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Marketing is about moving people. 
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Marketing is about moving people. 

Unfortunately for us marketers, moving people is a difficult task.

The things that shift people – feelings, habits and behaviours – 
largely happen unconsciously. 

Because of this unconscious thinking, we wanted to explore  
the validity of how traditional “behaviour change” campaigns  

are approached.  
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Why did we do it?
Because rapid change within New Zealand 
from a societal, ethnographic and diversity 
perspective over the last few decades has 
been huge. 

Throw ‘Covid’ in the mix and the 
probability of shifts in consumer 
behaviour is accelerated hugely.
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COVID-19 has made people reprioritise  
what matters and go back to base values.

When you are locked up in home you go back 
to base value sets. What’s important to your 
personal safety and your family’s wellbeing.

Obviously COVID was hard for people  
financially, they just wanted to know  
the facts about their financial state and  
how they could help.

FINANCE SAFETY HEALTH
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And that has meant a shift 
in consumer mindsets and 
restored trust in reputable 
brands and Government. 

In times of uncertainty we have REALLY 
seen the power of strong brand names. 
Established brand identities are one less 
thing to think about so people use them  
as a point of refuge and assurance.
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The quality of PSA 
advertising in NZ is 
highly regarded on  
the world stage.

The Public sector has been at 

the forefront of using behaviour 

change principles through 

marketing to shift the way that 

people think about large societal 

issues and challenges, resulting in 

strong messaging that has stuck 

in our memories.
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Through independent research with Dentsu,  
we embarked on a journey to understand the  

key ingredients that go into the most-effective  
social change campaigns.

Our research covered:

marketers within  
the public sector

media and  
creative agencies

consumers
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By testing this hypothesis, we developed a framework that can  
help the industry innovate into the future. You can also draw upon  

this framework when looking to change behaviours.

The hypothesis we wanted to test:
The formula for behaviour change marketing  
needs to evolve to shift the behaviours of the  

diverse audiences of NZ today.
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We set out to answer the following key questions:

Perception  
of PSAs

How do New Zealanders 
and specific communities 
perceive PSAs in general? 

And how do they react 
to different styles of 

campaigns?

Impact on 
behaviour

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?

Right  
moments

When is the ideal 
moment to be exposed 

to PSAs?

Sources of 
influence

Who would be the best 
type of people to deliver 

a message? Does that 
vary depending on the 

style of campaign?

Touchpoints

What are the ideal media 
channels to use for each 
style of campaign to be 
as influential as possible?
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Qualitative research: 
> Online qualitative research   

> 3-week online panel  
 to gather insights on  
 our hypothesis

Quantitative research:

Research approach

Online survey administered  
to New Zealanders aged 18-69 

>  n=942 respondents

> 15-minute survey

>  Sample recruited from external certified 
panels (Pure Profile and Dynata)

>  Sample boost to get a strong sub-sample 
of Maori, Pasifika, and New NZ

 
Fieldwork: June 2-20, 2021

Sample weighted by gender and age to be 
representative of the NZ adult population.  

Analysis on the overall sample and  
on key segments, including:

>  Maori (n=212)

> Pasifika (n=90)

> New NZ (n=203)

> Young NZ 18-34 (n=282)

> Men (n=426) vs. women (n=514)

APPLYING 
BEHAVIOURS 

(COMMUNITY)

SOCIAL 
PROOFING 

(MASS)

POSITIVITY

FEAR

Each respondent was randomly exposed to 3 of the  
4 quadrants below:

Each quadrant included two hero campaigns that respondents 
were exposed to before answering a series of questions

 MASS/POSITIVITY
 COMMUNITY/

POSITIVITY
 COMMUNITY/

FEAR  MASS/FEAR

©2021 TVNZ



Sample profile

Region

36%

13%

11%

7%

7%

6%

6%

Auckland

Wellington

Christchurch + Canterbury

Waikato

Bay of Plenty

Taranaki/Manawatu

Dunedin +…

Gisborne/Hawkes Bay

Marlborough/Nelson

Hamilton

Northland

Tasman/West Coast

4%

3%

3%

3%

1%

Age

33%

20%

20%

27%

18-34

35-44

45-54

55+

Ethnic background

57%

22%

9%

29%

NZ  
European...

