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INTRODUCTION

When the current series of television mini-documentaries, produced as part of the office of the Retirement Commissioner's public education and information programme, finished on 1 October 1996, more than two million people had seen at least one of the three-minute "documentaries," and more than 130,000 copies of the booklet "Welcome to your Retirement" had been distributed.

For all those involved in the development of the television campaign, it was a success. This paper discussed the "Welcome to your Retirement" campaign, why it was developed, its objectives, its goals, and the evaluation measures used to gauge its success. It concludes with a discussion of the advantages and disadvantages in such a campaign, and prospects for the future.

Before discussing the campaign proper, it will be helpful to describe briefly the history of retirement income policies in New Zealand.

a short history of retirement income policies

In new zealand

Over the years, retirement income policy has consistently attracted heated debate and controversy. Politicians have pursued the elderly vote relentlessly, all the while decrying the use of superannuation as a "political football." The result has been a public grown weary of constant shifts in policy and unwilling to commit to long-term savings plans for fear of future changes.

And changes there have been. Many of the older generation will remember the "1/6 in the pound" social security tax levied in the forties, fifties and sixties. This was set aside in a separate fund for paying social security benefits, public pensions and health benefits; however, it never met the actual cost of these benefits and the fund was continually supplemented from other tax revenue. From 1975, there was a short-lived compulsory scheme, based on employer and employee contributions, which was ultimately intended largely to replace public pensions. A change in government in 1975 brought new policies, and from 1977 we had a universal pension tied to the average wage. Existing tax concessions for voluntary retirement savings were continued, but were removed in 1990. In 1985 a taxation surcharge on income additional to the public pension was introduced.

Two Royal Commissions, in 1972 and 1988, have made recommendations about retirement income policies. In October 1991, the National Government appointed a Task Force on Private Provision for Retirement, commonly called "The Todd Task Force".

the todd task force

The Task Force comprised both public officials and private sector members, and was appointed to "report on policy options to encourage greater self-reliance of retired people" (1991:10).

Four broad principles were identified by the Government to be used by the Task Force when considering what policies could be implemented. They were:

· encouragement of greater financial self-reliance of retired people;

· promotion of inter-generational equity;

· promotion of economic efficiency in resource allocation; and

· promotion of fiscal sustainability.

The Task Force presented its final report over a year later in December 1992 and unanimously recommended:

· improved voluntary private provision; and

· its integration with continuing public provision paid on an income-tested basis; plus

· agreed rules for reviewing the preferred regime every six years; reinforced by

· public and political consensus and a much improved public understanding of retirement provision issues (1992b:11).

The Task Force was adamant that the recommendations were not a maintenance of the status quo but formed the basis of a new enhanced voluntary option.

As part of the new regime, the Task Force recommended the establishment of the office of Retirement Commissioner, a key function being the encouragement of "private retirement provision through [a] continuing programme of public education and information to individuals, employers and others" (1992b:93). The Commissioner would be responsible for "information gathering, research and analysis" (ibid:93) to enable a clear picture to be formed of the issues and trends regarding retirement savings behaviour. The Retirement Commissioner would also take part in the six-yearly review of retirement income policies (the first of which is due by the end of 1997
).

The Todd Task Force report was used as a basis for talks on retirement income issues between three of the major parliamentary political parties. The talks started in early 1993 and led to the signing of the multi-party Accord on Retirement Income Policies in August of that year.

the multi-party accord on retirement income policies

The Alliance, Labour and National parties were the original signatories to the Accord and the United New Zealand party signed up in 1995.

The Accord represented a historic moment in New Zealand politics, the Prime Minister commenting that "outside of wartime, [it] is the first time a New Zealand multi-party parliamentary grouping has joined forces to work towards an agreement which will ultimately be written into legislation".

