant, contemporary 
issues are presented and discussed - issues that 
we know hold high interest for many young people 
and women in particular. This exhibition aimed to 
celebrate, interrogate and champion what gender 
equality in New Zealand has looked like, what it is 
now and what it could be and the communications 
around this exhibition carried this conversation to 
wide audiences.

Implementation / tactics
To reach our audience we knew we need to focus 
on the unique elements from within the exhibition 
and create partnerships both with media and other 
organisations to ensure Are We There Yet? was at 
the forefront of coverage for Suffrage 125, touching 
our target visitors and wider audiences by sparking 
conversations.

Implementation:
• Media releases – first sent on 12 June 2018 to 

announce the exhibition and begin the  
dialogue around feminism, equality and  
inclusion; the second release on 20 July 2018 
was to announce the LATE series of talks, 
#MeToo and ‘In Conversation with Helen Clark’ 
and link this additional programming to the 
exhibition
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• Pitch stories – offered exclusive stories and 
images to media outlets – featuring key 
personalities from the exhibition. Highlights 
include: Sunday Magazine cover story with 
Chelsea Preston Crayford and NZ Herald 
Weekend cover story with Gil Hanley

• Crafted stories to present to specific media 
eg. Māori TV, Gay Express

• Promoted the stories around public  
programming events in particular the two 
LATE events - #MeToo and ‘In Conversation 
with Helen Clark’

• Promote Hot Takes and Bold Retorts, a  
short-film created especially for Are We There 
Yet? directed by renowned filmmaker Gaylene 
Preston

• Promote photographs of trailblazers, 
ground-breaking marches, and posters and 
publications from the Museum’s collection will 
be on display, including rarely-shown  
photography by Gil Hanly

• Showcasing female suffrage champions that 
the public were aware of, and sharing the 
stories of lesser known women that the public 
may not have heard about

• Inviting key media and influencers to the  
exhibition opening event to highlight content 
of specific interest to their readers and  
followers

• Create partnerships with media outlets – The 
Spinoff Venus Envy Podcast and Canvas  
Magazine Postcard Project

• Collaborated with the APO to support A 
Woman’s Place suffrage day concert

• Supported Auckland Council event  
programming

• Collaborated to develop a joint museum  
product, the BLUNT Kate Shepard umbrella 
with Wellington Museum (where a portion 
of the funds went to the National Council of 
Women), to generate awareness of the  
exhibition and sales 

Partnerships and collaborations throughout this 
campaign were a great success.

The Spinoff was a joint content partnership; total 
publicity budget was $5,000.

Creativity OR Problem solving
To achieve comprehensive coverage, reach our 
audiences and stand out from the rest of the Suf-
frage 125 programming we knew simply promoting 
the exhibition was not enough, creative insight and 
imagination were required. To ensure the promi-
nence of our exhibition throughout Suffrage 125 we 
collaborated with several external partners in unique 
and innovative ways:

• The Spinoff: we collaborated on a podcast 
series, Venus Envy, that featured local New 
Zealand women of note and was also broad-
cast on Radio NZ National 
 
 

• Canvas Magazine: we supported their  
Postcard Project and incorporated a  
temporary display, showcasing postcard 
responses from national and international 
women sharing inspiration messages

• To heighten media interest, we offered the 
exhibition space as an interview venue for 
Helen Clark and had her present as a key 
note speaker at the opening night event. The 
former Prime Minister was included in this 
exhibition, and was promoting her new book, 
Women Equality Power, which was the focus 
of our LATE event In Conversation with Helen 
Clark. We also utilised her organic media and 
public interest through creating a social media 
video featuring the former prime minister.

Results, Evaluation and Follow up
Coverage:
The exhibition generated a significant quantity of 
in depth media coverage, reaching wide audiences 
in Auckland and nationally. Are We There Yet? was 
positioned and perceived as a pivotal showcase for 
the anniversary of Suffrage 125. This resulted in the 
organisational and publicity objectives being met.

The exhibition was mentioned in a total of 110 media 
reports with potential reach/audience of 2,988,598.

Coverage was overwhelmingly positive (70.9%), with 
many reports praising both the multi-media exhibit 
and Auckland Museum as an innovator and a leader 
in the digital museum revolution (30 mentions).

Notably, Are We There Yet? also highlighted 
Auckland Museum’s connection to communities
(25 mentions), as reporting frequently 
acknowledged the exhibit’s diverse range of “voices” 
and figures, as well as its significance in the wider 
discourse of gender equality. Its relevance was 
highlighted particularly by the #MeToo movement 
and the government’s announcement of its 
commitment to close the public service gender pay 
gap.

Our Head of Exhibitions, Victoria Travers was the 
leading spokesperson, featuring in a total of 15 
reports with a potential audience reach of 450,695. 
This included an in-depth interview on Radio NZ 
(that also featured online) as well as features in
 Noted, Viva, Mindfood and Metro.

Radio NZ also discussed the exhibit and the Venus 
Envy podcast series in a segment with Kim Hill and 
Noelle McCarthy. The segment went on to feature 
Jacinda Ardern’s interview that makes up the first 
Venus Envy episode.

The digital campaign for Are We There Yet? Women 
and Equality in Aotearoa involved several integrated 
strategies across owned and borrowed digital  
channels including a 60 TVC style promotional  
video, animated digital banners, social media 
takeovers, user generated experiences, and deep 
dive content.
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Our stand out successes involved the activation of 
several ‘in gallery’ experiences onto digital platforms, 
allowing visitors to contribute their thoughts at key 
points in the exhibition. These were “In their own 
words” whereby visitors could share a story about 
an inspirational individual in their lives, and “Bad 
Feminist Confessions” whereby visitors could share 
what they believed to be examples of being a bad 
feminist.

Both online activations resulted in several thousand 
responses and represented the strong depth of en-
gagement shown elsewhere in the exhibition.

In total Are We There Yet? achieved: 
• Magazine print stories: Mindfood/Denizen/Kia 

Ora/Metro/Remix/Gay Express
• Print cover stories in Weekend – Gaylene 

Preston and Sunday Magazine – Chelsie  
Preston Crayford

• Newspaper print stories: Viva, NZ Herald  
Helen Clark + Simon Wilson feature

• Radio interviews: Radio NZ National – Victoria 
Travers and Emma Frost + broadcast of Venus 
envy Podcast

• Partnerships with The Spinoff for the Venus 
Envy Podcast, Canvas Magazine for the  
Postcard Project, BLUNT Umbrella and  
Wellington Museum 

Breakdown: 7 x broadcast (audience of 535,600); 63 
Internet (audience of 56,572); 40 Press (audience of 
2,396,426) with a total of 110 items and combined 
audience of 2,988,598.

Through achieving editorial in these outlets, we 
reached our key audiences – both for media with 
news media, Auckland specific and female skewed 
outlets; and with our female target audiences reach-
ing this audience through Viva and The Spinoff.

Visitation:
• Total visitation for the exhibition was 88,803 

94% of visitors to the exhibition enjoyed the 
exhibition

• 92% of visitors agreed this is the sort of exhi-
bition they want to see at AM

• 93% of visitors agreed AM is an appropriate 
place to discuss and debate contemporary 
social issues 

Research conducted concluded this was definitely 
an exhibition that really connected with those who 
visited. Overall, response to visiting the exhibition 
was positive and visitors expressed a deep apprecia-
tion of both the content and the issues it raised. This 
was validated by exhibition evaluation results from 
Accompanied Visits (n=10), Observations (n=30) 
and Kiosk Survey (n=850)).

Total publicity reach/audience was: 2,988,598.

Acknowledgement of other 
communication disciplines
This exhibition was also supported by:

• Alex Rudinski - Digital Marketing Manager
• Andrew Wright - Marketing Executive\
• Tina Brooke – Design Lead
• Ralph van den Broeck – Marketing Support
• Victoria Travers, Pia Schneider, Nina Finigan 

from the exhibitions team
• Kat Saunders and Olivia Young

Very special guest Helen Clark visited Auckland 
Museum’s Are We There Yet? exhibition and shared 
her experiences with equality and her hopes for 
women going forward.
https://youtu.be/-7bEUDUYPwc 

https://youtu.be/-7bEUDUYPwc
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Bowel cancer is an older person’s disease, right? Wrong.

Concerned at the rising, and unaddressed, epidemic of 
this disease in young people, a group of patients and their 
friends joined forces to create this unique awareness month 
campaign.

Challenging stereotypes by bravely using their own personal 
stories, the Never Too Young campaign achieved cut through 
in a saturated health market and spurred hundreds of people 
to get their symptoms checked, with a resulting spike in 
bowel cancer diagnoses.

 CHELSEA HALLIWELL, RESOLVE COMMUNICATIONS

Never too young –  
creating a conversation  
about bowel cancer

MARKEITNG COMMUNICATION - PUBLIC RELATIONS

WINNER 2019

PRINZ
AWARDS
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Background
Too many New Zealanders die from bowel cancer. 
It kills as many of us as breast and prostate cancer 
combined – and it can affect anyone at any age. 
Every day, on average eight New Zealanders are 
diagnosed and three will die from bowel cancer.

Bowel Cancer New Zealand (BCNZ) works alongside 
clinicians and health professionals to educate New 
Zealanders on the disease, but they simply don’t 
have the funds needed to carry out their work.

Despite bowel cancer being the second highest 
cause of cancer death in New Zealand, the charity 
benefits from only a fraction of the funding received 
by better known cancers – and only 2% of the 
amount received by the Breast Cancer Foundation 
last year*.

Unfortunately, limited resources meant limited 
profile, and understandably, the charity’s focus is 
on people age 50 - 75, the age at which most are 
diagnosed.

During my own treatment for bowel cancer at age 
39, I was struck by how many people in their 20s 
and 30s had been misdiagnosed for years because 
they were considered too young.

When BCNZ asked me, early in 2018, to become a 
community ambassador, I wanted to use the 
opportunity to make a difference for younger adults 
by raising awareness of the rising epidemic of this 
disease in people well under 50.

I asked some brave young bowel cancer patients to 
help me, and this Never Too Young campaign was 
born. Supported by pro bono creative time and 
donated, high impact advertising and media 
platforms worth nearly $1 million, we reached out to 
New Zealanders across the country.

The campaign launched on Seven Sharp in May 2018 
in time for June’s Bowel Cancer Awareness Month. It 
worked hard to break down barriers, making it okay 
to talk about bowel cancer, and highlighting that the 
disease can affect anybody at any age. 

Today, the campaign continues to change the 
conversation and perceptions about bowel cancer.

*Breast Cancer Foundation 2018 income $6,680,756; 
Bowel Cancer NZ 2018 income $193,318.

View video:  Behind the scenes - Never Too Young 
campaign

 
Preliminary research
I started with a thorough review of posts on the 
Bowel Cancer Patients’ Facebook page, a closed, 
supportive group with 500 active members. This 
confirmed my belief that many were under 50 when 

diagnosed, and that many had been misdiagnosed 
based on assumptions about their age. To ratify this, 
I posted a question asking people to provide a short 

summary of their age at diagnosis, symptoms, and 
time elapsed before diagnosis. 

The 44 immediate responses made for harrowing 
reading and cemented my drive to do something 
about this lack of awareness in both GPs and the 
public.

Next, I met with Tania Biddles, who runs marketing 
agency Q Brand. Tania and I have worked together 
in various client and contractor relationships and 
I highly value her opinion and her creative work. I 
asked her thoughts, and whether Q Brand might 
be able to offer any support. Her response was that 
‘anything you need, we’re in’. This support was to 
prove invaluable and indispensable as the campaign 
snowballed.

With that support, I called my own surgeon, Frank 
Frizelle, who is also the medical advisor to BCNZ. 
When I explained that I wanted to reach out to 
younger people, he said that he had been wait-
ing and hoping that someone might do so, and he 
directed me to dozens of medical research papers 
discussing the rising epidemic of bowel cancer in 
younger adults. These papers provided the facts and 
statistics needed to lend weight to the campaign.

As I didn’t work for BCNZ, it was important that we 
didn’t encroach on their planned strategy. I had a 
session with their Board where I discussed our plans 
and ensured the strategy was appropriate. Initially 
there were concerns that by targeting an audience 
of 20-45 year olds, we would exclude older people, 
and we tweaked the campaign tagline slightly (from 
‘Bowel Cancer looks like this’ to ‘Bowel Cancer can 
look like this’) to remove this risk.

BCNZ also provided the figures required for the 
campaign. While 90% of people diagnosed are over 
50, the remaining 10%, or 300 people a year, are 
under 50. That’s approaching our national road toll, 
reinforcing the need for a high-profile awareness 
campaign.

http://Behind the scenes - Never Too Young campaign 
http://Behind the scenes - Never Too Young campaign 
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Tania and I worked with our communications and 
marketing contacts to gather support for the cam-
paign. We started by sounding out people we knew 
well, and with their support we achieved success 
approaching other media partners.

My original research plan included market research 
to determine a benchmark of current public  
awareness of bowel cancer. Repeating this research 
after the campaign would have provided us with 
a clear understanding of the tangible results, as 
figures are not otherwise available on the volume of 
people visiting their GP with bowel cancer  
symptoms. However, despite a research agency  
offering to subsidise the cost, this basic research 
was out of our limited budget.

Objectives
BCNZ’s objectives:

• Educating all New Zealanders and health 
professionals on how to prevent and detect 
bowel cancer.

• Introducing nationwide support services for 
people affected by bowel cancer and their 
families is vital. 

The Never Too Young campaign supported BCNZ’s 
strategy through the following objectives:

• Increase numbers of people recognising 
symptoms, talking about bowel cancer, and 
visiting their GP with any concerns, and raise 
awareness that bowel cancer is increasingly 
common in younger adults, demonstrated by 
at least 5000 unique users to the campaign 
website during awareness month.

• Encourage GPs to recognise the symptoms of 
bowel cancer and consider testing despite the 
patient being young, demonstrated by talking 
to doctors and nurses at the GP conference.

• Achieve positive coverage across at least five 
mainstream, national media outlets by lever-
aging the personal stories in the campaign 
during June’s awareness month, so that it be-
comes more socially acceptable to talk about 
bowel cancer.  

Audiences
• Men and women between 20-50, especial-

ly those who have bowel cancer symptoms. 
Bowel cancer can affect anyone, so rather 
than narrow the target demographic, we en-
sured our campaign reflected our multicultur-
al country. Bowel cancer affects slightly more 
Pakeha than Maori, but Maori are typically 
diagnosed at a later stage and with poorer 
outcomes, so we upweighted the use of our 
Maori and Samoan ‘talent’. 

• General Practitioners and emergency doctors, 
particularly those with a predetermined belief 
that bowel cancer so rarely affects younger 
people that investigation is not warranted 
 
 

• Mainstream media channels: Seven Sharp and 
TV news, national and regional newspapers 
(print and online), lifestyle and health maga-
zines, radio. 

Messages
• Don’t sit on your symptoms.
• New Zealand has one of the highest  

incidences of bowel cancer in the world.
• It is the second highest cause of cancer death 

in New Zealand, after lung cancer
• It kills as many New Zealanders as both breast 

and prostate cancer combined
• Each year about 3,000 people are diagnosed 

with the disease and more than 1,200 will die.
• 10% of these are under 50. That’s at least 300 

people. Bowel cancer can strike at any age.
• The first step you can take to protect against 

bowel cancer is to be aware of the symptoms 
(listed).

• If you have any symptoms, don’t be  
embarrassed and don’t ignore them. Doctors 
are used to seeing lots of people with bowel 
problems.

• Bowel cancer is curable in more than 75% of 
cases if caught early. 

Strategy
Make it real, and personal:

• Use the stories of bowel cancer patients and 
survivors to tell the very real story of the high 
incidence of bowel cancer in our younger 
adults.