Maori

Pacific  
Islander

Other e.g.,  
Asian,…

HH income

21%

19%

14%

31%

Under 50K

50K-75K

75K-100K

100K+

15%Prefer not  
to answer

Area

67%

23%

10%

Urban

Regional/ 
Outer Urban

Rural

Women

Gender

Men

Note: participants could identify with more than one ethnicity. 



Our research reviewed the audience you are looking to effect, the tone  
you use to move that audience as well as when the audience is targeted.

Storytelling on an 
emotional level can 

inspire action.

Communications which 
look to speak to the whole 
of the nation in regards to 

broad sweeping issues.

Communications that present 
an idealised behaviour in a 
positive light – encouraging 

adoption and replication of the 
behaviour showcased.

Developing a campaign 
lifecycle to vary messaging 

dependent on audience 
awareness.

Factual-based 
communications.

Communications targeted 
at specific communities 

which draw upon nuanced 
community insights and 

language techniques.

Communications that 
draw upon fear tactics 

to discourage a negative 
action or behaviour.

Reaction-based 
communication in order to 

show results now.

Emotional  vs rational tone Positive vs fear tone

Long vs short termMass vs community messaging
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COMMUNITY MASSAUDIENCE AUDIENCE

The future of 
behaviour change 
marketing in the 
New Zealand public 
sector is not a  
one-size-fits-all 
solution.

To be relevant, a dynamic 
and nuanced take is needed 
aimed at different segments 
of society.

POSITIVE

FEAR

T
O

N
E

T
O

N
E

Modelling a positive  
behaviour to encourage change  

within distinct communities.

Using fear to disrupt distinct  
communities’ behaviour.

Positively showing how  
change is possible for an issue  

of mass importance.

Provoking social change through 
fear and shock to make society 

aware of an issue of mass 
importance or to discourage 

undesirable behaviours or beliefs.
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COMMUNITY MASSAUDIENCE AUDIENCE

The future of 
behaviour change 
marketing in the 
New Zealand public 
sector is not a  
one-size-fits-all 
solution.

To be relevant, a dynamic 
and nuanced take is needed 
aimed at different segments 
of society.

POSITIVE

FEAR

T
O

N
E

T
O

N
E
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What we learned.
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Emotional vs 
rational tone

We tested 
emotional  
over rational 
arguments.

Rather than trying to convince 
people to shift behaviour with 
rational arguments, emotion is being 
seen as a way to inspire action.

Rational has never inspired people.  
If all behaviour change work was doing  
an education job anyone could do it.
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Positive vs fear in mass 
audience campaigns

Communications 
which look to 
speak to mass 
audience on broad 
sweeping issues.

POSITIVE

T
O

N
E

T
O

N
E

FEAR

COMMUNITY MASSAUDIENCE AUDIENCE

Contrasting  
mass positive  

vs.  
fear campaigns
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Positive vs fear in mass 
audience campaigns

Using fear can make 
large societal issues 
relevant to everyone.

Mass fear PSAs can make it feel like 
the issue or challenge is common to 
everyone and doesn’t discriminate. 

Agree Mass Fear 
campaigns are 

campaigns that speak 
to people like me.

Agree Mass Positive 
campaigns are 

campaigns that speak 
to people like me.

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Positive vs fear in mass 
audience campaigns

Using fear and shock tactics 
can stick in people’s minds 
for longer than messages 
promoting a positive behaviour.

Researchers say negative emotions 
like fear and sadness trigger increased 
activity in a part of the brain linked  
to memories. 

These emotionally charged memories 
are preserved in greater detail than 
happy or more neutral memories.

Agree Mass Fear 
campaigns are memorable.

Agree that Mass Positive 
campaigns are memorable.

This style of campaign is very memorable.  
I would remember that ad for a long time. 

(Survey question)

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Positive vs fear in mass 
audience campaigns

However, a positive tone 
can be more memorable 
for Māori and younger 
audiences. 

Mass Fear Mass Fear

Mass Positive Mass Positive

MĀORI 18-34

This style of campaign is very memorable.  
I would remember that ad for a long time. 

(Survey question)

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Positive vs fear in mass 
audience campaigns

Fear can be more effective at grabbing people’s 
attention, making them conscious of an issue and 
shocking them out of complacency. 

Fear campaigns are 
7% more effective than 
positive campaigns at 

making people conscious 
of an issue. 

The shock style 
definitely has the 
greater  impact.  
 Makes you confront 
things you don’t  want  
to see, hear or admit.” 
Martin, 50-70 yrs, NZ Euro, Otago

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Positive vs fear in mass 
audience campaigns

However, Māori and Pasifika 
messages are more 
relevant when behaviours 
are framed positively.