The purpose of the Accord is to achieve consensus on retirement income policies so that people can plan with certainty for and during their retirement. While people should be encouraged to save for their retirement, they should not be compelled by law, or given tax incentives, to do so. Retirement income will continue to be provided in an integrated way from both private savings and from public funds. (Accord 1993:1)

Parliament acted to enshrine the principles contained in the Accord, and to establish the Office of the Retirement Commissioner, by passing the Retirement Income Act 1993. The section of this Act relevant to the development of the education and information programme is section 6(a): "To develop and promote methods of improving the effectiveness of the retirement income policies from time to time implemented by the Government in New Zealand, which function shall include promoting education about retirement income issues and publishing information about such issues" (emphasis added).

DEVELOPMENT AND IMPLEMENTATION OF THE PUBLIC EDUCATION

AND INFORMATION PROGRAMME

To promote education about retirement income issues, effectively, research was required. Publicly available research on savings attitudes and behaviour at an individual level, let alone retirement savings specifically, was minimal. Getting such information became the first priority for the office. MRL Research Group was commissioned to undertake a quantitative survey into New Zealanders' savings attitudes and behaviour.

This was completed in July 1995 and revealed some useful facts. It showed, interestingly, that there was already a very high awareness of the need to save (85 per cent agreeing that it was important to make private provision for retirement). The survey also showed that many people had very little idea about how to plan for their retirement: what expenses they may face, how to calculate how much they would need, where to go for advice, and so on. (MRL Research 1995).

In a media statement made in July 1995, the Retirement Commissioner commented that "the research results will help us develop a programme focused on the information needs of New Zealanders. It will be comprehensive and will give people the knowledge and skills to enable them to plan effectively for their retirement."

In addition to providing information on people's savings attitudes and behaviour, the research provided other information critical to the development of any proposed public education programme: a segmentation analysis dividing New Zealanders into target groups with particular information needs. This analysis confirmed that there were large sections of society that could benefit from basic information on retirement planning. The target groups were defined psycho-graphically, that is, according to beliefs and attitudes, rather than according to demographics.

Once the research was analysed, showing the broad characteristics of each of the target groups, a case could then confidently be put to both Government and the financial services industry for a comprehensive public education programme, which would use television in a unique and innovative way.

The objective of the education and information programme was to increase public knowledge and understanding about retirement planning issues, and about how to prepare financially for retirement. An important proviso was that nothing that was done should alienate or scare those who could not presently save.

The aims of the education and information programme were to:

· ensure that New Zealanders understood the retirement income policies as set out in the Accord and, in particular, were aware of the benefits of supplementing New Zealand Superannuation with private voluntary savings;

· upgrade New Zealanders' skills in increasing their net worth; and

· inform New Zealanders about how to obtain advice on debt reduction, savings and investment issues and on how to select between competing providers and products.

The broad objective and core aims of the education and information programme were established with the aid of research and following wide consultation. The decision to develop a mass media programme was arrived at after the consultation process, supported by the initial research.

Various communications methods were canvassed: direct mail campaigns; use of existing government and private sector distribution channels; speaking programmes; and so on. But it quickly became clear that all these methods could only provide an additional, supportive function, and that to ensure target audiences were reached effectively, a television campaign was the only option.

The decision process followed a logical path, by working sequentially through a number of issues and finding appropriate solutions:

· What did New Zealanders know about planning for retirement?

Research indicated that many people were unsure of the issues and wanted independent, practical information.

· How should that information be communicated?

By developing a booklet containing as much information as possible.

· How should people be told about the booklet?

By using media to highlight the issues in planning for retirement, and to inform people that a booklet was available to help them plan.

· How can that message be conveyed to as many people as possible?

By means of a mass media programme.

Television was chosen as the principal medium for delivering the messages for both strategic and practical reasons. Strategically, to be effective the education programme had to speak to all New Zealanders. This was to avoid any misperception that the programme was relevant only to those people who could afford to save. The Office's role was to raise awareness, educate, and inform, rather than promote savings per se. The programme had to recognise the importance of debt reduction, and increasing overall net worth. Short-term goals focusing particularly on reduction of debt may be easier for some people to aspire to and achieve, rather than longer-term retirement goals. These would be useful steps so long as they contributed, in the longer term, to retirement income.