• Make the story personal, tell it from the heart, 
remove the stigma and use statistics to focus 
on the growing epidemic.

Create a sense of urgency for early diagnosis:
• Highlight that bowel cancer is not a death 

sentence if caught and treated early and that 
lives can and do go on.

• Produce material for medical professionals 
demonstrating the incidence of bowel cancer 
in younger adults, and best practice diag-
nostic procedures, to generate a change in 
behaviour.

Use the story of the campaign itself to leverage PR
• Create media opportunities from the cam-

paign’s creation, the group of people involved 
in it, and the ‘behind the scenes’ story.

Develop a long-term marketing plan to support 
BCNZ:

• Keep the BCNZ Board closely informed
• Work with BCNZ to align this awareness  

campaign with their annual strategic calendar.
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Implementation / tactics
Campaign development: March - May 2018
After firming up the proposal and gaining the 
support of BCNZ and media partners, we developed 
the creative concepts and asked members of the 
Facebook page if they would take part. We were 
looking for people who were comfortable sharing 
their story and being ‘the face’ of bowel cancer – not 
something we expected people would leap at, but 
everybody said yes. We spent considerable time 
ensuring that we had a representative sample of 
people, and including the harder to reach groups of 
Maori, Pacific Islanders, and men.

We then developed a booklet for GP’s and ED 
doctors. The booklet focused on the ten people in 
the campaign, briefly outlining their symptoms and 
their story, and providing medically informed
information about effective clinical diagnosis of 
younger adults.

Working with our industry contacts, we developed 
a website and secured pro bono advertising across 
the media landscape, and with agencies willingly 
donating alongside their competitors. Rate card  
value quickly approached $1 million and included 
18 bus backs, dozens of billboards, extensive radio 
across MediaWorks and NZME, Ad Shel’s, street 
advertising, print and online Stuff ads, Neighbourly, 
community papers and in-mall advertising.

Our Facebook and Instagram strategy was exten-
sive, using organic posts and sponsored ads, both 
static and video, with click through to ‘learn more at 
nevertooyoung.org.nz’.

After only three months of R&D, the campaign 
launched on 17 May 2018 in time for the start of 
June’s awareness month.

Campaign period 17 May – 30 June 2018
During the campaign period, I focused on leveraging 
quality media opportunities, securing earned media 
in many of the country’s top media outlets.

I offered an exclusive to Seven Sharp to launch the 
campaign, which they used to cover the ‘behind the 
scenes’ story, spending a day with us during the 
photoshoot to interview the participants. The Seven 

Sharp piece went to air on 17 May, and we used that 
story to secure further nationwide coverage.
View video:  Seven Sharp’s coverage 

I attended the national GP Conference alongside 
BCNZ, including the GP booklet in the conference 
packs and using the opportunity to talk directly with 
doctors, nurses and practice managers about the 
high rates of misdiagnosis of younger people. 

Budget:
The premise was that the campaign would run at no 
cost to BCNZ, and this was achieved. 

Creative, photography, videography, website  
development, search engine optimisation and ad-
vertising were all provided pro bono through the 
leveraging of relationships, and print and distribution 
costs for the GP booklet were heavily subsidised. 
Our fixed expenses of $16,455 were covered by do-
nations we gathered from within the medical profes-
sion. 

No budget was spent on PR and marketing for the 
campaign, however pro bono time spent is estimat-
ed at $75,000 ($15,000 Resolve Communications, 
$60,000 Q Brand).

Creativity OR Problem solving
The sharing of a personal story is a powerful thing. 
The philosophy behind this campaign, and the  
reason for its success, was the genuine sharing of 
our experiences so that others might be more aware. 
This, combined with the sharp creative contrast of 
the campaign headline with the youthful and healthy 
look of the participants, created a readily relatable 
narrative that addressed a gap in New Zealanders’ 
understanding of bowel cancer.

It is no easy feat creating a nationwide mass  
media and PR campaign from zero budget, using 
only volunteers. That everybody we approached, 
from patients undergoing treatment to media  
moguls running multi-million-dollar companies, leapt 
at the opportunity to support the campaign is  
testament to the bravery of the ten real people who 
were prepared to share their experience with the 
country.

https://www.tvnz.co.nz/one-news/new-zealand/its-okay-talk-bowel-cancer-say-young-survivors-launching-never-too-campaign?variant=tb_v_1
https://www.tvnz.co.nz/one-news/new-zealand/its-okay-talk-bowel-cancer-say-young-survivors-launching-never-too-campaign?variant=tb_v_1
https://www.tvnz.co.nz/one-news/new-zealand/its-okay-talk-bowel-cancer-say-young-survivors-launching-never-too-campaign?variant=tb_v_1
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There are lessons in this case study applicable 
across the communications discipline. Use what  
resonates, and tell the story simply and clearly,  
nurturing relationships along the way. This approach 
led to success, both with advertisers coming on 
board and with the public connecting with the story, 
and ultimately with the outcome of raising  
awareness of bowel cancer in younger adults.

Results, Evaluation and Follow up
The campaign has been acknowledged by 
medical professionals and by BCNZ as an outstand-
ing success in raising awareness of the rising 
incidence of bowel cancer in younger adults. It 
reached hundreds of thousands of New Zealanders 
and spurred hundreds of people to get their 
symptoms checked, with a resulting spike in bowel 
cancer diagnoses.

BCNZ’s General Manager Rebekah Heal said that the 
campaign helped break down the misconceptions 
that bowel cancer is an older person’s disease, and 
the associated stigma. “Chelsea and Tania complete-
ly took to heart our key messages, conveying them 
in an honest and compelling way throughout the 
campaign. We know many people visited their GPs 
due to having seen the campaign which has high-
lighted how effective the Never Too Young messag-
ing was,” she said.

Objective: Raise awareness that bowel cancer is 
increasingly common in younger adults, with at least 
5000 website visits.

Website results:
NeverTooYoung.org.nz

• 10,794 unique site visits to the campaign web-
site during awareness month 

beatbowelcancer.org.nz
All figures below compare the 6-week campaign 
period, to the 6 weeks previous (averages):

• Overall website visits increased from an aver-
age of 25,000 to over 70,000

• Patient stories page: From 7574 to 19,000 
pageviews

• Symptoms page: From 4,622 to 18,000 

Facebook:
• Total reach 416,098 New Zealanders.
• 17,315 active post interactions:
• Increase in BCNZ page likes over the period: 

400 (10%) 

NZME Online Display advertising
• 1,324,191 impressions
• 4748 clicks
• Click through rate 0.36% (global benchmark is 

0.10 – 0.30%) 

Online analysis is a useful measure of a campaign’s 
reach. In this case, however, the innumerable street-
side and ‘water cooler’ conversations we’ve all had 
with strangers genuinely demonstrate the way this 

campaign has reached into the lives of everyday 
New Zealanders. 

Objective: Encourage GPs to recognise the symp-
toms of bowel cancer and consider testing despite 
the patient being young.
Anecdotal responses are highly positive. Surgeons 
have commented on a spike in younger people be-
ing diagnosed, such as in this email: 

I believe that the ‘Bowel Cancer Can Look Like This’ 
campaign increased public awareness that people 
under 50 are at risk of colorectal cancer and has 
helped bring forward younger patients for investiga-
tion and treatment of both malignant and pre-ma-
lignant lesions. This earlier diagnosis should lead to 
better health outcomes for many. 

Professor Frank Frizelle
Professor of Surgery, and Editor in Chief New 
Zealand Medical Journal
University of Otago, Christchurch 

At the GP conference in Rotorua, a keynote speaker 
discussed the campaign and showed it to the  
audience, and we heard directly from GPs that they 
are seeing many younger patients. One doctor said 
that he had seen four patients as a direct response 
to the campaign. 

Objective: Achieve coverage across at least five 
mainstream media outlets by leveraging the person-
al stories in the campaign.
The advertising campaign was directly supported by 
15 in-depth media stories, syndicated widely, which 
were 100% positive and shared our key messages by 
highlighting the personal stories of the people in the 
campaign:

In depth interviews: Seven Sharp, Next Magazine, 
Breakfast TV, NZ Herald x2, The Press x2, Dominion 
Post, The Hits Radio, Newstalk ZB, Stuff online, NZ 
Cycling, Community Papers Backyard Banter, Stop 
Press Marketing Magazine, NZ Doctor.
What’s next?

This year, we will run the campaign again, building 
on the successful relationships developed in 2018. 

Acknowledgement of other 
communication disciplines
The pro bono management of the creative process 
and marketing campaign implementation, provided 
by Tania Biddles and her team at Q Brand Agency 
was invaluable, as this public relations project was 
directly supported by marketing, and highly reliant 
upon effective creative, above the line and online 
advertising. The combination of each of these 
disciplines led to the high level of nationwide 
coverage the campaign received, with people 
experiencing the campaign on multiple platforms 
during awareness month.
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The Sugar Club has long been synonymous with fine dining at the 
top of the Sky Tower, with ‘The Godfather of Fusion’ Peter Gordon 
at the helm.  But with bookings static, The Sugar Club was keen 
to revitalise interest and recapture its audience. World Vegan Day 
campaign was our answer; seizing a cultural moment to shift the 
narrative around The Sugar Club and recast it as a sustainable, 
ethical fine dining. The results were better than we imagined, with 
customer and media reaction directly contributing to a decision to 
refocus on sustainable dining.

 AMY RICHARDSON, COLIN ESPINER AND  
REBECCA FOOTE, SKYCITY ENTERTAINMENT GROUP

Seizing the moment: World 
Vegan Day

MARKETING COMMUNICATION - PUBLIC RELATIONS

HIGHLY
COMMENDED 

2019

PRINZ
AWARDS
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Every March for the past 40 years, NIWA scientists have 
undertaken a survey over the Southern Alps, taking thousands of 
photographs over one long day, to record the retreating glaciers.

As New Zealanders sweltered through the hottest summer on 
record last year, scientists suspected the 2018 survey would show 
the glaciers in their worst state ever.

Knowing that shrinking glaciers are vivid indicators of climate 
change but something few get to see, the NIWA communications 
team planned to tell a story of global significance close to home. 
But first they needed to convince the scientists this was a good 
idea.

 SUSAN PEPPERELL, RORY NEWSAM AND  
SARAH FRASER, NATIONAL INSTITUTE FOR WATER &  
ATMOSPHERIC RESEARCH

You can’t make a glacier lie

SPECIAL PROJECT OR SHORT-TERM CAMPAIGN

WINNER 2019

PRINZ
AWARDS
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Background
NIWA employs the largest team of climate scientists 
in New Zealand with a wealth of knowledge about 
how climate change is affecting the country.

One of the six outcomes in our Statement of Core 
Purpose is a requirement to make climate change 
better understood by New Zealanders in order for 
them to become more resilient and able to adapt 
when change occurs.

NIWA’s 2018 Glacier Survey provided an opportunity 
to show how our landscape is being affected, and 
educate people that glaciers are “the water towers” 
of the South Island, storing huge volumes of water 
that is under threat.

The aim was to highlight NIWA’s expertise in climate 
change science by giving New Zealanders a vivid 
picture of our shrinking glaciers and why that 
matters. Having just lived through their hottest 
summer on record which included a marine 
heatwave and drought, New Zealanders were highly 
attuned to the weather.

But to encourage them to think beyond the day-to-
day temperatures, we needed to take them to the 
mountain tops of the Southern Alps, show them 
the toll climate change is taking on the glaciers and 
use this stunning landscape to spark awareness and 
debate about its impacts.

Previous publicity about the Glacier Survey had 
been limited to some scientifically dense web 
content, and a couple of media releases from time 
to time. In fact, the (newish) communications team 
manager only became aware of the survey a year 
earlier after NIWA was tagged by the charter plane 
company undertaking the work.

The 40th anniversary of the survey, combined with a 
record-breaking summer seemed the perfect 
opportunity to showcase this work.

Preliminary research
A climate science stakeholder engagement 
workshop was held in early 2018 to better 
understand the needs of our audiences, how they 
think and what they wanted from NIWA.

While the workshop focused on the interaction 
between scientists and clients, there were also some 
useful communications outcomes that we 
subsequently applied in our work.

The workshop confirmed that climate change is a 
human story and needs to be told through the eyes 
of scientists and not graphs and data. It also 
reinforced NIWA’s role to make climate change 
better understood by everyone as they grapple with 
a hugely complex global issue.

We also conducted desktop research into the 
attitudes and understanding of climate change 
globally and nationally, which we used to inform our 

communications objectives.

A 2014 study by Horizon Research of 2200 New 
Zealanders aged 18+ showed almost 25% believed 
climate change was the major problem facing the 
world. This research referenced international studies 
which showed this response was in line with similar 
research conducted in the US and UK.

However, the study also found that just 6% of 
respondents ranked climate change as the major 
problem facing New Zealanders.

We saw the gap between these two figures as an 
opportunity to influence thinking on the importance 
of the issue here and increase New Zealanders’ 
awareness and bring it more into line with global 
concern.

Objectives
Organisational objectives:

• Being regarded as leaders in climate change 
science by increasing understanding of cli-
mate change. This objective is outlined in 
NIWA’s Statement of Core Purpose. 

This would be measured by recording an increase in 
the number of media inquiries seeking comment for 
stories on climate change. 

Commmunication objectives:
• Increase the profile of NIWA climate science 

expertise and its relevance to New Zealanders. 
Measured by:

o Coverage of 15 stories nationally in 
mainstream media about the Glacier  
Survey.
o Achieve social media audience reach of 
15,000 through the Glacier Survey video
o Achieve reposting of video by five social 
media influencers internationally within 
one week of video release.

• Increase understanding that while climate 
change is a global issue, it is happening locally 
and will affect the way New Zealanders live.

• Increase number of mainstream news stories 
on climate change featuring NIWA scientists. 
Measured by:

o 10 % increase over six months

Audiences
While the Glacier Survey project aimed to reach 
all New Zealanders and a significant international 
audience, we also wanted to target people who had 
specific interest in the Southern Alps.

We believed these engaged audiences would act as 
champions of our messages and help us achieve our 
objectives. They were:

• Mountaineers, trampers, skiiers, outdoor 
enthusiasts – those people with first-hand 
experience of the mountains and could  
immediately relate
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• Tourist organisations and other businesses 
promoting New Zealand’s scenic advantag-
es – those people who could recognise that 
iconic New Zealand landscapes are also telling 
a disturbing story.

• Regional councils, water management experts 
– those people who are aware that water sup-
ply and storage are crucial issues facing New 
Zealand

• Those already engaged and talking about the 
environment and climate change to act as 
influencers

• New Zealanders living overseas 

Other audiences:
• South Islanders who depend on water from 

the glaciers
• General public 

Messages
• NIWA climate scientists are the trusted  

authorities on climate change.
• New Zealand’s glaciers are being severely 

affected by climate change.
• Glaciers matter – they store water that New 

Zealanders need. 

Strategy
Our strategy was to gain national and international 
recognition for the significance of the Glacier Survey. 
We wanted to highlight the survey’s importance and 
increase understanding about why shrinking glaciers 
is a huge environmental issue.

To do this, we decided on a two-phase approach. 
The first phase was to hire a plane for media 
representatives that would follow the scientists’ 
plane as the survey took place to show them the 
situation firsthand.

Their stories, a media release, pitching the story to 
carefully targeted specialist science journalists and 
posting on social media would keep the story in the 
media for at least two weeks following the survey.

For phase two, two NIWA videographers also 
filmed the survey with the intention of producing a 
high-quality video for release two months following 
the survey on social media.

The video would feature New Zealand’s unique 
mountainous landscape, the scientists at work and 
their reactions to the scene unfolding before them.

The release of the video was deliberately delayed 
to extend discussion of the issue beyond the initial 
news cycle.

We also compiled a list of social media influencers 
interested in environmental and climate change 
issues to direct message and request them to share 
our video to extend its reach.