Mass Fear Mass Fear

Mass Positive Mass Positive

MĀORI PASIFIKA

This style of campaign is very memorable.  
I would remember that ad for a long time. 

(Survey question)

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Positive vs fear in mass 
audience campaigns

Māori and Pasifika are more inclined 
to change their behaviour when 
presented with positive behaviours 
to model themselves off. 

Shame and guilt can stigmatise the very  
groups the campaign intends to support.

Mass Fear Mass Fear

Mass Positive Mass Positive

MĀORI PASIFIKA

I would be more likely to change my behaviour  
or take action after seeing this type of campaign  

(if the issue applies to my situation). 

(Survey question)

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Positive vs fear in mass 
audience campaigns

Empowering people to act positively 
can be more successful than creating 
fear through showing and reinforcing 
negative behaviours.

Social marketing’s focus must extend 
beyond reducing negative behaviours 
and emphasise the adoption of positive 
behaviours. We must model new ideal 
behaviours as it’s more powerful than the 
shaming of bad ones.

©2021 TVNZ

Behaviour Change Study, Qual, Dentsu & TVNZ, 2021.



Positive vs fear in mass 
audience campaigns

Mass Fear: shocking,  
worst-possible scenario,  
severe threat.

The shocking ads have immediate impact. It makes  
you think ‘what if’ that happened to me.
Rebecca, 50-70 yrs, BoP

What made these campaigns successful?

58%

56%

41%

35%

32%

29%

19%

The message was simple

The story was authentic and believable

The shocking nature of the ad

The ad made me self-reflect on the social issue

The ad told me specifically what I could do

I could relate to the characters in the ad

The ad made me want to talk about the social...

©2021 TVNZ
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Positive vs fear in mass 
audience campaigns

Mass Positive: humour, 
catchy colloquialisms, serious 
issues in a positive light. 

I would say humour has been used really  well in drink driving 
advertising.  I have  actually referenced  the ‘ghost chips’ ad  to a  
friend to stop them from drinking and  driving.

Jachine, 18-29 yrs, Wellington

What made these campaigns successful?

62%

53%

39%

36%

33%

33%

19%

The message was simple

The story was authentic and believable

The ad made me self-reflect on the social issue

The humour made the ad memorable

The ad told me specifically what I could do

I could relate to the characters in the ad

The ad made me want to talk about the social...
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Communications 
targeted at specific 
communities which 
draw upon nuanced 
community insights 
and language 
techniques.

POSITIVE

T
O

N
E

T
O

N
E

FEAR

COMMUNITY MASSAUDIENCE AUDIENCE

Contrasting 
community-based 

campaigns

Positive vs fear in community 
audience campaigns
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As with mass fear campaigns, 
community fear-based 
campaigns are more 
memorable than positive ones. 

This style of campaign is very memorable.  
I would remember that ad for a long time. 

(Survey question)

Positive vs fear in community 
audience campaigns

Agree Community  
Fear campaigns are 

memorable.

Agree that Community 
Positive campaigns  

are memorable. 

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Community Fear  
campaigns also resonate  
more than Community  
Positive campaigns. 

Positive vs fear in community 
audience campaigns

This style of campaign speaks to people like me. 
(Survey question)

Agree Community  
Fear campaigns are for 

people like them.

Agree Community  
Positive campaigns are  
for people like them. 

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



And the same as with mass 
fear-based campaigns, clearly 
articulated threats in community 
fear campaigns raise more 
awareness of an issue.

Community Fear 
messaging is 8% more 

effective at making 
people conscious of 

an issue than positive 
messaging.

Positive vs fear in community 
audience campaigns

This style of campaign makes me more 
conscious about the issues raised. 

(Survey question)

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Community Fear: sense of 
being told off, isolating, humour 
mitigates condemnation. 

Using humour in a PSA can lighten the mood and if it’s 
done right it will help people remember the message 
better. PSAs with humour that is unique and likeable  
have the added upside of being shared with others on 
social media, maybe even going viral!
Mike, 40-49 yrs, NZ Euro, BoP

What made these campaigns successful?

61%

47%

34%

29%

26%

24%

24%

The message was simple

The story was authentic and believable

The humour made the ad memorable

The ad made me self-reflect on the social issue

The ad told me specifically what I could do

I could relate to the characters in the ad

The shocking nature of the ad

Positive vs fear in community 
audience campaigns
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Community Positive: relatable, 
authentic characters, 
portraying tangible solutions.