Television offered the most cost-effective way of reaching a large audience reasonably quickly. It could generate an immediate "call to action" through the use of an 0800 number, and allowed specific audiences to be target through careful programme selection.

The participation of both Government and private sector companies
 distinguished this programme from many other public education, or social marketing, programmes run by government organisations such as the land Transport Safety Authority, the Employment Service, and the Children, Young Persons and their Families Service. All these previous examples were purely government-funded even though, in many cases, there would be private sector benefits. The distinguishing feature of the "Welcome to your Retirement" campaign is that "the industry" is more easily defined and the campaign offered them clear advantages.

The development of a high profile television campaign, with spin-off effects for companies that contributed towards costs, helped to secure industry funding. It was stipulated to the companies that participated, however, that they could have no control over programme development or content. For the television campaign to be effective, it was very important for the independence and impartiality of the Office to be maintained in the eyes of the public.

The television campaign consisted of a series of documentary-style television commercials. Six different documentaries were produced (plus a series aimed at people receiving tax cuts), each featuring real people in real-life situations. The advice that was received suggested that, if the programme was to be effective in raising awareness, the television items needed to bring retirement planning down to a level that most New Zealanders could identify with. People had to be able to identify with what they were seeing on television, to know that they were watching real people and not actors reading a script.

The aim was to get people talking, and thinking, about their own circumstances and the issues they may be facing. After the documentaries (usually in the following ad-break), follow-up "resolves" (shorter 45-second ads) restated the main messages and invited people to ring an 0800 number to request a free booklet which contained further information. Each documentary conveyed a different message about retirement planning, and emphasised a different aspect of the booklet. Booklets were also distributed free through the ten "support companies", Citizens Advice Bureaux and Te Puni Kokiri.

how the campaign fitted in with other initiatives

The television component of the education and information programme was always regarded as just one part, albeit a vital part, of the overall communications strategy. The difficulty with achieving the office's objective for the television campaign was that planning for retirement is not a simple subject. The television campaign was not designed simply to get people saving, it was more concerned with getting people to think about their own circumstances, the issues they were facing and the type of goals they might want to set for example what type of lifestyle they wanted, where they would live, what their expenses could be, and how much money they may need to fund a particular lifestyle.

The communications strategy incorporated a number of other initiatives which both supported and built on issues raised by the television documentaries. The communications strategy comprised:

· the television documentaries, and specific media activities, such as launches, media kits, and interviews, to introduce each documentary, focusing on the people featured, the main messages to be communicated, underlying assumptions and so on;

· a schools programme targeted at senior secondary students;

· a workplace programme;

· collaboration with government departments such as Te Puni Kokiri, and Ministry of Women's Affairs.

· speaking engagements by the Retirement Commissioner around the country with a variety of audiences;

· a planned programme of media releases announcing the development of the programme, its objectives and goals, funding arrangements and research findings;

· articles for various print media, including newspapers, magazines, and industry publications, that discussed research findings, the need for an on-going education and information programme, and the programme's objectives;

· syndicated articles targeted at specific newspapers, especially provincial papers;

· regular interviews with media'

· briefings with key media and opinion leaders; and

· media liaison to ensure retirement issues were kept in the minds of journalists and commentators, and therefore in front of the public.

The schools programme was also seen as integral to achievement of the overall programme objectives. The office was conscious of the fact that bringing about long-terms changes in the savings attitudes and behaviours of New Zealanders was dependent on educating younger generations about the benefits of developing financial goals, and encouraging them to become familiar with financial concepts. The schools programme is currently being developed by the Enterprise New Zealand Trust. The workplace programmed, aimed at encouraging employers to establish some form of retirement income planning or education programme for their employees, is currently being developed and will be implemented in 1997.