Implementation / tactics 
Step 1: Undertake costing of plane hireage, staff 
travel costs and submit funding request.

Step 2: Select and invite two reporters (representing 
NZ’s two largest media organisations) with science 
reporting experience to join the flight.

Step 3: Survey undertaken, media interviews 
conducted, press release issued, slider graphic 
comparing one glacier from 2016 to 2017 released, 
initial social media plan implemented.

Step 4: Social media influencers, engaged and inter-
ested audiences identified and contacted.

Step 5: Video release comprising one long version 
for Facebook, one shorter snapshot for Twitter with 
content appropriate for each channel, social media 
strategy implemented.

Step 6: Ensure reference to the Glacier Survey is 
made in any ensuing NIWA climate change 
communications.

Budget: As this was a communications team initia-
tive, the costs additional to the research were met 
from the Communications and Marketing budget.

The largest cost was hiring a plane for media to 
follow the survey.

Plane hire was $7000 with flights, accommodation 
and incidental expenses for two videographers 
costing $1500. We also spent $20 promoting the 
video on Facebook.

Creativity OR Problem solving
Problem solving:
The scientists involved in the Glacier Survey were 
initially wary of anyone accompanying them on the 
flight, or engaging in any publicity about it outside 
their usual outlets such as conference presentations 
or scientific papers.

They were unwilling to accommodate anyone other 
than scientists on the flight, reluctant to set aside 
time for media interviews and not confident the 
science behind the survey would be accurately 
portrayed by media.

We met with them, listened to their concerns and 
worked together to come up with a plan that 
addressed the issues but also ensured we would 
both achieve our aims.

This involved enabling one videographer to be on 
the scientists’ plane, and hiring a second plane to 
carry media which would avoid interruptions for the 
scientists as they worked. We then agreed to a stop 
at Hokitika for media interviews.
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We worked carefully with the scientists to anticipate 
the questions they would be asked, and how long 
this might take, and also briefed media on how the 
day would unfold.

The success of this plan was evident in the  
scientists’ enthusiasm and willingness to speak to 
media during and after the survey. They had an 
emotional reaction to the severe loss of ice they 
discovered and were keen to relay that to media. It 
was also a very effective story-telling device that the 
video was able to convey: the very human response 
to climate change.

In addition to this, we faced a difficult decision on 
which media to include on the flight. We started 
with an initial list of 12, but had to cut that  
drastically after discovering that the second plane 
could only comfortably accommodate five  
passengers. We settled on a reporter and  
cameraperson from TVNZ and a reporter and vid-
eographer from Stuff, as well as our own  
videographer. We then worked with Radio New  
Zealand and NZME to ensure we could supply 
footage and stills, and provide access to scientists 
following the flight.

Link to video: https://www.niwa.co.nz/videos/gla-
ciers-dont-lie

Results, Evaluation and Follow up
Increase the profile of NIWA climate science exper-
tise and its relevance to New Zealanders.

• 30 mainstream media stories for March in the 
three weeks after the glacier survey, including 
Television New Zealand, Radio New Zealand 
Nine to Noon interview, Stuff interactive  
feature. (Our goal was 15)

• 80 mainstream media stories on the survey 
following release of the NIWA video, including 
feature in New Zealand Geographic and The 
Conversation. (Our goal was 20)

• March tweet earned 19.4K impressions and 
was NIWA’s top tweet of the month

• Thirty per cent increase in media demand 
for climate science comment as journalists 
sought to verify links between climate change 
and an increase in ex-tropical cyclones, 
prompted by Cyclone Hola – and still growing.

• The Glaciers Don’t Lie video posted on  
Facebook in May reached 80,000 people, 
the highest at that time for a NIWA post. This 
included a NIWA record for the most shared 
post at 498.

• Several social media influencers accepted 
our invitation to share our posts, including 
former Prime Minister Helen Clark, Climate 
Change Minister James Shaw, the lead author 
of the UN Intergovernmental Panel on Climate 
Change (IPCC), Department of Conservation 
chief executive Lou Sanson and Forest and 
Bird. Ms Clark also added her own tweet to 
promote the video.

• The Twitter version of the video reached 6583 

likes on NIWA’s weather channel.

Increase understanding that while climate change is 
a global issue, it is happening locally and will affect 
the way New Zealanders live.

• Media focus on water storage function of 
glaciers

• Immediate ability to see stark changes in  
alpine environment via video footage and 
relate that to climate change. 

Follow up:
Climate scientist Dr Drew Lorrey was invited to meet 
with former Prime Minister Helen Clark in Wellington. 
She was seeking to better understand the value of 
the survey and its implications.

• French television journalists working for 
France’s largest television news show, have  
requested to be on board for this year’s 
survey. A larger plane is being hired this year 
and we are working to accommodate them – 
weather and diaries permitting.

• Photo essay of survey in NIWA’s flagship 
magazine Water & Atmosphere, distributed to 
influencers

• Imagery from the survey used in a range of 
NIWA publications including the Annual  
Report, Statement of Corporate Intent.

https://www.niwa.co.nz/videos/glaciers-dont-lie
https://www.niwa.co.nz/videos/glaciers-dont-lie
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• NIWA will host a large climate change stake-
holder workshop, entitled Climate Matters, 
in Wellington in June as part of our work to 
inform New Zealanders about climate change 
mitigation and adaptation options. The dra-
matic imagery from the flight will be a key 
feature.

• The Glaciers Don’t Lie video has been played 
at many NIWA conferences, stakeholder work-
shops, community engagement sessions and 
events since its completion with continuing 
demand to feature it.

• While the 2018/19 summer did not equal last 
year’s scorching temperatures, it was still the 
third hottest on record. The Glacier Survey is 
still being mentioned by media reporting on 
summer weather.

• Successful profile-raising internally for the ca-
pabilities of the communications team, result-
ing in an increase in demand for our involve-
ment in science projects from their inception.

Acknowledgement of other 
communication disciplines
We would like to acknowledge the enormous contri-
bution of scientist Dr Trevor Chinn. Trevor began the 
glacier survey 41 years ago. He recognised the need 
to record the changes happening in the mountains 
and is responsible for maintaining an incredibly valu-
able database than spans more than four decades. 
Trevor was horrified but not surprised by what he 
saw during the survey in March, 2018. He told me-
dia: “This is the worst we’ve ever seen.” Sadly, it was 
to be his last survey. He died in December and was 
greatly missed during planning for the 2019 Glacier 
Survey.
NIWA videographers Dave Allen and Hamish Mc-
Cormick along with climate scientist Dr Drew Lorrey 
were also essential to the successful outcome of this 
project. Drew coined the phrases “water towers of 
the mountains” and “you can’t make a glacier lie” 
which have been used consistently in association 
with the survey.



40

Just when Te Wairoa Iwi and Hapū thought their Treaty 
settlement was almost complete, the Crown threw in a curve 
ball. To get the settlement bill passed into law, Tātau Tātau 
o Te Wairoa Trust had to make more than 600 changes to 
its Trust Deed – and get these approved by at least 75% of 
voting iwi members at a Special General Meeting. If not, their 
entire settlement was in jeopardy. These high stakes had to be 
balanced with a calm and confident approach, driving whānau 
to take action and vote, while mitigating against potential mass 
confusion and panic.

 ARIANE ADAM, ANGELA CAMPBELL AND  
SCOTT CAMPBELL, CAMPBELL SQUARED  
COMMUNICATION

A calm urgency: securing 
whānau approval for 600+ 
legal changes

SPECIAL PROJECT OR SHORT-TERM CAMPAIGN

HIGHLY
COMMENDED 

2019

PRINZ
AWARDS
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Background
The Iwi and Hapū of Te Rohe o Te Wairoa began 
their settlement journey when their elders first 
lodged historical Treaty claims with the Waitangi 
Tribunal in the early 1980s, for the area between 
Tūranganui-a-Kiwa and Mōhaka (the ‘Wairoa Inquiry 
District’).

Ultimately their whakapapa and whanaungatanga 
helped them to work together. Iwi and hapū 
eventually formed into a single large natural 
grouping under the name Te Tira Whakaemi o Te 
Wairoa (Te Tira), made up of seven clusters of iwi 
and hapū groups across the region. It took years of 
intense discussion, consultation and negotiation to 
reach a deed of settlement and create Tātau Tātau 
o Te Wairoa Trust (Tātau Tātau/the Trust) as the 
Post-Settlement Governance Entity (PSGE). Iwi and 
hapū approved both, in late 2016.

Progression of the resulting settlement bill seemed 
to be going smoothly, with First and Second Read-
ings in Parliament completed.

However, Tātau Tātau approached C2 in March 2018 
with a challenge. The Trust needed to hold a Special 
General Meeting and a Special Vote, to amend its 
Trust Deed to conform to Office of Treaty 
Settlement (OTS) requirements ahead of the Third 
Reading later in 2018.

If the Special Resolution did not receive the required 
level of support, the settlement would be delayed 
indefinitely. This would be unacceptable to the iwi 
and hapū, given all their years of hard mahi to get 
to this point. The Trust’s goal had been to move as 
quickly as possible through the legislative process, 
to complete Crown involvement and move to a 
position of self-determination. Suddenly, there was 
a huge, unplanned road block for Tātau Tātau to 
overcome.

Preliminary research
C2 already had a strong relationship with the Trust, 
having worked with Te Tira on its settlement 
communications since late 2015, and then Tātau 
Tātau as the PSGE from early 2017.

Our existing knowledge of the Treaty settlement 
process, OTS internal procedures and connection 
with the Minister for Treaty of Waitangi Negotiations 
and his advisors, meant that we were well-placed to 
begin work quickly.

We needed to understand the scope of the 
challenge ahead. When we were first briefed, the 
detail and extent of amendments that would have 
to be made to the Trust Deed were unclear, but 
generally referred to as ‘administrative’. The Special 
General Meeting and postal and online vote were 
planned for mid-late April, but exact timings were 
unknown.

Our research began with phone calls and 
discussions with the Chair, to understand his 
expectations and desired outcomes. C2 was in 
regular communication with the Chair and Trustees, 
and requested to be included in all correspondence 
with the lawyers, to ensure no information was 
missed. Tātau Tātau allowed us to work directly with 
the legal team, OTS and the Independent Returning 
Officer, which meant we could work more efficiently 
and collaboratively.

It was a movable feast, however. We devoted time to 
reading and understanding the documentation as it 
came through to us, but many unforeseen 
additional changes to the Trust Deed were required 
and pushed out the timeframes, so we were 
continually shifting our planning.

The postal vote was eventually confirmed for mid to 
late July, with the SGM to be held on Friday 27 July.

While we had a bit a more time to produce the 
required material, there were suddenly far greater 
changes and updates to communicate to whānau. 
The number and scope of the changes was a big 
concern. Our research centred around strong ques-
tioning OTS and the legal team to gain all the back-
ground information. We needed to be sure that we 
fully understood the rationale, risks and impacts, so 
we could be confident in our advice around messag-
ing for whānau.

Objectives
Organisational:
To secure approval from at least 75% of voters for 
the Special Resolution to be passed, so the settle-
ment bill can progress to its Third Reading in Parlia-
ment.

• To mitigate risk to the Trust’s reputation 
during this project by ensuring iwi members 
can have confidence in the capability and 
transparency of Tātau Tātau.

Communications:
To inform and reassure iwi and hapū members about 
the updates to the Trust Deed and encourage at 
least 30% of all adult registered members to partici-
pate in the Special Vote.

• Develop communications materials including 
an information booklet to help members un-
derstand the need for the amendments to the 
Trust Deed before voting opens on 9 July.

• Send three pānui to iwi members over the 
voting period of 9-31 July and have an open 
rate of at least 25%.

• Develop and share at least five engaging 
reminder messages on the Trust’s Facebook 
page, throughout the voting period.

• 3,000 Facebook engagements from iwi and 
hapū members (reactions, comments/tags, 
shares, and click-throughs) over the campaign 
period.
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• At least 100 iwi and hapū members (required 
quorum) attend the Special General Meeting 
(SGM) in Wairoa on 27 July 2018.

• At least 30% of all adult registered members 
participate in the Special Vote.

• 75% of feedback from iwi members (via online 
channels, in person and at the SGM) is posi-
tive or neutral in sentiment.

• 95% of questions received from iwi members 
can be answered by the Trust using prepared 
FAQs.

Audiences
Iwi, hapū 
and whānau 
members

• Trustees /
elected repre-
sentatives
• Kuia and 
kaumātua (el-
ders)
• Rangatahi (18 
- 24 years)
• Registered
• Non-regis-
tered

• Used to regular 
communication 
and updates from 
Trust since 2016 
(ratification of 
settlement)
• Send via pānui, 
social and postal
• Hui / face to face 
in Wairoa (limited 
internet access)
• Most live outside 
of rohe, in bigger 
cities in NZ and 
Australia
• Estimated up 
to 34,000 people 
across the world 
eligible to register
• Use Facebook 
and whānau net-
works to reach out 
to non-registered

Govern-
ment

• Minister for 
Treaty Negoti-
ations, and his 
advisors

• Need confi-
dence that iwi and 
hapū understand 
and support the 
changes
• Evidence-based
• High level of 
public scrutiny

• Office of Trea-
ty Settlements 
(OTS) officials

• Report to Min-
ister
• Formal, rigid, 
legal based
• Process and poli-
cy-driven

Other iwi • Pre-settle-
ment, neigh-
bouring

• Watching settle-
ment progress
• Informal kōrero

Media • Māori and 
local

• Interested in 
story if settlement 
impacted
• Be prepared to 
mitigate risk

Messages
General

• The Trust needs to make some updates to our 
Trust Deed so it is exactly the same as the 
Deed of Settlement that you approved in late 
2016.

• To make the proposed updates we need to 
hold a Special General Meeting and vote on a 
Special Resolution.

• We need you – and as many adult registered 
members as possible – to vote ‘YES’ to ap-
prove the Special Resolution.

• This is an administrative step required by the 
Crown that we must take to complete our set-
tlement, and we want to get on with it so our 
whānau, hapū and iwi can start seeing some 
great progress.

• Once this step is completed, our Settlement 
Bill can have its third reading in Parliament 
and become law.

Trust Deed updates
• None of the proposed updates alter the 

meaning or intent of our Trust Deed.
• The key update is to the Claimant Definition 

in clause 31.1 of the Trust Deed. We need to 
ensure this matches the claimant definition 
that you approved in our Deed of Settlement 
in 2016.

Whānau / registration
• Our settlement is so close to completion! We 

want to get on and see some progress for our 
iwi, hapū and whānau.

• Only our adult registered members can vote, 
so please check that your whānau are regis-
tered and have received their voting papers – 
if not, contact us today. 

Strategy
We knew we risked whānau not clearly 
understanding why the changes had to be made, 
with potential for suspicion and mistrust, despite the 
strong reputation Tātau Tātau had worked so hard to 
build. Lack of support and votes from whānau could 
put the future of the settlement at risk, and criticism 
of the Trust would be damaging for the future.

While it presented significant risks, the campaign 
also provided an opportunity to encourage those 
who had not yet registered as a member, to register 
and take part in this vote.

Strategy:
To present the facts of the situation using calm but 
compelling messaging, and a clear call to action for 
all iwi, hapū and whānau members that their vote is 
needed to complete the settlement.

Hearts and minds
• Constantly referring to the end goal – to reach 

settlement and start to see the benefits for 
iwi, hapū and whānau. 

• This is the final step in a long journey and we 
need everyone to get involved.
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Clear and consistent communication
• Keep it simple and relevant. 
• Avoiding use of the word ‘changes’ to de-

scribe the updates, instead present the bigger 
picture of WHY.

Reassurance and transparency
• That the updates do not change the intent or 

meaning of the Trust Deed or the  
settlement that had been signed. 

• Mitigate key concerns of whānau and show 
confidence in the process. 