At first, you can broadcast big ideas to get  people’s 
attention, but  to carry out certain  actions, you need  
them to be specific.
Brad, 30-49 yrs, Hamilton

What made these campaigns successful?

63%

41%

33%

31%

31%

25%

The message was simple

The story was authentic and believable

The ad told me specifically what I could do

The humour made the ad memorable

The ad made me self-reflect on the social issue

I could relate to the characters in the ad

Positive vs fear in community 
audience campaigns
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And again, like 
with Mass Positive 
campaigns, Community 
Positive messaging is 
particularly powerful 
amongst Māori  
and Pasifika. 

Positive vs fear in community 
audience campaigns

I would be more likely to change my behaviour  
or take action after seeing this type of campaign  

(if the issue applies to my situation). 
(Survey question)

Audience Base  
Community 

Positive.

Māori 
Community  

Positive.

Pasifika 
Community  

Positive.

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Putting control of the issue 
into the individual’s hands – 
and offering solutions – can be 
a more effective way to stop 
undesirable actions. 

I personally believe presenting positive  solutions provokes 
behavioural changes  more than fear  for the reason that  it not 
only  provides tools to make the necessary  changes,  they  tend  
to make you feel like you  can make a change.

Chris, 30-49 yrs, Euro, Auckland

Positive vs fear in community 
audience campaigns

Agree Community Positive 
campaigns are effective at 

stopping undesirable actions.

Agree Community Fear  
campaigns are effective at 

stopping undesirable behaviours.

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Positive vs fear in community 
audience campaigns

Programmes should 
be designed from 
communities for 
communities.

We purposely designed our program 
like it was provided by the people for the 
people – they are the catalyst for change 
and we use them as the vehicle.

The messenger behind the campaign, 
it’s better off coming from people like 
us. How are everyday people evoking 
behaviour change. Coming from 
authority isn’t that effective.

©2021 TVNZ

Behaviour Change Study, Qual, Dentsu & TVNZ, 2021.



Positive vs fear in community 
audience campaigns

An example in action: 

It’s Not OK –  
fear campaign messaging 

But it is OK to Ask for Help –  
solution-based positive messaging

©2021 TVNZ



Long-term vs short-term 
communications cycles

Because activation can produce strong, immediate uplifts in desired actions it can  
be difficult to convince senior management to reduce spend in this area and  

invest in longer-term, brand-building media where the effects on organisational 
performance are slower to build but can ultimately be significantly bigger.

Government agencies are constantly having to 
balance long-term thinking with demonstrating 

short-term impact through social change advertising.

©2021 TVNZ



P E T E R  F I E L D L E S  B I N E T

Long-term vs short-term 
communications cycles

In a review of more than 1,000 case studies, brands that 
achieved the best business outcomes balanced short-term 

activation with long-term brand building.

The perfect balance of brand vs activation advertising  
across all categories is proven to be 60:40.

©2021 TVNZ
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Different styles of campaigns 
will work at different times 
depending on an audience’s 
awareness and prioritisation 
of an issue – not the style of 
advertising, eg fear vs positive.

A long-term approach is needed to catch people in different 
parts of the campaign cycle.

Knowledge Limited awareness Moderate awareness Fully aware of the issue 

Thinking “ I need the facts on  
this new topic or 
possible threat.”

“ I’m semi conscious  
of the issue, but it’s  
out of sight/out of  
mind for me.”

“ I’m aware of the issue, 
but change feels hard 
and out of reach.”

Feeling Captivated/ Engaged Oblivious/Complacent Overwhelmed/Fatigued

Appetite for change Strong Moderate Low

Role for comms Provide people with the 
information to
about the societal issue.

people out  
of complacency.

Show how change  
is possible through 
positive .

LEARN

JOLT

NUDGE

Long-term vs short-term 
communications cycles
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The framework:
LEARN
JOLT
NUDGE
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LEARN
>  People need facts when there  

is a matter of emergency or  

unknown threat.

>  Use facts with fear to generate  

immediate awareness.

>  Examples: tsunami warnings,  

COVID-19 and Immunisations and  

Stroke Fast campaigns.

“ If the subject is  really important like Covid, 
or  the earthquake warnings  for example,  
I just  need the facts with clear information 
on what  to do.”  
 