Research findings were important in maintaining interest in both the Office of the Retirement Commissioner and retirement income issues. The research programme was also important in addressing issues that hitherto had been the subject of much debate, but on which there had been little prior research. Research into the fiscal impacts of New Zealand's ageing population, commissioned from NZIER (1995)
, is a case in point.

EVALUATION AND EFFECTIVENESS MEASURES

The July 1995 research conducted by MRL Research Group provided the information needed to develop the education and information programme. This research established benchmarks against which future changes in attitudes and behaviour towards private provision for retirement could be measured. In April 1996 MRL conducted a follow-up survey to assess attitudes and behaviour immediately prior to the launch of the television campaign. A further follow-up survey was carried out in October 1996.

A range of measures were needed to track the performance and effectiveness of the education and information programme. These measures were also useful in fine-turning the programme, and identifying areas that needed further emphasis and areas where messages were not getting through. These measures included:

· a count of the total number of people who rang the 0800 number;

· a survey of those who had rung the 0800 number for a booklet on their responses to the booklet;

· a survey of financial intermediaries who had access to the booklet; and

· analysis of the "reach" of the television documentaries, i.e. how many saw the documentaries and how often they had done so.

Table 1 sets out some of the benchmarks, and achievements for the television campaign.

Table 1 Achievements of the "Welcome to your Retirement" Campaign

	Benchmark
	June 1995
	April 1996
	October 1996

	Awareness of the Retirement Commissioner
	15%
	19%
	35%

	Awareness of the education and information programme
	0%
	6%
	25%

	Awareness of the Accord
	28%
	36%
	40%

	Total potential audience who had seen documentaries
	0%
	0%
	70%

	Satisfaction with the booklet
	0%
	0%
	84%


Overall, the Office is satisfied with the effectiveness of the education and information programme, given that it has been running for only six months, although there is room for improvement.

When looking at changes in retirement savings behaviour, targets were exceeded across most benchmarks:

· the number of people who intended to start a plan in the next 12 months:


target=3%;

achieved level=8%;

· the number of people intending to increase their existing provision in the next 12 months:


target=10%;

achieved level=15%;

· the number of people who started a retirement plan in the last 12 months:

target=3%;

achieved level=8%.

The Office did not set itself specific objectives relating to overall increases in the level of retirement savings. Quite apart from the difficulty of assessing exactly what constituted "retirement savings", (individuals make provision for retirement in different ways, for instance not everyone would classify investment in a small business, further education or debt reduction as retirement provision, although these activities may make significant contributions towards this), it would also be hard to measure how many increase in savings per se could be directly attributable to the actions of the Office (as opposed to, for instance, the increased advertising activity of financial services institutions.

One of the most important roles of the Office of the Retirement Commissioner is to educate and inform New Zealanders about relevant retirement income policies, and the personal choices which result from those policies. It is for New Zealanders to decide how, if at all, they should supplement New Zealand Superannuation with their own private provision.

the advantages and disadvantages in using advertising as a means of achieving government objectives

Many government departments use advertising as a means of achieving their communications objective, and it has become more prevalent in the last five or so years. Social marketing exercises usually involve reaching mass audiences, and to do the job quickly and efficiently nearly always necessitates the use of television, supported by print activity.

The advantages of using television relate to the profile of the programme, being able to reach a large audience relatively easily, its emotive appeal, and its ability to generate action.

Any television activity is likely to generate interest, not only from the target audiences but also from other important groups who will help to reinforce the messages and keep the momentum of the programme going. The interest shown in the television campaign by the media and other commentators was invaluable in creating an environment where public relations activities could usefully support the television activity. For instance, before each television documentary went to air, the Office targeted metropolitan and provincial media with information kits explaining what the key messages for each documentary were, identifying the issues of importance, and giving the dates, times and television channel for each documentary.