Implementation / tactics 
Facebook
The Tātau Tātau Facebook page was key to sharing 
content quickly and effectively. Posts were targeted 
to iwi and hapū members, with some posts strategi-
cally boosted to particular groups (total spend was 
$64.00).

• Voting messages focused on those already 
registered to vote.

• We included specific messages for those who 
had not yet registered, encouraging them to 
take action.

Website
We ensured the website was updated regularly to 
reflect all the latest information.

• All campaign content was uploaded to the 
website and a ‘voting button’ was added, link-
ing through to the Electionz voting portal.

EDM / Pānui
Email pānui (EDM / electronic direct mail) were 
sent to explain the amendment and voting process, 
to send out online voting details, and to remind iwi 
members to vote.

Integration across platforms was important, with 
emails linking to Facebook and the website for more 
information.

• EDM 1: We need your vote - administrative 
updates to our Trust Deed

• EDM 2: Please vote ‘YES’ to our special reso-
lution

• EDM 3: Come along to our Special General 
Meeting

After the results were in, we shared these through 
EDM also:

• EDM 4: You voted YES! We can now progress 
with our Settlement

Information booklet & SGM presentation
We developed an information booklet to be 
distributed with the voting papers, and a video 
presentation to reflect this and play at the SGM.

• These pieces of collateral were our biggest 
challenge, to translate legal information, 
including the 600+ updates, into something 
that registered members could understand 
and vote on.

• The booklet and presentation explained the 
Special Vote to update the Trust Deed, what’s 
happening and why, and how members could 
vote. 

• It also included an update on the settlement, 
and next steps in 2018, to anchor the end goal 
of having the settlement finally become law, 
to benefit the Iwi and Hapū of Te Rohe o Te 
Wairoa.

• The booklet was originally planned to be a 
28-page DLE format, but the extent of the 
changes meant it became 44-pages.

FAQs
For use by the Chair and Trustees to answer whānau 
questions and as speaking points at the SGM.

• We worked with Tātau Tātau to ensure all 
FAQs were easy to remember and meaningful 
to them.

C2 worked with Tātau Tātau’s legal team and the 
Independent Returning Officer, Electionz, on this 
project. The largest part of the overall budget was 
allocated to legal advice.

Creativity OR Problem solving
The overarching challenge was to strike the right 
tone with our communications approach. It was a 
delicate balance. We needed to present a calm and 
confident voice for whānau, so as not to raise fear 
and panic; yet we needed them to understand the 
high stakes involved so they would be stirred into 
action to vote.

There was a real risk that iwi members could either 
turn against the Trust and criticise it for the unex-
pected delay and changes, or not appreciate the 
seriousness of the situation and not vote.

Advice from OTS and legal advisors were mixed – 
“yes the changes are just administrative” but also 
“Yes, the claimant definition is involved”. The fact 
that the claimant definition (the description of which 
iwi and hapū are included in the settlement) was to 
be ‘changed’, was potentially the biggest trigger for 
an emotional response from whānau.

Before determining our messaging, C2 ensured that 
what we were saying to whānau was true. 
Transparency and accuracy were vital. We had to 
first understand the impact of the updates, before 
trying to remove the ‘legal-speak’ from the 
information.
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We broke down more than 600 changes to the Trust 
Deed into an easily digestible format, and once the 
updates were simplified at a high-level, we could see 
that they did not alter the intent.

We could then focus on reassuring whānau that 
the updates simply aligned the Trust Deed with the 
Deed of Settlement, so they were effectively 
voting to confirm what they had already approved 
in 2016. To back this up, we provided a summary list 
of all updates, and made available a marked-up full 
version of the Trust Deed with all 600+ updates. In 
all communications there was an option for whānau 
to contact the Trust and seek further information, 
which added to the transparency and openness for 
iwi members.

We created an appropriate tone for the Trust by 
role-modelling the desired reaction from iwi mem-
bers. Calm, simple and honest messaging – acknowl-
edging that although the administrative process was 
inconvenient for all involved, these updates were 
crucial to ensure the settlement could become law. 
We used consistent terminology and referenced the 
amendments to the Trust Deed as ‘updates’ rather 
than ‘changes’. This took the potential heat out of 
the situation.

The call to action for members to vote in support 
was included in every communication, emphasising 
that everyone’s vote was needed to ensure the set-
tlement becomes law.

Results, Evaluation and Follow up
94.88% of voters said ‘YES’ to the Special Resolu-
tion being passed (agree: 1,521; disagree: 82), so the 
settlement bill could progress to its Third Reading in 
Parliament.

The voter return was 35.5%, being 1,603 votes cast 
from 4,515 eligible voters, of which 61.38% voted 
on the internet and 38.62% voted by post or at the 
SGM.
Our communications objectives were met or 
exceeded:

• We developed all communications mate-
rials including an information booklet to 
help members understand the need for the 
amendments to the Trust Deed before voting 
opened on 9 July.

• Three EDM/pānui were sent to iwi members 
to encourage voting over the voting period of 
9-31 July, with an average open rate of 43%. 
A fourth EDM with the voting results had an 
open rate of 45.2%.

• We achieved greater engagement on Face-
book than initially anticipated, with more than 
12,000 reactions and 5,400 engagements 
(comments/tags/shares and click-throughs). 
Each post reached an average of 2,800 peo-
ple and received more than 100 engagements.

• 120 iwi and hapū members (quorum of 100 re-
quired) attended the Special General Meeting 
(SGM) in Wairoa on 27 July 2018.

• 35.5% of all adult registered members partici-

pated in the Special Vote.
• 95% of feedback from iwi members (via online 

channels, in person and at the SGM) was pos-
itive or neutral in sentiment. Lots of questions 
were asked at the SGM, with the Chair able to 
answer all, using the FAQs provided.

• Examples of whānau comments:
o “Open our hearts and minds to those of 
our hapū – let’s get this sorted out, let’s 
go to Wellington, let’s move past the 600 
changes in the document, let’s get over it.”
o “My nieces and nephews say let’s move 
on, let’s get out in the real world, we have 
to think of the future for our mokopuna.”
o “LET’S GET ON WITH IT, because I’m 
getting hoha!”

• OTS also said to the Trust and iwi members, 
“We are sorry that we didn’t get it right last 
time.”

This positive result meant that we could help Tātau 
Tātau prepare for the third and final reading of its 
settlement bill in Parliament: 

Video: Are you coming to celebrate?

The settlement received the Royal Assent on 12 
September 2018 and is now law. If the Trust Deed 
updates had not been supported by members, this 
would not have occurred.

Video: Third Reading in Parliament

C2 continues to work with Tātau Tātau to support its 
post-settlement journey.

Acknowledgement of other 
communication disciplines
C2 worked with our in-house design team to create 
the visual elements for the campaign, including the 
information booklet, presentation and social & video 
content. 

Thanks to our Graphic Design Consultant Jane 
Gillanders.

We boosted some Facebook posts during the 
campaign, with a total spend of $64.00.

https://www.facebook.com/watch/?v=524470004642006
https://www.facebook.com/watch/?v=311726496045284


45

The Maungatapu underpass community day was a free family fun 
day offering the unique opportunity to walk or cycle through the 
new underpass before it opened to traffic.

The NZ Transport Agency wanted to show their appreciation 
to the community for their support during construction. The 
event provided the opportunity to learn about the project and 
experience it first-hand.

To align with the Government’s direction for land transport, the 
community day was about “more than just a new road”; it was 
about community and he tangata (the people). Approximately 
5,100 people attended on Sunday 27 May 2018.

 AMANDA WEATHERLEY, CLAIRE PEDERSEN-CROLL 
AND NATALIE MANKELOW, NEW ZEALAND TRANSPORT 
AGENCY

Maungatapu underpass 
community day

SPECIAL PROJECT OR SHORT-TERM CAMPAIGN

HIGHLY
COMMENDED 

2019

PRINZ
AWARDS
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Background
The Maungatapu underpass in Tauranga is a 
two-lane link connecting the Welcome Bay 
community to Tauranga City. It provides great safety 
benefits by separating State Highway 29A traffic 
from local traffic, and improving flow around the 
Maungatapu and Hairini roundabouts.

Other elements include a separated cycleway and 
new pedestrian overbridge connecting to existing 
cycleways; a new culvert for the Kaitemako Stream; 
landscaping and wetlands restoration; plus a large 
kowhaiwhai-inspired Māori artwork on the 
underpass walls (a traditional red, white and black 
pattern used for story-telling).

The $45 million Maungatapu underpass project is 
stage four of the four-stage Hairini Link project. The 
Transport Agency completed stages one and two in 
2008 and 2011 respectively. 

The planning and construction of the underpass was 
under the National Party Government. Transport 
investment was focused on investing in roads of 
national significance, reducing congestion on state 
highways and improving freight routes.

When the Labour-led Coalition came to power in 
2017 (when the underpass was in full construction) 
the Minister of Transport indicated there would be a 
shift in focus for transport away from roads to 
active modes (cycling, walking), public transport 
and safety, and a reduced emphasis on state 
highway improvements (beyond resilience and 
maintenance). This was outlined in the draft 
Government Policy Statement for Land Transport 
(GPS) which was out for public consultation during 
the planning for the event. This document guides 
the Transport Agency’s priorities. The event needed 
to reflect this new strategic direction.

The communications brief was to hold an open day 
to celebrate the completion of the Maungatapu 
underpass before it opened to traffic on 10 June 
2018. It would follow on from the open day in 
November 2016 where the public could see the 
plans for the project.

It needed to reflect the government’s priorities; 
ensure the reputation and professionalism of the 
Transport Agency, construction partners and iwi; 
and provide a safe environment for attendees.

Preliminary research
Political environment
It was critical to understand the political 
environment we were working within. Research 
included reading the “Briefing to incoming Minister 
of Transport October 2017” and the Government’s 
Summary of the Draft GPS, and the Transport 
Agency’s briefings on the GPS priorities, and what 
impact they would have on future projects and 
communications messaging.

The Labour-led Coalition government had a fresh 
perspective on NZ’s transport system. Their focus 
was on how to better incorporate other modes of 
transport such as cycling, walking and public 
transport. In Tauranga, there is a high percentage of 
people in single occupancy private vehicles 
travelling to work, (97%), above the national average 
of 79.5 percent.

Project team and supplier meetings
Regular meetings with the project team and event 
team were held to work through logistics, prioritise 
health and safety of staff, volunteers, suppliers and 
event attendees, update status report, and 
provide oversight of construction milestones. We 
also met regularly with the Maungatapu Hapū 
Advisory Group representative. 

Event calendars 
Desk research for other events and winter sports in 
the city that may impact/compete with our event.

Transport hot topics
Discussions with colleagues and reviewing internal 
key messaging and media coverage of transport hot 
topics in the Western Bay of Plenty which could 
impact on the day in the form of protests or 
questions.

This included Welcome Bay Transport Forum’s 
submission to Tauranga City Council’s draft 
Long-Term Plan 2018-28, which urged the council 
to give higher priority to the 15th Ave and Turret Rd 
upgrade projects, and free school buses in Welcome 
Bay; and Fix the Bloody Road who were lobbying 
for improvements to SH2 Tauranga to Waihi.

Past experience
Past communications, engagement and event man-
agement experience was integral.

Objectives 
Project and event objectives

• Celebrate the completion of the Maungatapu 
underpass and connect with the community

• Clearly explain when and how people access 
the event

• Champion the strategic focus on transport 
and renewed importance of active modes and 
public transport

Communications objectives
• Organise and implement a safe, free  

community day on 27 May 2018, attended by 
2500 people, (based on previous Transport 
Agency open days) to celebrate the opening 
of the Maungatapu underpass

• Encourage event attendees to walk, cycle or 
use the free park and ride buses to get to and 
from the event

• Increase the number of subscribers to the 
Maungatapu underpass newsletter database 
by 20% (from 540 to 650)
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• Continue the strategic approach to commu-
nity engagement set at the start of the con-
struction project

• Achieve positive coverage in regional and 
community media in the lead up to the event 
and post event that includes key messages

• Double website views and Facebook click 
throughs the week prior to the event. 

Organisational objectives 
NZ Transport Agency: To achieve the Government’s 
priorities, the Transport Agency will deliver transport 
solutions that will help communities across New 
Zealand thrive.

Government’s strategic priorities for the land 
transport system: to create an efficient, modern and 
resilient transport system for NZ, across all transport 
modes by improving safety, decreasing congestion 
and increasing economic growth.

Audiences

Organisation Who Needs

Government

• Minister of 
Transport

• Opposition 
Leader/ 
Tauranga MP 
(Transport 
Minister at 
outset of 
project)

• Bay of  
Plenty MP

• Invited to 
attend. Keep 
informed

• No surprises 
approach

• Active  
supporter for 
SH2 Fix the 
Bloody Road 
group

NZ Transport 
Agency

• Governance, 
Stakeholder 
and Comms 
(GSC) team

• Tauranga  
regional 
office

• Reflect best 
practice

• Champion 
event

• Volunteer on 
the day

Project Team

• Project  
Manager

• Contractors  
- Fulton 
Hogan

• Consultant - 
Beca

• External 
Event  
Manager

• Subject  
matter  
experts

• Fully involved 
in planning

• Reputation

Partners

• Maungatapu 
Hapū  
Advisory 
Group

• Fully involved 
throughout  
construction, 
consulted 
regularly, 
endorse  
partnership

• Tauranga City 
Council  
Elected  
Members and 
Transport 
team

• Bay of Plenty 
Regional  
Council  
Transport 
team

• Presence 
on the day 
to reinforce 
partnership 
and provide 
info on 15th 
Ave/Turret 
Road.  
Reputation 
and political-
ly-vested

• Launching 
new public 
transport 
network in 
six months.

Tangata 
whenua

• Iwi and hapū
• Confidence 

tikanga was 
followed,  
engaged in 
the  
storytelling

Welcome 
Bay, Hairini, 
Maungatapu 
and Ohauiti 
communi-
ties

• Neighbouring 
residents and 
road users

• Schools, 
kohanga 
and kura: 
visited the 
site during 
construction, 
students 
will use the 
underpass, 
pedestrian 
overbridge 
and cycle 
lanes, future 
influencers

• Hammond 
Street  
residents

• Inconve-
nienced by 
construction

• Want / need 
the under-
pass to be a 
success to 
provide  
better  
transport 
connections

• Celebrate 
project  
completion.

• Opportu-
nity to be 
involved on  
day

• Access to 
properties 
directly 
impacted 
during  
construction.

• Need to 
know how 
new road will 
work

Community 
groups in 
Tauranga

• Lions Club,  
Rotary Club,  
Welcome Bay  
Baptist 
Church, Wel-
come, Bay  
Community  
Centre, 
Waipuna 
Football Club

• Visited site 
during  
construction

• Volunteer on 
day
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Cycle 
groups

• Bike  
Tauranga, 
Frocks on 
Bikes, Sport 
BOP

• Want to use 
the cycle 
lanes. Invited 
to the event

Tauranga 
residents

• Regular road 
users

• Need the 
underpass to 
be a success

Media
• NZME Bay of 

Plenty Times, 
Sun Media, 
Moana FM, 
More FM

• Need good 
news angles

• Key in our 
call to action

Messages
Experience / Call to Action
Come and experience the Maungatapu underpass 
before it opens to traffic at the Community Day on 
Sunday 27 May 2018 from 10am to 3pm. Entry is 
free.

Learning and storytelling
Learn about the project – everything from how 
the underpass and the “waka-inspired” pedestrian 
overbridge were constructed, to the environmental 
benefits of the new culvert and the fish hotels*, to 
the living wall of wetland plants.

Transport options 
You can use the free park and ride buses from 
Waipuna Park and Toi Ohomai Institute of 
Technology (including mobility bus), or walk or 
cycle to the event using the new SH29A Poike Road 
shared path. Please use existing footpaths and 
crossings to ensure your safety.