Anna, 30-49 yrs. Chinese, Akld

©2021 TVNZ
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JOLT
>  Effective when people are aware  

of an issue but are indifferent or  
feel separated. 

>  Worst-case scenarios confront and  
jolt people out of complacency. 

>  Real-life fear scenarios make connect 
and conscious of an issue.      

>  Examples: domestic violence and 
speeding consequences campaigns.

“ The shock style definitely has the 
greater  impact.  Makes you confront things 
you  don’t  want to see, hear or admit.   
They are  more  likely to change behaviours 
because they can  show people how they  
act/appear to others.”  
 
Martin, 50-70 yrs, NZ Euro, Otago

LEARN

“ If the subject is  really important like Covid, 
or  the earthquake warnings  for example,  
I just  need the facts with clear information 
on what  to do.”  
 
Anna, 30-49 yrs. Chinese, Akld

>  People need facts when there  

is a matter of emergency or  

unknown threat.

>  Use facts with fear to generate  

immediate awareness.

>  Examples: tsunami warnings,  

COVID-19 and Immunisations and  

Stroke Fast campaigns.
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LEARN JOLT NUDGE
>  Effective when people are aware  

of an issue but are indifferent or  
feel separated. 

>  Worst-case scenarios confront and  
jolt people out of complacency. 

>  Real-life fear scenarios make connect 
and conscious of an issue.      

>  Examples: domestic violence and 
speeding consequences campaigns.

>  Used when people are aware of an issue 
but have succumbed to ‘fear fatigue’. 

>  Involves positive behaviour modelling.

>  Isn’t about condemning nor prohibiting  
a certain action. It’s about working with 
context and demonstrating how positive 
choices result in positive outcomes.

“ If the subject is  really important like Covid, 
or  the earthquake warnings  for example,  
I just  need the facts with clear information 
on what  to do.”  
 
Anna, 30-49 yrs. Chinese, Akld

“ The shock style definitely has the 
greater  impact.  Makes you confront things 
you  don’t  want to see, hear or admit.   
They are  more  likely to change behaviours 
because they can  show people how they  
act/appear to others.”  
 
Martin, 50-70 yrs, NZ Euro, Otago

“ I don’t like being condemned for my actions. 
It’s not helping. If anything you’ll only 
annoy people. I believe change can happen 
when ads provide proactive, positive 
solutions to emulate.”  
 
Mike, 40-49 yrs, NZ Euro, BoP

>  People need facts when there  

is a matter of emergency or  

unknown threat.

>  Use facts with fear to generate  

immediate awareness.

>  Examples: tsunami warnings,  

COVID-19 and Immunisations and  

Stroke Fast campaigns.

©2021 TVNZ
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57%
Agree presenting new  
facts/data can be an 
effective way to make  
them conscious of an 
existing social issue.

63%
Think a factual/rational 
approach is important  
to communicate new  

societal issues.

+22%
Agree positivity can  
be more effective than  
fear to stop undesirable 
actions long term.

80% 
Agree fear can be  

effective in making  
them more conscious  

of an issue. 
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Marketing is fundamentally about understanding  
people, how they think, what they respond to.

Neocortex
This is the top layer of the cerebral cortex and 
where sensory perception happens. It also plays 
a key role in memory and learning. 

Hippocampus
Plays a major role in learning and in the formation, 
organisation and storage of new memories.

Limbic System
This is fundamentally our emotional brain where 
a whole lot of decision making goes on including 
what we choose to buy.

Thalamus
The gatekeeper that sorts through all the incoming 
information and decides where it should go. 

Neuroplasticity
This is what builds habits.

Amygdala
This is the quick response part of the system:  
it stores information related to risk and reward, 
pushing us toward the rewards and away from  
the risks.

©2021 TVNZ



Habits are a big part of our 
everyday life because they 
make life easier and as such 
they’re a big target for 
marketers… we buy brands 
out of habit… we do things 
a certain way out of habit… 
we go to certain places out 
of habit.

For anything to become a habit – that is something which 
is hard-wired in – we need all four of these behaviours to 

happen to form the Habit Loop:

The  
Habit  
Loop

A cue...

That creates a 
need/craving…

That triggers a 
response...

And finally 
a reward.

CUE

RESPONSE

REWARD CRAVING

©2021 TVNZ



The way information is channelled and  
processed through the brain can be different for  

different people, which is why the same issue presented  
in different ways can elicit different responses. 

