




Why do some ads become 
ingrained within our culture 
and cultivate positive, 
enduring behaviour change?  



Talent?Narrative? Tone?

Is it the:



Like you,
we were curious.













Our Study:
With our partner Dentsu, we wished to 
understand how to optimise behaviour 
change campaigns for the public sector.





MASS SOCIAL CHANGE

Communications which look to 
speak to the whole of the nation in 
regards to broad sweeping issues. 

COMMUNITY BEHAVIOUR CHANGE

Communications targeted at specific 
communities which draw upon nuanced 
community insights and language 
techniques.   
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POSITIVITY 

Communications that present an 
idealised behaviour in a positive 
light - encouraging adoption and 
replication of the behaviour 
showcased. 

FEAR

Communications that draw 
upon fear tactics to discourage 
a negative action or behaviour. 

Behaviour change 
market is comprised of 
two axes: the audience 
you are looking effect
and the tone in which 
you use to move that 
audience  
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These four quadrants served as the foundation to our study. 
Enabling us to cross examine efficacy of messaging across each. 

Using fear to disrupt distinct communities' behaviour

Provoking social change through fear and shock to 
make society aware of an issue of mass importance or
to discourage undesirable behaviours or beliefs

Positively showing how change is possible for an 
issue of mass importance

Modelling a positive behaviour to encourage 
change within distinct communities



Online Qualitative research
3 week online panel to
gather insights on our
hypothesis.



GENDER AGE REGION

ETHNIC BACKGROUND HH INCOME AREA

49%

51%

Male Female 27%

21%

20%

33%

55 +

45-54

35-44

18-34

29%

9%

22%

57%

Other (e.g.,
Asian,…

Pacific
Islander

Maori

NZ
European…

15%

31%

14%

19%

21%

Prefer not
to answer

100K +

75K-100K

50K-75K

Under
50K

68%

23%

10%

Urban Regional / Outer Urban Rural

1%
3%
3%
3%
4%
6%
6%
7%
7%

11%
13%

37%

Tasman/West Coast

Northland

Hamilton

Marlborough/Nelson

Gisborne/Hawkes Bay

Dunedin +…

Bay of Plenty

Waikato

Taranaki/Manawatu

Christchurch + Canterbury

Wellington

Auckland

Sample profile



Research Objectives
This phase was designed to answer the following key questions:

How does each style 
have an impact on 

attitudes and 
behaviour? Which 

ones are more likely 
to drive change and 

does this vary for 
some communities?

Impact on 
behaviour

How do New 
Zealanders and 

specific 
communities 

perceive PSAs in 
general? And how 
do they react to 

different styles of 
campaigns?

Perception 
of PSAs

When is the ideal 
moment to be 

exposed to PSAs?

Right moments Touchpoints

What are the ideal media 
channels to use for each 
style of campaign to be 
as influential as possible?



What was interesting
from the research we did is that...

Not all messaging is equal



As we share our most recent findings in regards
to behaviour change marketing and demonstrate 
how not all messaging is made equal.

And the efficacy of the messaging deployed 
must be considered within certain frameworks and 
contexts to be successful and truly move people.

JOIN US