Be in to win an electric bike!
Take a selfie and load it to Facebook or fill out an 
entry form at the community day.

Tangata whenua 
Find out the story behind the underpass artwork Kai 
te Mako – Partaking of the Makomako Leaves, which 
represents the connection between three local hapū.

It’s all about community
There will be food, refreshments from local vendors, 
kids’ activities and local entertainment.

Strategy
To ignite interest and learning by:
• Sharing compelling stories and interesting facts 

about the project to audiences using our website 
and Facebook channels, and partners’ channels.

• Encouraging attendance to the event by holding 
a competition with a desirable prize, and also 
drive sign ups to the database.

• Providing fun, hands-on activities and learning 
opportunities for all ages and mobilities.

Come to the community day
Call to action in all communications – including 
active transport options to get to venue.

Community engagement is key
Strategy reflected the high level of community 
engagement throughout construction.

Proactive media relations
Engage with and provide regional and community 
media with strong story angles to get coverage in 
the lead up to the community day, on the day, and 
post event, including:
• Media visit and briefing on 14 May to the  

underpass to view the artwork
• Interviews with project manager, hapū  

representatives and subject matter experts
• Media releases including images and video  

footage
• Compelling stories and interesting facts about 

the project

Acknowledge partners and stakeholders
Our partnership with iwi, in particular, the  
Maungatapu Hapū Advisory Group, who had  
developed the artwork in the underpass, including:
• Iwi bus trip through the construction site,  

including their first view of artwork 4 April
• Artwork blessing with project team, hapū  

representatives and kaumatua on 20 April
• Dawn blessing for the underpass on 20 May 

Provide opportunities to acknowledge partners and 
stakeholders, including:
• Sharing information on the day, update on 15th 

Ave/Turret Road plans
• Hammond Street residents invited to walk 

through the underpass before the community 
day

Health, safety and environment
• Ensure health and safety of staff, volunteers and 

event attendees
• Environmentally friendly – all packaging recycla-

ble and ideally compostable
• Hybrid buses, active modes to get to and 
from the event.
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Implementation / tactics 

Strategy Tactics Outcome

Partnership 
with iwi

• Worked together 
on artwork and 
dawn blessings.

• Opportunities for 
media interviews 
and photos.

• Story and images 
of bus trip in   
Project Update.

• Correct tikanga 
(protocol)  
followed for 
collecting and 
storing wetlands 
plants for living 
wall.

• Hapū 
extremely 
pleased 
with the 
event

Proactive 
media  
relations

Engage influ-
ential regional 
and commu-
nity media, 
including ra-
dio interviews 
and videos

• Media visit to 
view the under-
pass and artwork

• Well written 
media releases, 
interview subjects 
provided, story 
angles suggested

• Achieved 
our  
objective 
with  
media 
coverage

Ignite  
interest 
and  
learning

• Pre-event
Social media and images, 
and newsletter to sub-
scribers about aspects 
of the project including 
artwork, fish hotels, and 
call to action.

• Views, 
shares, click- 
throughs 
achieved

• On the day
1. 16xA0 size poster 

boards telling the 
project story

2. Competition to win 
e-bike

3. Living wall of wet-
lands plants

4. What have you seen 
today? bingo card for 
kids

• Captured 
people’s 
attention, 
people took 
time to read 
them all

• 2,040 entries 
(26 via Face-
book)

• Attracted 
lots of  
interest

5.    Colouring-in 
activity of underpass 
featuring cyclists, 
pedestrians and 
vehicles
6.    Black and white 
historic images of the 
area
7.     Design plans and 
engineers on hand
8.    Video, 3D anima-
tion and images of 
construction process
9.    TCC video of 
plans for 15th Ave/
Turret Road
10.   Handout with 
event information 
and project stories
11.    Contractor 
machinery on display, 
and photoboards for 
kids
12.    Community 
artwork

• Handed out to 
hundreds

• Tables were jam 
packed  
throughout the 
day

• Lot of  
reminiscing

• Hearing first 
hand from the 
engineers was 
popular

• Well watched 
and perused 
throughout the 
day

• Council  
representatives 
found huge 
benefit in at-
tending

• Thousands 
handed out. 
Very few  
discarded

• Kids loved them
• Hundreds  

participated

Acknowledge 
partners and 
stakeholders

• Thank you 
poster in 
marquee, 
post event 
thank you, 
ongoing 
partnership

• Partners 
proud to 
have been 
acknowl-
edged.

Come to the 
community 
day

• Transport 
Agency and 
partner  
channels  
promoted 
event

• Paid  
advertising

• VMS (vari-
able messag-
ing signs) on 
state high-
way promot-
ing event

• 5,100 people 
attended the 
event

Community 
engagement  
key

• Opportu-
nities for 
face to face, 
hands-on, 
sensory 
learning, en-
tertainment, 
have a go on 
a unicycle, try 
out an e-bike, 
stilt walkers, 
community 
food stalls

• Entertainers 
and vendors 
were busy 
all day
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Creativity OR Problem solving
The event was unique as it was a roading project 
which provided a platform to engage the communi-
ty and provide a fun, sensory learning experience for 
people of all ages.

The wow factor was the range of ways people could 
listen, see, experience, touch and learn; through the 
black and white historic images, project posters and 
videos, living wall. People got a feel for the past, the 
current and future planning for the area.

The challenge was to demonstrate alignment with 
the government’s new transport direction. This was 
successfully navigated by emphasising the event 
wasn’t all about the road, encouraging people to use 
other forms of transport to experience the under-
pass, and to get to and from the event, and high-
lighting the introduction of e-bikes, a relatively new 
travel mode. The various entertainment elements at 
the event also provided a more community fair than 
road opening experience.

Results, Evaluation and Follow up
The community day was an overwhelming success 
and all communications objectives were achieved, 
and in many cases surpassed.

Objective Results

Organise and 
implement a 
safe, free  
community day 
on 27 May 2018, 
attended by 
2500 people

• 5,100 people attended the 
community day - 100% more 
than expected

• There were no H&S incidents
• 50 community volunteers
• 10 (25%) of Transport  

Agency Tauranga staff  
volunteered

Event attendees 
walk, cycle or 
use the free park 
and ride buses 
to get to and 
from the event

• Hundreds of people of all 
ages rode their bikes; thou-
sands were on foot, and 
the park and ride buses 
were busy all day. NB. Exact 
breakdown not collected on 
the day.

• There was no parking 
provided onsite, and there 
were no reports of traffic 
congestion or issues with 
people parking illegally 
due to the event in the 
surrounding area.

20% increase in 
subscribers to 
newsletter data-
base

• 405 newsletter sign-ups 
on the day – a 42%  
increase, double our  
objective (540 to 945)

• 2,040 entries (26 via 
Facebook) received in 
the competition (40% of 
event attendees entered 
the competition)

• Photo opp and Facebook 
post with winner and 
e-bike retailer

Continue the GSC 
strategic approach 
to community 
engagement set 
at the start of 
the construction 
project

• Partners, project team and 
GSC team said it exceed-
ed expectation and an 
example of best practice

Achieve positive 
coverage in re-
gional and com-
munity media in 
the lead up to the 
event and  
immediately after

• Comprehensive print, on-
line and radio media cov-
erage, videos and imagery 
from targeted media, all 
included key messages.

https://www.nzherald.co.nz/bay-of-
plenty-times/news/article.cfm?c_
id=1503343&objectid=12059542

Attract 200 
website views 
and Facebook 
click throughs per 
day in the week 
leading up to the 
event

• In lead up to event: 300 
per day and 650 on event 
day

• Post event video views: 
661

https://www.nzta.govt.nz/projects/
hairini-link/community-day/

“Great day yesterday at the Maungatapu Underpass 
Public Day. I cycled over from Otumoetai and was 
delighted to see the great cross section of folk there. 
Storyboards, design plans, children’s activities, park 
n ride, etc. – perfect!” Denice Hawker, Transportation 
Administrator, Tauranga City Council

“Thanks for making TCC part of a very successful 
day.” Martin Parkes, Transportation Manager, Tauran-
ga City Council.

Online paid advertising received above national aver-
age click throughs.

https://www.nzherald.co.nz/bay-of-plenty-times/news/article.cfm?c_id=1503343&objectid=12059542
https://www.nzherald.co.nz/bay-of-plenty-times/news/article.cfm?c_id=1503343&objectid=12059542
https://www.nzherald.co.nz/bay-of-plenty-times/news/article.cfm?c_id=1503343&objectid=12059542
https://www.nzta.govt.nz/projects/hairini-link/community-day/
https://www.nzta.govt.nz/projects/hairini-link/community-day/
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Acknowledgement of other 
communication disciplines
Paid print, online and radio advertising was used to 
promote the community day. Comprehensive and 
robust health and safety planning and traffic man-
agement planning ensured the safety of event staff, 
volunteers, suppliers and attendees.

Acknowledgment and thank you to Event Manager 
Beck Watts from Glue HQ, Transport Agency Proj-
ect Manager John McCarthy, Fulton Hogan Safety, 
Stakeholder, Environment, Manager Keith Campbell, 
Rondell Reihana from the Maungatapu Hapū  
Advisory Group, and Trish Souter and Jandre van  
Zyl from Beca.
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Positive encouragement and education provide better motivation to 
follow rules and regulations than punishment for infringements.

During the 2017/2018 Ministry for Primary Industries’ (MPI) Declare or 
Dispose campaign, Bananaworks developed a new direction for MPI’s 
communications strategy. It encouraged arriving passengers from India 
and China to check their luggage before entering New Zealand, rather 
than at the airport on arrival. 

This resulted in strong engagement from overseas visitors before they 
travelled and carried through to behaviours upon arrival with MPI seeing 
increased compliance (regarding prohibited items seized) despite 
increases in passenger numbers from the  
previous year.

 EVA LI, KENNETH WANG AND LUCY ONG,  
BANANAWORKS COMMUNICATIONS

Cultural cocktail smooths 
border control issue for Asian 
visitors

WINNER 2019

PRINZ
AWARDS

COMMUNICATING IN DIVERSITY
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Background
New Zealand has strict biosecurity procedures at 
airports and ports to prevent the introduction of 
unwanted pests and diseases. 

The “Declare or Dispose” compliance campaign is 
a vital piece of a larger programme run by MPI to 
change behaviours of visitors most likely to not 
comply with biosecurity regulations, particularly 
those related to food, plants and traditional medi-
cines.

Data shows that Chinese and Indian visitors are the 
two ethnic groups most likely to misunderstand and 
not obey biosecurity regulations. MPI has mapped 
the passenger journey of these visitors, from when 
they begin researching their journey, to traveling to, 
and arrival in, New Zealand.

MPI manages messaging on flights and at airports. 
Bananaworks was brought in by MPI to reach 
audience members before they travel. MPI places 
an increasingly high importance on visitors knowing 
the rules before they leave home, so communicating 
with them within the correct cultural contexts and 
via the right channels is vital.

In addition, advice about biosecurity rules from NZ-
based communities is one of the top prompts for 
overseas friends and family; this advice helps them 
to consider what items may pose potential risk  
before they pack and travel.

Connecting to local New Zealand audiences was 
therefore a critical part of Bananaworks’ brief.  
Bananaworks’ expertise in choosing appropriate 
channels and ensuring the culturally appropriate 
messaging was key to the success of this campaign.

Preliminary research
• Mapped the passenger journey of visitors to 

Auckland Airport arrivals – traced visitor  
journeys from when they stepped out of the 
plane, to the luggage collection point, to walking 
through the Immigration and Biosecurity  
Checkpoint.

• Interviews with Quarantine Officers
• Observation of Quarantine Officers at work
• Interviews with friends and family and their  

experiences of arriving in New Zealand
• Big data collection on the topic of New Zealand 

arrivals (both Chinese in NZ, and in China)
• Desktop search on the topic of visiting New  

Zealand using Chinese travel portal sites and 
travel social media

• MPI’s report on the past biosecurity programme
• Statistics NZ – New Zealand visitor data
• MBIE – forecasting NZ visitor numbers

When we simulated the arrival process, we found 
the core message of the communications displayed 
inside the airport was to persuade passengers to 
discard food items they carried at the time of arrival.
Most of the passengers who had purchased and 
carried food or medicine from home—putting time, 

money and thought into this process— would be 
unlikely to want to discard their items so abruptly.

As a result, many passengers would be forced to 
unpack their luggage to have it inspected manually, 
with any food items discarded. And, any  
unregulated items would be subject to a fine. For 
new visitors to New Zealand, this uncomfortable and 
sometimes expensive introduction to New Zealand 
would be likely to leave a strong negative  
impression.

Through previous research, we identified the  
project’s two major challenges:
1. How to inform passengers about the reasons 

some items cannot be brought in to New  
Zealand.

2. How to educate the passengers before they 
packed their bags about what they could and 
could not bring into New Zealand; that is, ensure 
they were well informed before their arrival in 
New Zealand.

Objectives
MPI’s objective is to reduce the level of risk to New 
Zealand posed by travellers bringing in biosecurity 
risk items and failing to declare or dispose of them 
before they arrive.

The public relations/communications objectives 
were:
Increase reach and engagement with Chinese and 
Indian travellers by 5-10 % during the planning stage 
of their journeys to New Zealand in order to prompt 
behaviour change.

Decrease the amount of biosecurity risk items such 
as fruit and cooking ingredients entering New  
Zealand from Chinese and Indian travellers by 2% 
from October 2017 - March 2018.

The secondary objective is to encourage New  
Zealand-based Chinese and Indian residents to 
spread the word to overseas friends and family to 
educate them about New Zealand border  
regulations.

What does success look like?
Visitor behaviours change (specifically, visitors from 
China and India). Our specific measure of success 
is an increase in the percentage of visitors having 
knowledge of and complying with MPI regulations. 
Also, that visitors have both awareness of, and  
positive attitudes towards, the ‘declare or dispose’ 
rules and the consequences of not complying.

How will we measure success?
The campaign ran from October 2017 until March 
2018. Measurement of the impact of the campaign 
included click-throughs from the creative advertising 
and visits to MPIs quarantine pages, plus  
engagement with social media postings using the 
campaign’s creative property.
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More importantly, at the close of the campaign, a 
review of the data relating to visitors of Chinese and 
Indian ethnicities was conducted. The review 
determined how many of the specified visitor 
audience were searched at the New Zealand border 
and how many complied with the New Zealand 
biosecurity regulations. This is measured by the 
percentage of passengers found with undeclared 
prohibited items. If this ‘seizure rate’ does not 
increase from the previous year (given passenger 
numbers increase) or decreases, then the campaign 
is considered a success.

Audiences
Chinese Community: 
Chinese passport holders have been identified as 
the highest risk group; they are more likely to be 
unaware of, or have very limited knowledge of what 
constitutes a risk item.

The number of Chinese passengers arriving in New 
Zealand has increased from 294,970 in 2013 to 
436,256 in 2018. NZ Stats.

MPI’s research on Declare or Dispose programme 
(conducted in April/May 2017) shows that:
• 78% of visiting Chinese decided not to pack  

potential risk items (up from 61% in 2015  
research)

• 98% agree declaring items for inspection is “very 
important”

• This audience require information in Chinese, but 
are still wanting more information on why items 
are a risk to NZ, and what they need to declare. 

Some Chinese people bring in food because they 
believe it is not available in New Zealand. Often food 
items are given to the travellers as gifts on depar-
ture, or being presented to family/friends in New 
Zealand as gifts. 

They are independent travellers, friends and family 
visitors, international students.

NZ-based Residents returning from a holiday abroad 
make up only a small proportion of overseas visitors 
--3,296 (2016).