If you want to know more about what might be going  

on in the brain in response to some of these campaigns,  

check out Nigel Latta’s take on Forecast 8 at [link to video].

©2021 TVNZ



LEARN JOLT NUDGELet’s see the framework in action.
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A look at the media mix.
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Note: full channel mix was provided.  
The top-four channels are shown here. 

= MOST EFFECTIVE CHANNEL

= LEAST EFFECTIVE CHANNEL

TV was most effective at  
communicating across all audiences.

TV programmes

TV programmes

Online ads

Online ads

Social media

Social media

TV ads are more effective 
at a communicating to  
a mass audience while  
TV programmes have 
greater resonance at a 
community level.  

TV ads

TV ads

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.
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TV and Social Media worked well together,  

particularly for Pasifika and younger audiences. 

TV programmes

TV programmes

TV programmes

TV programmes

Online ads

Online ads

Online ads

Online ads

Social media

Social media

Social media

Social media

Māori and new New 
Zealanders prefer 
traditional approaches  
to PSA deployment,  
i.e TV ads.

TV ads

TV ads

TV ads

TV ads
Note: full channel mix was provided.  
The top-four channels are shown here. 

= MOST EFFECTIVE CHANNEL

= LEAST EFFECTIVE CHANNEL

Behaviour Change Study, Quant, Dentsu & TVNZ, 2021.



Get media working together  
to maximise effectiveness.

Tailor different campaign creative with the 
same message to the relevant platform.
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Beyond advertising:  
the opportunity for your  
brand could lie in ‘Edutainment’ 
or creating content that aligns  
with the message of a show.

‘Edutainment’ media shows 
containing social messages are 
a powerful mass-media format 
for changing behaviour, by 
offering positive and relatable 
role models.
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Behaviour Change Study, Qual, Dentsu & TVNZ, 2021.



Food for 
thought

(and remembering the basics).
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Government agencies are employing 
fundamental brand-building principles  
well to be effective in the long term.

We’ve purposefully designed 
our program like a ‘brand,’ 
taking principles like 
distinctive assets, language and 
mnemonics to build a consistent 
framework for taking our 
initiatives to market.

They’ve shifted from disparate campaigns  
to a holistic-program approach and recognised 
that brand building principles can be applied  
to communicating their campaigns: 

©2021 TVNZ

Behaviour Change Study, Qual, Dentsu & TVNZ, 2021.



Remember the fundamentals  
of brand building principles 
(list of the 8 that you guys already know).

standout stake  
your  
claim

find the 
audience 
insight

keep  
your  

promise

get  
emotional

engage 
internally

time,  
stick  

with it

start a 
dialogue



As we’ve talked about, the rapid changes 
over the last year have impacted what’s 
important to people when they look at 
brands generally. At times like these,  
people turn to trusted, reputable brands. 

In times of uncertainty we have REALLY 
seen the power of strong brand names. 
Established brand identities are one less 
thing to think about so people use them as  
a point of refuge and assurance.
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Les Binet and Peter Field have shown that emotional 
campaigns are more effective on almost all business 
metrics, especially long term.

P E T E R  F I E L D

L E S  B I N E T

©2021 TVNZ

Source: Les Binet and Peter Field, The Long and the Short of It, IPA, (Figures 18).

The longer the time frame the more emotions drive profit

% reporting very large profit growth

23%
27%

23%

13%

43%

21%

Rational

Combined

Emotional

1-2 years 3+ years

Campaign duration



In the same way Government agencies  
target communities, the tighter the  

demographic target, the more chance  
you get to be innovative. 
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Create a long-term campaign cycle  
and adapt your messaging for  

different mindsets and brand awareness.
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To recap...
To have the best chance of shifting the behaviours of the diverse 

audiences of NZ today remember these tips:

Emotion inspires action.  
One tactical ad isn’t  
going to do the trick.

 Audiences are nuanced; 
approach them in  
a nuanced way.

Consider your messaging 
lifecycle, eg Learn/Jolt/Nudge.  

A different message at a  
different time could create a  

penny drop moment.

Use distinctive brand  
assets consistently.
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 Because we’re all human, we 
all react in different ways to 
different messages and as 
marketers we can’t lose sight of 
that. So, if you take a long-term, 
multifaceted approach to your 
advertising, your brand stands a 
greater chance of success.

Get out there
and engage!
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Thank you FORECAST 8