MPI’s research shows that:
• 80% of NZ-based Chinese decided not to pack 

risk items
• However, they take the concept of declaring ‘less 

seriously’ than visiting Chinese (98% to 90%)
• They are knowledgeable on knowing about fruit/

veges and meat are risk items, but still only 
half know that natural therapies/medicines are 
banned

• This audience require less information in Chinese, 
but still want more information on why items are 
a risk to NZ, and what they need to declare.

Indian Community: 
Indian passengers make up 1.9% of international 
arrivals to New Zealand – with 54,928* international 
arrivals between June 2016 - May 2017.

Indian passengers currently have one of our highest 
non-compliance rates across all passenger  
nationalities.

The main reason that people bring in foods to New 
Zealand is for cultural reasons. Many Indians have 
restrictions on what they can eat, hence their desire 
to bring their own food.

Ignorance of biosecurity is often claimed as the 
main reason for not declaring risk items, and difficul-
ties with English, the second likeliest excuse (48% of 
visiting Indians claim more information in their own 
language would assist in declaring).

The $400 fine is the biggest motivation to declare – 
this is considered “big money” by Indian travellers.

MPI’s research on Declare or Dispose programme 
(conducted in April/May 2017) shows that:
• 73% of visiting Indian decided not to pack  

potential risk items (an increase from 55% in 
2015 research)

• 99% they take ‘declaring items for inspection’ 
seriously

Indian New Zealand residents who currently live in 
New Zealand and will tend to travel back to see  
family/friends, especially for Diwali.

MPI’s research on Declare or Dispose programme 
(conducted in April/May 2017) shows that:
• 84% of NZ-based Indians decided to not pack 

risk items
• 89% say they take ‘declaring items for  

inspection’ seriously
• 65% of NZ based (our key audience) tell friends/

family.

Advocacy from family is the highest pre-departure 
prompt for visiting Indians, with 50 % of visitors  
saying they were prompted by family in New  
Zealand not to bring in fruit, vegetables and other 
non-regulated items, and 85 % of these claiming it 
was highly effective. 39 % said they were prompted 
by friends with 73 % of these saying it was highly 
effective.

Messages
MPI’s objective is to reduce the level of risk to New 
Zealand posed by travellers bringing in biosecurity 
risk items and failing to declare or dispose of them 
before attempting to enter New Zealand.

Our messaging was tailored to each ethnic group, 
with the goal of changing audience behaviours:

KEY MESSAGES for Chinese travellers

Audiences
Overseas Chinese - independent travellers, friends 
and family visitors, international students
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Visual A
Featuring New Zealand flag giving a “thumbs-up”
Core message 1
Protect NZ, we give you a thumbs up
Core message 2
Identify biosecurity risk item beforehand to avoid a 
fine up to $400
Core message 3
Check out MPI’s website (Chinese pages) for details

Visual B
Slices of citrus and an apple crush in New Zealand 
postcard
Core message 1
Don’t bring biosecurity risk items to NZ; don’t let NZ 
be harmed by causing unimaginable damage
Core message 2
Identify biosecurity risk items beforehand to avoid a 
fine up to $400
Core message 3
Check out MPI’s website (Chinese pages) for details

Audiences
NZ-Based Chinese

Visual A
Featuring New Zealand flag giving a “thumbs-up”
Core message 1
Help us protect NZ, remind your family/friends to 
check biosecurity risk items before arrival, we give 
you the thumbs up
Core message 2
Help your family/ friend leave behind any biosecurity 
risk items before coming to NZ and avoid a fine up 
to $400
Core message 3
Check out MPI’s website (Chinese pages) for details

Visual B
Slices of citrus and an apple crush in New Zealand 
postcard
Core message 1
Don’t bring biosecurity risk items to NZ; don’t let NZ 
be harmed by causing unimaginable damage
Core message 2
Identify biosecurity risk items beforehand to avoid a 
fine up to $400
Core message 3
Check out MPI’s website (Chinese pages) for details

KEY MESSAGES for Indian travellers

Audiences
Overseas Indians - independent travellers especially 
the honeymoon makers, Senior group holiday maker, 
friends and family visitors, international students

Visual A
Indian woman holding a prasad (religious offerings)
Core message 1
• Don’t have your offerings destroyed when you 

arrive in NZ
• Leave your prasad at home
Core message 2
This includes all fruit, honey products, vegetables 

and fresh flowers

Core message 3
Check out MPI’s website for details

Visual B
An Indian man giving the “thumbs-up” in front of 
cooking items
Core message 1
Declare any food and ingredients you carry to make 
your arrival in NZ simple
Core message 2
Bringing spices, tonic, pickles, grains and pulses into 
New Zealand could incur a $400 fine
Core message 3
Check out MPI’s website for details

Audiences
NZ-based Indians

Visual A
Indian woman holding a prasad (religious offerings)
Core message 1
• Don’t have your friends’ and family’s offerings 

destroyed when they arrive NZ
• Tell them to leave the prasad at home
Core message 2
This includes all fruit, honey products, vegetables 
and fresh flowers
Core message 3
Check out MPI’s website for details

Visual B
An Indian man giving the “thumbs-up” in front of 
cooking items 
Core message 1
Tell friends and family to declare any food and ingre-
dients to make their arrival in NZ simple
Core message 2
Bringing spices, tonic, pickles, grains and pulses into 
New Zealand could incur a $400 fine
Core message 3
Check out MPI’s website for details

Strategy
Audience strategy is based on the characteristics of 
travellers
• Indian and Chinese use different creative execu-

tions
• Different message for overseas and NZ based

Communication strategy with a positive reinforce-
ment approach
• Treat with respect under the cultural “umbrella”
• Avoid using negative warnings messages versus 

positive acceptances slogans that are 
memorable

Channel strategy is to reach the audience before 
they travel
• The activity spanned three main components 

of the travel cycle – researching, booking and 
experiencing
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• Overseas travellers channel planning via their 
local travel media platforms; travel portal sites, 
Google Adword display (Indian group), Baidu 
SEO and SEM display (China group)

• NZ based travellers communication via NZ local 
media platforms including digital, print and radio 
(Indian group); social media Facebook (Indian 
group), WeChat (China group)

Implementation / tactics
Core to our success is Bananaworks’ expertise in 
choosing channels and ensuring messaging is cultur-
ally appropriate.

Value the differences between the Indian and Chi-
nese communities by using different creative execu-
tions

For the Chinese audience:
• We focused on the “why” – why some items are 

banned from entering New Zealand and what 
these rules protect; and, consequences for visi-
tors who do not comply

• We tested the creative with target audiences to 
focus on two creative treatments that performed 
the best

• We published an NZ arrival guide for Chinese 
tourists via WeChat with dos and don’ts for 
going through biosecurity checkpoint. Including 
tips of packing all food items in one luggage to 
reduce the Quarantine Officers’ inspecting time

For the Indian audience:
• We focused on “what” cannot be brought into 

New Zealand
• We demonstrated respect for religions and reli-

gious and cultural items
• We highlighted that there is a fine for not declar-

ing risk items
• We used Indian models that look like they are 

from middle-income families, as this is inden-
tified as a growing group in India for overseas 
travelling

• We have Quarantine Officers appeared on NZ 
Hindi radio stations, did Q & As on NZ biosecuri-
ty risk

• We added information for the New Zealand Indi-
an foodstuff directory in PR communication

Use a positive reinforcement approach
• Use of positive wording i.e. help us to look 

after NZ; we will love you if you don’t bring in 
(X-items)

• We demonstrated understanding of our target 
audience mindset, i.e. used language similar to 
that used by friends and families

• We positioned any communication as a win-win 
scenario for both New Zealanders and visitors i.e. 
we praised visitors for being world-class  
travellers

Reach the audience before they travel
The activity spanned three main components of the 
travel cycle –researching, booking and experiencing.

Chinese audience
• The campaign ran between November 2017 and 

March 2018

Independent Travellers
• We used the largest independent traveller’s 

portal network in China - Mafengwo. Targeting 
in China researching info on travelling to NZ. We 
also used Ctrip WeChat tour group messages 
notifications and digital display and Adara digital 
display; communicating with the people in China 
who had confirmed travel plans to NZ

Friends and family visitors

• We used Chinese digital and print channels in 
New Zealand, asks the NZ Chinese resident to 
remind their friends and family. This includes 
print media Chinese Herald, digital medial  
Skykiwi and WeChat we-media Skykiwi and four 
other top NZ We-medias.

International Students
• We used Skyscanner digital display, Baidu SEM 

and SEO targeting people in China searching for 
flights to NZ. We used the Tencent Mobile digital 
display for people in China with exhibiting travel 
intention behavior

Indian audience
• The campaign ran between October 2017 and 

February 2018.
• Channels employed included digital channels - 

Adara digital display, inMobi and Skyscanner dig-
ital display focusing on Indian travellers overseas.

• We used Google AdWords targeting in Indian 
researching info on travelling to NZ.

• Plus supporting activity in NZ Indian media; 
three Auckland Radio stations - Humm Fm, 
Radio Tarana, Apna 990AM and one in Hamil-
ton - FreeFM. All radio ads were in Hindi and the 
interviews were a mixture of Hindi and English.

• Press activity involved half page ads in the two 
most popular NZ Indian community newspapers 
- Indian Newslink and Indian Weekender
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Budget
Chinese audience
• Media - $205,139
• Creative - $25,924

Indian audience
• Media - $61,532
• Creative - $16,032

Creativity OR Problem solving
Teamwork and collaborations between the agencies, 
Bananaworks and MPI
We discovered through research that Chinese and 
Indian travellers do not respond to negative messag-
ing. We problem-solved this by introducing positive 
reinforcements (messaging and imagery) into our 
PR campaign.

Cross-cultural communications, encompassing New 
Zealand, China and India and the interactions be-
tween cultures
• Understand the culture of MPI law enforcement 

and find the common ground for establishing a 
connection with visitors’ customs and cultural 
behaviours

• Respect the audience’s cultural background and 
know what, how and when to communicate

Transforming a stenotype NZ Biosecurity message 
into a feel good role model tourist PR story

Results, Evaluation and Follow up
The campaign and work from Bananaworks has con-
tributed to overall improvements in compliance rates 
from both Chinese and Indian visitors.

Campaigns for both Chinese and Indian audiences 
ran during the summer period of 2017-2018. This is 
the peak period for both audiences, and takes in 
both Chinese New Year and Diwali.

Chinese passport-holder arrivals rose by 6% in 2017 
(calendar year) on the previous year, with a small in-
crease in undeclared risk goods seized at the border.

For the calendar year of 2018, Chinese pass-
port-holder visitors grew by a further 9%. This 

equates to a further 50,000 visitors from the year 
before. However despite this increase in visitor num-
bers there was no increase for the year in the num-
bers of undeclared risk items at the border.

Indian passport-holder arrivals rose in 2017 (15%) 
and 2018 (11%).

In 2018 (the calendar year) following the introduc-
tion of a targeted campaign to Indian visitors before 
they travelled MPI saw an 8% decrease of passen-
gers arriving with undeclared prohibited goods.

Testimonial
“The campaign to offshore visitors before they travel 
is a key aspect of marketing through the passenger 
journey and influencing behaviours. Reaching audi-
ences before travel is important to visitors not bring-
ing prohibited items with them.
As important is the advocacy from friends and fam-
ily. This is as big an influencer on overseas visitors, 
so a high understanding of these markets are also a 
contributing factor to the behaviour change of visi-
tors and the compliance results achieved.”
Phill Sherring, MPI Principal Adviser, Marketing, MPI

Highlights of the Channel delivery during the  
campaign
Indian visitors were directed to a specific page on 
the MPI website – www.mpi.govt.nz/declare. During 
the Indian campaign period, MPI saw a 16% increase 
in visitors to the page from the previous summer 
period. The majority of the increased visitors came 
direct from the campaign sources.

Chinese visitors to MPI’s specific Chinese page  
www.nzquarantine.com saw a 7% increase in visitors 
during the campaign period (when compared to 
the previous year’s campaign). China-based digital 
activity had delivered a high click-through rate of 
2.08% across digital properties

Follow-up
MPI has rolled-out another programme for the De-
clare or Dispose campaign in 2018-2019, with the 
same creative, more targeted channels and a smaller 
budget. The outcome is due to be evaluated at the 
end of March 2019 when the project is complete

Acknowledgement of other 
communication disciplines
Client – Ministry for Primary Industries
Phill Sherring, Principal Adviser Marketing

Lead Communication Agency - GSL Promotus
• Leigh Graham, Campaign Director
• Fiona Gore, Account Manager
• Katrina Richmond, Media Director

http://www.mpi.govt.nz/declare
http://www.nzquarantine.com


58

Ethnic Communications Agancy – Bananaworks 
Communications Ltd
• Kenneth Wang, Account Director
• Lucy Ong, Account Manager
• Lucy Ong, Strategy & Plan
• Hao Cheng, Lucy Ong, Creative Director
• Yaqin Ma, Graphic Designer
• Lucy Ong, Media Strategy & Plan

Chinese creative research – Colmar Brunton
• Edward Langley, Group Account Director

Quarantine Officers at Auckland Airport
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Spark partnered with Te Aka Māori Dictionary to launch Kupu, 
a mobile app powered by Google that has added to the 
revitalisation of Te Reo Māori. Kupu helps people learn Te Reo 
Māori translations by exploring the objects around them. Users 
take a photo of an object, Kupu then uses image recognition and 
provides Te Reo Māori translations for the object it recognises. 
Spark launched the app to support the revitalisation of Te Reo 
Māori, and showcase how digital platforms that are accessible, 
interactive and fun for all New Zealanders can be truly useful for 
our national language.

 ANARU TUHI AND ELLIE CROSS,  
SPARK NEW ZEALAND

Spark’s Kupu encourages Kiwis 
to give Te Reo Māori a go

WINNER 2019

PRINZ
AWARDS

COMMUNICATING IN DIVERSITY
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For decades, Ngāti Kahungunu iwi and hapū from Wairarapa and 
Dannevirke fought to settle their Treaty claims with the Crown. 

As two distinct groups from different regions, they had to come 
together as one – Ngāti Kahungunu ki Wairarapa Tāmaki Nui-
a-Rua – to achieve settlement. Then their taonga, Wairarapa 
Moana, became a new battle ground – not against the Crown, 
but within the iwi itself. A campaign to vote ‘no’ threatened 
everything they had worked towards. Strategic communications 
based on transparency and tikanga were key to engaging whānau, 
reigniting aspiration and weaving together their shared focus to 
stand up for a positive future.

 JESSICA CUSHING, SCOTT CAMPBELL AND ANGELA 
CAMPBELL, CAMPBELL SQUARED COMMUNICATIONS

Transparency and tikanga – 
weaving a path for  
a divided iwi

COMMUNICATING IN DIVERSITY

HIGHLY
COMMENDED 

2019

PRINZ
AWARDS
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Te Pūtahitanga o Te Waipounamu provides opportunities for 
investment through ORA (Opportunity to Realise Aspirations) 
funding waves. ORA funding supports whānau initiatives aligned 
to seven Whānau Ora pou and demonstrates engagement from 
a kaupapa Māori perspective. The priority is advancing wellbeing 
from their own inspiration.

Since 2014, we have commissioned nine funding waves. There 
has been tremendous learning across communication and 
engagement processes. In 2017, a dedicated communications 
role was created to guide the communication strategy. Whānau 
Ora offers a collective approach to achieving wellbeing 
outcomes - fittingly collective input and insights have been the 
driver of this communication strategy.

 RANAE NIVEN, TE PŪTAHITANGA O TE WAIPOUNAMU

Wave Nine –  
Invest in your Whānau

COMMUNICATING IN DIVERSITY

HIGHLY
COMMENDED 

2019

PRINZ
AWARDS
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Background

Te Pūtahitanga o Te Waipounamu is a limited  
partnership owned by the nine iwi of Te 
Waipounamu through a Participants Council known 
as Te Taumata. Te Taumata acts as guardians for the 
kaupapa of Whānau Ora in Te Waipounamu. As a 
legal partnership of Ngā Iwi o Te Waipounamu it is 
the first time that the nine iwi have come together 
for a common cause. In this sense, it is trail-blazing a 
new model.

Te Pūtahitanga o Te Waipounamu operates a  
capability development model of commissioning. 
The capability development model aims to build the 
ability of whānau to respond positively to the  
challenges and opportunities within their lives.  
Traditional models of social intervention for Māori 
have been heavily institutionalized, determined by 
knowledge and expertise external to the whānau.

The purpose of commissioning whānau directly is to 
enable whānau to be self–reliant rather than  
dependent on state intervention. The model aligns 
with Māori values supporting transformation 
through self–determination.

Commissioning allows for the devolution of fund-
ing and decision making from central government 
so that the response to real whānau aspirations is 
genuine and effective. Not only does commissioning 
allow for a more direct relationship with whānau in 
the context of Whānau Ora, it places whānau at the 
centre of their own pathways towards prosperity 
(Leahy, 2018).

The project brief was to raise awareness of ORA 
Funding by communicating with as many whānau as 
possible across Te Waipounamu. Te Pūtahitanga o Te 
Waipounamu wants whānau to become familiar with 
the concept of whānau driven initiatives, and the 
supports offered to help them explore their ideas.

A requirement of this campaign was also to raise the 
profile and value of social innovation and encourage 
other whānau to consider how they might  
contribute to positive whānau transformation 
through social enterprise. With a small team and 
limited budget there was a need to be as innovative 
and collective in the approach to carrying out the 
campaign requirements. This meant calling on the 
talents of staff, Whānau Ora entities who work  
within the creative industry, and taking on board 
learned insights and kaupapa Māori values in the 
approach.

Preliminary research

• Initiative evaluations by Ihi Research told us 
there was an opportunity to raise the profile and 
value of social innovation and encourage other 
whānau to consider how they might contribute 
to positive whānau transformation through so-
cial enterprise.

• Use of feedback from surveys from iwi  
stakeholders, an independent Assessment Panel, 
whānau interviews for anecdotal feedback and 
hui evaluations.

• Research into past media coverage showed that 
we need to be more targeted at a local level, 
where we had less engagement and applicants – 
such as Te Tai Poutini - West Coast.

• Feedback from whānau told us that grassroots 
communication was the most effective way to 
get whānau to attend regional engagement hui.

• Use of applicant numbers and applicants by 
regions to guide marketing needs

• Use of existing research such as demograph-
ic profiles of the Māori population base in the 
South Island. We incorporated rangatahi as  
influencers in the campaign and also included 
more real-time Q & A spaces such as Facebook 
Live.

Objectives

Communications objectives
• Target Māoriaudiences to build excitement and 

whānau anticipation.
• Increase rangatahi initiatives (engagement) by 

5%
• Increase awareness and influence positive 

community attitudes by raising the awareness of 
Whānau Ora in mainstream media.

• Increase coverage and exposure across Te 
Waipounamu which meets the needs of local 
audiences to inspire innovative ideas and attract 
more applicants.

• Increase awareness and understanding of 
whānau-centred investment criteria and appli-
cation process among potential applicants.

• Create meaningful engagement opportunities, 
so that whānau feel comfortable to take part, ask 
questions and gain specialist assistance as they 
develop their ideas. 

Audiences

Primary audience demographics
Based upon the 2013 Census data, approximately 
15% of the total Māori population were living in the 
South Island in 2013. Half of the Māori descent  
population in the South Island was residing in the 
Canterbury region, with a third living in Christchurch 
City. The Māori population has a young age  
structure and over half of Māori living in the South 
Island were under the age of 25 years.

The nine iwi of Te Waipounamu account for  
approximately 32% of the total Māori population, 
with the remaining 68% comprised of ngā maata 
waka iwi

Cultural
60% of Māori across Te Waipounamu thought it is 
very or quite important to be engaged in their Māori 
culture, and 57% thought spirituality was quite or 
very important.
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88% of Māori know their iwi, 41% know their hapū, 
46% know their maunga, 45% their awa and 38% 
their waka, 44% their tupuna.

Whilst 90% have been to a marae sometime, only 
38% have been to a marae in the previous 12 months.

Regarding their ancestral marae, 25% feel somewhat 
connected to their ancestral marae, with a further 
58% feeling strongly or very strongly connected. 
58% would like to go their ancestral marae more 
often.

Seventy three percent used a Māori greeting, 49% 
gave a Māori song, haka, gave a mihi or took part 
in Māori performing arts and crafts. Twenty-seven 
percent took part in a hui and 22% went to a Maori 
festival or event. (Statistics New Zealand, 2014).

Document to be supplied:  WHICH PEOPLE WHERE

Messages

Mainstream and Applicant audiences
Te Pūtahitanga o Te Waipounamu is responsible for 
Whānau Ora Commissioning across Te Waipounamu, 
Wharekauri/Rekohu and Rakiura (the South  
Island, the Chatham Islands and Stewart Island). Te 
Pūtahitanga o Te Waipounamu invests in  
initiatives that place whānau at the forefront and 
centre. We seek inspirational ideas and actions 
which are whānau-driven, and will provide direct  
impact for whānau by commissioning with the  
following principles:
• Whānau Ora is defined by whānau
• Whānau Ora is strengths-based
• Whānau self-determination is central to Whānau 

Ora
• Whānau Ora by its nature is collective in its 

scope and inter-generational in its impact
• Whānau Ora is an approach; it is not a  

programme or a service.

All Te Pūtahitanga o Te Waipounamu investment is 
defined by the seven Whānau Ora Outcomes  
Framework (we refer to outcomes as ‘Pou’). All re-
cipients of our funding must demonstrate a  
philosophical alignment between Whānau Ora 
outcomes and what you are proposing to deliver. 

The Framework provides the central foundation by 
which all whānau aspirations are measured. Please 
note that we require your initiative to respond to at 
least THREE of the Pou identified below:
• POU TAHI: Whānau in Te Waipounamu are 

self-managing and empowered leaders
• POU RUA: Whānau in Te Waipounamu are lead-

ing healthy lifestyles
• POU TORU: Whānau in Te Waipounamu are par-

ticipating fully in society
• POU WHā: Whānau in Te Waipounamu are confi-

dently participating in te ao Māori
• POU RIMA: Whānau in Te Waipounamu are 

economically secure and successfully involved in 
wealth creation

• POU ONO: Whānau in Te Waipounamu are cohe-
sive, resilient and nurturing

• POU WHITU: Whānau in Te Waipounamu are 
responsible stewards of their living and natural 
environments.

The Taskforce on Whānau-Centred Initiatives con-
vened by Hon Dame Tariana Turia in 2009 and led 
by Professor Sir Mason Durie, agreed to a number 
of factors which gave definition to Whānau Ora. 
Whānau Ora is distinctive because:
• it recognises a collective entity,
• endorses a group capacity for self-determina-

tion,
• has an inter-generational dynamic,
• is built on a Māori cultural foundation,
• asserts a positive role for whānau within society 

and
• can be applied across a wide range of social and 

economic sectors.
(Report of the Taskforce for Whānau-Centred  
Initiatives; 2009, p30). Te Pūtahitanga o Te 
Waipounamu has designed a Whānau Ora  
approach based on the findings from the Taskforce 
on Whānau -Centred Initiatives.

Potential Applicant Audiences
We are from Te Pūtahitanga o Te Waipounamu and 
we are now calling for applications for Wave Nine 
ORA funding.

Whānau Ora is about understanding ORA in its  
widest meaning – supporting whānau to be in 
charge of your destiny; to lead healthier lifestyles, 
to create the future you want all our mokopuna to 
thrive in.

Ora also means Opportunity to Realise your  
Aspirations.

We want to walk with you as you create change, 
take on new learning, stretch far and wide to make a 
difference for your whānau.

Nobody knows better than you the issues that your 
whānau face, and the solutions that, collectively, you 
believe will turn the tide. This could be that once-in-
a-lifetime moment for your whānau; give it a go!
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If you live within the South Island, the Chatham 
Islands or Stewart Island and you have a passion to 
make changes for our future generations, the ORA 
Fund may be for you. 

Visit TePutahitanga.org and download your work-
book and your ORA application today.

Follow us on Instagram and Like us on Facebook to 
keep up to date with workshops dates and times, 
Facebook live streams and other opportunities to 
gain support for your ORA application.

Strategy 

• Conduct an evidence-based campaign, noting 
the previous application data, regional uptake,  
issues and feedback from assessment panel,  
other key stakeholders and applicants.

• Conduct rigorous evaluation of the project.The 
strategy adopted took account of the fact that 
a number of campaigns have been conducted 
prior to Wave Nine – Invest in Your Whānau. A 
key observation from previous waves was that 
some initiatives were not aligned to for the types 
of initiatives being funded. Specific information 
needed to be made clearer around how initia-
tives can improve whānau wellbeing, align with 
specific objectives and that whānau must be 
central to the initiative. Although this was clearly 
outlined in written material, by adding more  
bite-sized and visual tactics along with  
increasing opportunities for engagement we 
would extend our reach to inform more whānau.

Independent evaluations by Ihi Research told us that 
there was an opportunity to raise the profile and 
value of social innovation in order to encourage  
other whānau to consider how they might  
contribute to positive whānau transformation 
through social enterprise.

To achieve our goals, we initially focused on key 
stakeholders (Potential applicants – Māori) with 
a focus on rangatahi. The initial approach was to 
improve on existing information based on feedback 
and research, to develop engagement hui dates so 
that this was available to promote across a number 
of channels right from the beginning of the cam-
paign.

We engaged with Ariki Creative to develop a series 
of short promotional and ‘How To videos’ to increase 
awareness and understanding of whānau-cen-
tred investment criteria and application process 
among potential applicants as part of a social media 
campaign. We used rangatahi as key influencers in 
these videos to encourage more rangatahi to apply. 
This was in response to the fact that over half of 
the Māori population in the South Island are under 
twenty-five and an objective was to better reach this 
demographic.

The opportunity to have face to face hui gave 

whānau provided the platform for meaningful 
engagement opportunities, and we held these in a 
number of casual spaces as well as on marae and 
made them as accessible as possible.
Where we had less engagement and applicants in 
the past – such as, Te Tai Poutini - West Coast we 
ensured there was an extra push with local media 
and grassroots engagement opportunities such as 
attending local events.

Demographic profiles of the Māori population base

The use of rangatahi as influencers

Real-time human Q & A spaces such as Facebook 
Live and hui to familiarise whānau with key staff. Q 
& A lists and Live Bots were not considered for this 
campaign as we know from research that whānau 
prefer to communicate kanohi ki te kanohi.  
Audiences are assessed in annual communications 
survey.

Implementation / tactics 

An overall budget of $25k was used to provide a 
broad range of communication tactics with the 
major budget spend used for video content. A sus-
tainable approach was taken with video content so 
this content can be re-used with only minor editing 
required for future campaigns. The second highest 
cost was the Stuff Campaign which was used as a 
catch-all for secondary audiences as well - delivering 
66,000 impressions and a 42% click-through rate to 
our promotional video and supporting information.
• Promotional Video.
• How to apply videos – bite-sized information to 

help with developing a strong application.
• Facebook live Q & A sessions: Several opportu-

nities to engage with Wave Nine team members 
and Te Pūtahitanga o Te Waipounamu Pouārahi, 
Chief Executive for Q & As about the funding 
round.

• Printed Ora Workbook and application form – 
hard copy and online versions.

• Website information: About Wave Nine, How to 
apply, What you need to know, How funding de-
cisions are made, Other funding sources etc.

• Social media schedule of posts: Promotional, 
educational, updates and reminders, live engage-
ment.

• Targeted radio interviews promoting Wave Nine 
on radio Waatea and Tahu FM.

• Sixteen community engagement hui in main 
centres, advertised via targeted email, social 
media, radio, newspaper, radio advertising and 
interviews.

• Newspaper campaign to advertise engagement 
hui in each region – Stuff and other community 
papers.

• Stuff online campaign targeting Māori whānau in 
the South Island.
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Creativity OR Problem solving

Responding to Geographical Challenges with Re-
al-time Engagement Opportunities 

Although research tells us that the preferred method 
of communication for whānau is kanohi ki te  
kanohi (face to face) logistically this wasn’t possible 
for everyone. Facebook Live gave more whānau the  
opportunity to engage in real-time with specialist 
staff and because of this, we were able to encourage 
whānau with great ideas to apply. This also provided 
an opportunity to give whānau clarity about wheth-
er the funding type suits their needs and to provide 
other alternative funding ideas to those that don’t 
necessarily fit within the ORA criteria. This approach 
was about managing expectations and our reputa-
tion by being helpful and offering alternatives.

For hard to reach communities we looked at what 
events were already coming up and how we could 
go to whānau rather than give them top-down infor-
mation or expect them to come to us. We made the 
most of events that were already on such as a Māori 
Night Market and wānanga and utilised our wide 
stakeholder spread for extensive coverage across 
social media.

Results, Evaluation and Follow up

Outputs
• Wave Nine Facebook engagements gained 2775 

overall; reach 13331 of posts (including text, 
photos and videos), 231 reactions and comments 
for live video of which all were positive and 5111 
overall video views.

• Sixteen Wave Nine kanohi ki te kanohi attended 
by 160 individual members.

• Nine staff-members and two Whānau Ora en-
tities engaged to contribute their skills to the 
Wave Nine campaign.

• Applications received
While media publicity was not a primary communi-
cation channel in the campaign, supporting media 
publicity included: Stuff Digital Campaign, Local 
level advertising in community papers, radio adver-
tising via Mai FM, Tahu FM, Coast FM and communi-
ty radio announcements.
 

Key messages in media publicity
• All initiatives must be based within the South Is-

land, the Chatham Islands or Stewart Island and 
must align with seven pou designed to achieve 
specific Whanau Ora outcomes, such as ‘whanau 
will be responsible stewards of our living and 
natural environment’ or ‘whānau will lead healthy 
lifestyles.’

• We are calling on whānau to put forward their 
best ideas to invest in the future of all their 
whānau members, so that they may flourish.

• Over the past four years, Te Pūtahitanga o Te 
Waipounamu has invested in whānau initiatives 
that include an organic garden and cookery 
school; maara kai; cultural tourism; a low-cost 
health village and land-based initiatives.

• Example initiatives include resilience approaches 
for whānau, Pa Kids – an afterschool te reo Māori 
programme for tamariki and caregivers; Koha Kai 
- creating meaningful employment and educa-
tion opportunities within the disability sector 
and Reo Pēpi – beautifully illustrated bilingual 
books for pēpi among other storytelling initia-
tives that are helping to build cultural connectivi-
ty and capacity

Outcomes and impact 
Most importantly, this project was evaluated in terms 
of outcomes and impacts against objectives.
• Overall applicants: 74 entities
• Number of new applicants: 45
• Applicants under 25: - This analysis is currently 

underway as part of the assessment, but this will 
be factored into the evaluation.

• Whānau engaged with in real-time: 2935.

Stakeholder Satisfactions and Feedback

Conclusions
Wave Nine – Invest in Your Whānau campaign is an 
exemplar for engagement with whānau in that it:
• Gained extensive community involvement and 

engagement
• Generated information and resources and activi-

ties far in excess of the available budget through 
innovative use of social media, utilising staff 
talent and community support

• Achieved outcomes far in excess of the 5% tar-
get increase in rangatahi application
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Acknowledgement of other  
communication disciplines 

• Te Pūtahitanga o Te Waipounamu Communi-
cations, Project Leads: PRINZ Member Ranae 
Niven, (Master Professional Public Relations) 
created the overall plan and strategy, carried out 
tactical online marketing, social media sched-
uling, web content, branding briefs, online Stuff 
campaign bookings, MediaWorks and Tahu FM 
bookings and advertising script development. 
A full communications brief was supported and 
approved by Helen Leahy, Pouārahi, Chief Execu-
tive of Te Pūtahitanga o Te Waipounamu.

• Hui Facilitators: Contract Advisors facilitated 16 
hui around Te Waipounamu

• Video Presenters: Staff talent was used for Pro-
motional video and Tutorials - featuring Rongo 
Baker and Hikairo Te Hae reaching out to our 
rangatahi demographic

• ORA Live Q & A session: Featured Maania Farrar, 
Commissioning Manager along with Helen Leahy,  
Pouārahi CEO - supported by Hikairo Te Hae

• Ariki Creative: Filming/direction of promotional 
video and ‘How-To’ video tutorials

• Māui Studios: Website updates and technical 
requirements

• Jo Boylan: Design, Wave Nine branding for all 
channels, and ORA workbook
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In 2015 dog rescue, rehabilitation and rehoming organisation 
Husky Rescue NZ was struggling. It had almost zero income, 
was not registered as a charity, had no sponsors and no 
proper facilities. Demand for the service was growing faster 
than its founder could continue to fund from her own 
wages. The organisation seemed almost certain to flounder. 
Today it is a registered charity, has major sponsors, income 
supporting 2.5 staff and has just secured premises ideal for 
the charity’s work. A pro-bono public relations campaign 
played a crucial role in bringing about this success.

 ERIN JAMIESON, LEIGH HARRIS, STEVE ATTWOOD 
AND REBECCA DUNLAY, CONVERGENCE  
COMMUNICATIONS AND MARKETING

Rescuing Husky Rescue

SUSTAINED PUBLIC RELATIONS

HIGHLY
COMMENDED 

2019

PRINZ
AWARDS
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Background

In 2015, Husky Rescue NZ (HRNZ) was struggling. 
It had little income, was not a registered charity, 
had no sponsors, and no proper facilities. Demand 
for the service was growing faster than its founder, 
Michelle Attwood, could fund from her own wages. 
The food bill alone was taking almost all of Michelle’s 
discretionary income. The number of dogs coming 
in was creating other problems. The property wasn’t 
suitable and neighbours were complaining. In spite 
of the obvious need, the organisation was at risk of 
collapsing.

Michelle approached her father, a partner in  
Convergence Communications & Marketing. “What 
could PR do to help?”

Convergence took on HRNZ as a formal pro-bono 
client with four key objectives: Obtain major  
sponsorship, get the organisation registered as a 
charity, grow the individual donor base, and find it a 
suitable home.

A plan was devised to raise public awareness 
through news and social media, building the number 
of individual donors, and creating a climate where 
sponsors would be more attracted to the cause. 

Preliminary research

The need for HRNZ was already firmly established 
by the client. The breed was increasingly popular, 
especially because of the influence of the popu-
lar television series “Game of Thrones” - it seemed 
everyone wanted their own dire wolf, which is an 
animal that frequently appears on the show.

But there was a lack of public awareness of the 
particularly high demands of this breed. Cute ‘status 
dogs’ quickly became ‘problem dogs’ in the hands 
of inexperienced owners.

HRNZ’s and Convergence’s desk and phone re-
search showed huskies and similar Spitz breeds had 
a disproportionately high rate of being abandoned 
or surrendered to pounds. Council and SPCA dog 
pounds, veterinarians and others were increasingly 
contacting Michelle asking her to take dogs. Our 
research confirmed that huskies were considered 
one of the most difficult breeds to rehabilitate and 
rehome and the pounds were desperate for HRNZ to 
take dogs that would otherwise be put down.

With the need already established, Convergence 
concentrated on analyzing and researching ‘the 
competition’ and the opportunities.

Competition analysis focused on whether there were 
other dog rescue organisations competing for spon-
sor and public attention in this space. It was quickly 
established that while other breed-based rescue ser-
vices were well known – greyhounds and pit bulls for 
example – HRNZ was unique with its focus on husky 

and other Spitz breeds. The impact of the ‘Game of 
Thrones’ factor, was demonstrated as a unique chal-
lenge but also an opportunity for publicity.
Research of social and news media confirmed there 
was very little New Zealand-focused information on 
Spitz breed. What information was out there was 
passive; it could be found but no-one was  
promoting it. This pointed to an opportunity to 
promote HRNZ’s public education role, and raise its 
profile accordingly.

Objectives

Business Objectives:
• Secure at least one major sponsor to assist with 

food, shelter and veterinary costs.
• Become a registered charity.
• Have a reliable source of income to cover at least 

50% of expenses.
• Find suitable premises to grow the number of 

dogs able to be taken in.
• Grow volunteer numbers by 100% 

Communication and PR objectives:
• Raise HRNZ profile through news and social  

media (Achieve at least four media results on a 
major media platform in the first year; a  
minimum of two major media results yearly  
ongoing.

• Achieve a social media (Facebook) following of 
1000 within the first year and a reach of more 
than 5000 within the first two years.

• Use increased profile and PR business networks 
to identify a pro-bono or sponsored legal service 
to achieve charity registration.

• Research and identify potential sponsors with 
the aim of achieving at least 50% coverage of 
food costs (food sponsor in first year, others as 
opportunities become available).

• Use PR profile, Convergence network  
connections and negotiation/representation 
skills to find suitable premises (preferably  
sponsored and/or discounted) within three 
years.

• Use PR profile raising to help generate additional 
income, working with HRNZ to identify  
opportunities and prepare competitive proposals 
for the likes of huskies at events, husky cuddle 
days at universities, contracted display dogs at 
venues (e.g. Antarctic Centre and Christchurch 
Casino). 

Audiences 

Businesses
Businesses with a strong association with animals 
and animal welfare, particularly dogs, such as: pet-
food companies, veterinary companies, pet acces-
sories suppliers (collars, toys, beds, kennels etc).
Businesses targeted had to be perceived as ethical, 
credible, aligned to HRNZ values, and willing to be 
active participants, not just suppliers of cash and/or 
goods.
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Potential individual donors
People aged between 30 and 65 years with discre-
tionary income who will commit to regular dona-
tions to HRNZ. Using social media demographics to 
target dog lovers, animal welfare proponents, feel 
good factor donors, active social media users who 
would share their involvement/support.

Potential volunteers
Reaching out through news and social mediato 
reach people who care enough to donate time as 
dog walkers, groomers, etc. Targeting people who 
could not have their own dog but wanted the exer-
cise and fun of walking and caring for one, people 
with a desire to care in a practical way, people who 
would share their volunteer stories. Individuals and 
donors would be targeted through well publicized 
“Husky Day Out” family fun days. 

Messages

- Huskies and similar breeds are, proportionately, the 
most abandoned and surrendered dogs in New Zea-
land. Beautiful dogs are being destroyed because 
people don’t understand their needs.

- The Husky Rescue story is a rewarding cause to be 
associated with. Opportunities for active corporate 
good citizen participation, and ‘feel good’ visibility 
for your company and staff.

- No other dog charity competes in this space. The 
best opportunity to positively engage with ‘husky 
appeal’

- Huskies can be successfully and safely rehomed 
once rehabilitated and the new owners educated. 
Positive results are being achieved.

- Husky Rescue NZ can’t do this without you, 
sponsors, volunteers and donors are needed, a 
practical way to participate in a great story.

- People love huskies: safe, trained adorable huskies 
add value to your event.

Strategy

Our strategy centred on an integrated public 
relations campaign that used news media and social 
media to raise the profile of HRNZ to achieve 
sponsorship outcomes that would ensure the 
sustainability of the organization.

News media
We contacted a range of different media platforms, 
pitching the HRNZ story along with the key 
messages to ensure that awareness was achieved. 
We also offer pre-prepared media statements, high 
res photos, video, and high-quality audio visual 
interview opportunities. We pitched HRNZ as the
 ‘go-to voice’ on husky and wider dog-related issues 
such as back yard breeding, neutering, and 
understanding the breed before you buy.

Sponsorship
Prepared proposals and pitches to businesses identi-
fied as ideal sponsors for HRNZ. Proposals includ-
ed current and potential visibility opportunities, an 
analysis of audiences shared by HRNZ and potential 
sponsor, opportunities for active and public 
involvement. Convergence also assisted with the 
presentations.

Social media plan
Trained the client on effective social media strate-
gy, helping prepare shareable content and teaching 
skills on how to reward and retain followers. We also 
used news and social media to promote the annual 
“Husky Day Out”.

Charity registration
Research on what is needed to become a registered 
charity in New Zealand; preparing proposals to legal 
firms to achieve pro-bono and/or sponsored assis-
tance with the registration.

Income generation
Using news and social media to raise profile and cre-
ate awareness, we prepared proposals and key mes-
sages targeted at organisations that might want to, 
or benefit from, display huskies and similar events as 
part of their activity or for staff, student and patient 
(care giving) support.

Premises
Drawing upon the PR profile, we utilized our net-
works and proposal writing skills to identify and 
submit to potential sponsors to find HRNZ a suit-
able, long-term home at lowest possible cost. 

Implementation / tactics

This project was pro-bono and the entire campaign 
based on what could be achieved through free 
media and social networking. The value of donat-
ed Convergence time over the five-year period is 
estimated at $18,000 based on current charge-out 
rates.

Media pitching and engagement
Using Convergence’s media connections we pitched 
a series of stories about the issues HRNZ was 
dealing with. The ‘Game of Thrones’ factor was used 
to excite media attention. Before we could approach 
any potential sponsors it was vital to have some 
evidence of coverage and visibility in order to 
demonstrate this was an issue their customers cared 
about.

Social media plan
HRNZ was already active on social media but media 
coverage gave them a lot more stories to tell and 
videos to link to. Planned events and husky 
appearances were promoted via social media to 
achieve an increase in donations, volunteers and 
attendance.
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Sponsorship approaching
With some early media success and a rising 
Facebook and Instagram following, it became timely 
to reach out to potential sponsors, demonstrating 
that HRNZ was an organisation with broad 
public appeal and one that the customers of 
sponsors would get behind. Written proposals were 
sent to select potential sponsors followed by phone 
calls and personal contact.

Registering as a charity
A similar approach was taken to help HRNZ achieve 
charity status. Convergence used its writing and 
advocacy skills to prepare an initial draft, which the 
client amended and submitted for consideration. It 
became obvious that to succeed we needed legal 
advice, so our focus shifted to finding a legal 
services sponsor.

Creativity OR Problem solving

HRNZ was in a chicken or egg situation. It needed 
charity registration to make it more attractive to 
sponsors; but it lacked the means to generate the 
publicity. Also, the income from donations and event 
bookings (that would allow it to fund the legal and 
accounting advice required to establish a legally 
constructed HRNZ Trust and achieve charity status) 
was not coming through.

With no budget to spend, Michelle was relying on 
her own efforts by making personal and written 
contacts outside of her working hours. While she 
achieved some interest, no major sponsorship 
resulted.

Convergence solved this problem by utilising free 
news and social media to generate HRNZ presence, 
hooking into the animal welfare issue and the 
popularity of Game of Thrones to drive interest.

We also contributed organisational time and ideas 
to support Husky Day Out annual family days. These 
days were made possible almost entirely through 
the donated time of Convergence, Michelle and 
volunteers, supported by gold coin entry on the day 
and booth fees for participating businesses such as 
pet supply stores and dog trainers. These proved to 
be very popular and during the five years grew from 
a few dozen attendees to several hundred.

This was a classic back to basics communications 
and PR campaign. There was no money for adver-
tising or collateral. Basic PR done well utilsing free 
media proved to be the kickstart that put HRNZ on 
the map, securing major sponsorship even before 
charity status was secured.

Convergence also put its own reputation on the 
line, using its strong connections into the business 
community to provide assurance that HRNZ was a 
cause and an organisation worthy of their trust and 
investment. 

Results, Evaluation and Follow up 

It took five years and a steady, consistent approach, 
continuously looking for opportunities to re-tell the 
HRNZ story, but the results speak for themselves.

Sponsorship
As of January 2019 Husky Rescue has five official 
sponsors: Royal Canin, providing all dog food (val-
ue $33,000 pa). Tavendale and Partners law firm 
(formation of HR Trust, charity status and ongoing 
advice as required); Rhonda Stove photography 
(high quality individualized dog photos of every 
rescue animal for adoption promotions); Dodd and 
Associates Chartered Accountants and Convergence 
Communications in the ongoing role of PR provider. 
Numerous smaller sponsors come and go depend-
ing on the issue, the event and the need, but have 
included veterinary services, pet accessories and 
prizes for Husky Day Out. We are now campaigning 
for a major veterinary care sponsor.

Social media
After the first media outcome was achieved, social 
media following jumped from the low hundreds to 
5,000. As of end of February 2019, HRNZ has more 
than 12,000 followers on Facebook and has since 
created an Instagram account. Photography 
sponsorship has hugely increased the ‘cute factor’ 
on social media with photos of dogs for adoption 
being widely shared.

Registered charity
HRNZ became an official registered charity in 2017. 
New sponsorship and an increase in donations 
followed.

Media outcomes
From the commencement of Convergence’s sup-
port, HRNZ has received over 30 print and digital 
media outcomes and has appeared on all primary 
television and radio shows. News media is well aware 
of HRNZ’s positioning in the animal welfare debate. 
The charity has become a ‘go to’ for comment on 
issues such as back yard breeding, vaccinations, 
training and problem dogs, rehoming and adoption.

A new home
Targeted proposals coupled with real evidence of 
the HRNZ following, plus Convergence participating 
in the face-to-face pitch, saw HRNZ secure a 
long-term property lease with Fulton Hogan in 
November 2018. The charity is now sited at former 
horse stables ideally suited to their needs. Fulton 
Hogan’s sponsorship to ready the property for 
HRNZ occupancy (mainly in terms of erecting dog 
proof fencing) has a value of $30,000 and they have 
expressed interest in helping build HRNZ a race 
track, dog pool and other facilities.
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Reliable income
As a result of the fast growth in 
awareness of HRNZ, occasional 
husky days at the Internation-
al Antarctic Centre have turned 
into huskies being a permanent 
full-time attraction at the centre. 
Antarctic Centre surveys show the 
dogs are a major motivator for 
people to visit and are most highly 
rated in terms of positive visitor 
experience. The International 
Antarctic Centre contract is now 
a secure income for HRNZ sup-
porting 1.5 staff. Bookings for 
other events such as Canterbury 
University cuddle days have also 
increased. 

The future
A secure income, permanent staff, 
the ability for Michelle to work for HRNZ full time 
instead of having to hold down a job elsewhere, now 
means HRNZ can further expand its public educa-
tion, advocacy and community service objectives.

Dog safety/pet education visits to schools are 
planned; and a trial period with the New Zealand 
Armed Services has achieved positive results using 
huskies as ‘support companions” for service  
personnel suffering from post-traumatic stress 
disorder. Planning is underway to make this service 
a permanent contract to the Armed services on a 
partially paid, partially donated basis; 

‘Husky Rescue giving back.’

The charity is increasingly receiving inquiries for 
companion services for children with spectrum 
disorders, and/or intellectual disability, and for 
hospital and rest home visits.

Money is now also available to help develop 
resources for improved public education about
 husky breeds in an effort to reduce the number of 
these dogs being mis-treated, abandoned and 
surrendered. 

Acknowledgement of other 
communication disciplines

Securing official photographic sponsorship hugely 
improved the visual appeal of HRNZ’s social media 
presence. The very high quality studio finish of these 
images really makes the adoption gallery ‘pop’. 
We note also the significant radio, poster, billboard 
and collateral advertising produced by the Inter-
national Antarctic Centre. While primarily to raise 
awareness of the huskies as an attraction at the cen-
tre, these promotions have also supported aware-
ness of the charitable work of HRNZ.



72

www.prinz.org.nz