Niche publications, such as workplace newsletters, trade magazines, and smaller newspapers, ere also targeted with stories about the couple featuring in the documentary. In this way the television campaign was useful in stimulating interest from publications which had not focused on retirement issues before.

The television campaign had definite spin-off benefits for other components of the education and information programme. With the increase in profile of the office, there were more requests for the Retirement Commissioner to speak at various functions. This gave additional opportunities to elaborate on issues raised in the television campaign. The syndicated articles programme also benefited, as editors experienced a greater demand from their readers for retirement planning information.

Financial service institutions were quick to capitalise on the greater awareness by consumers of the importance of saving for retirement. Their advertising spending increased on the commencement of the campaign, which in turn helped in meeting the overall objective of motivating all those New Zealanders who could start planning for retirement.

As mentioned above, a television presence is ideal for generating "a call to action". People who saw the documentaries were encouraged to ring an 0800 number to obtain a booklet on planning for retirement. This “direct response" aspect of the television campaign achieved results no-one had predicted. More than 3,000 booklets were ordered from the 0800 number within the first three days of the campaign going to air. This sort of demand for the booklet would not have been possible using any other distribution channel.

Television also has an advantage in its ability to target specific groups in the community. Each programme on television carries with it a certain type of audience, and this audience can be segmented by income, age, gender and so on. By using psycho-graphic analysis to match the programme content to audience type, quite specific audiences can be reached.

There are two disadvantages in using television to achieve he objectives of the education and information programme. One relates to cost, and the second concerns the nature of the medium and how people watch it.

There are large costs in producing anything for television, let alone buying air-time. Even with government volume discounts, to be effective and to ensure adequate audience reach requires a large budget. There is always a fine line between success and failure in making sure advertising is effective, and ensuring that the advertising budget does not "swallow" resources which may be better utilised in reaching other, more specific target groups. On this note, it is pertinent to recall the old advertising/public relations adage that "the hard to reach are expensive to reach".

The second disadvantage is that television is not good at conveying complex messages. Planning for retirement involves looking at a number of different factors and issues. Consequently, deciding what to cover in each documentary, what should be explicitly stated, and what could be left out and dealt with in the booklet, was difficult. The temptation to try and cover too much had to be constantly guarded against.

CONCLUSION

There is no doubt that the advantages in using advertising to achieve the Government's objectives far outweigh the disadvantages. The television campaign reached in excess of two million people. More than 130,000 "Welcome to your Retirement" booklets were distributed. Anecdotal evidence from the industry, and the Office's own quantitative research, indicate that the programme had a positive impact on retirement savings attitudes and behaviour.

The objective of the education and information programme was to increase public knowledge and understanding of retirement planning issues, and to provide basic information on how to prepare financially for retirement.

In achieving this objective, the Office of the Retirement Commissioner will mark progress towards achieving its mission statement, which reads as follows "through education, information and promotion, assist current and future generations of New Zealanders to have an adequate and equitable amount of retirement income".

The education and information programme also had a longer-term goal of changing attitudes and behaviour. But changing attitudes till take years, and will involve the continuing support of both Government and the financial services industry.

Research suggests that the television campaign has had a significant effect in meeting targets established at the beginning of the education and information programme. The continuing process of research and evaluation will ensure that the programme continues to be relevant and targeted towards meeting new Zealanders' retirement planning needs.

A range of activities is planned for 1997, including a programme which will give employers information about how they can help their employees meet their retirement goals. Provision of information and basic advice to help people deal with specific issues relevant to particular stages of the life cycle are also being considered. Achieving short-term goals through different stages of a person's life will ultimately, it is hoped, lead to better provision for retirement. Television will continue to feature strongly in the education and information programmes, to highlight particular issues and then to direct people towards more specific information published by the Office.
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� The views expressed in this article are those of the author. The aim is to encourage discussion of the issues raised.


� Jeff Todd has been appointed chair of the 1997 Reporting Team. Further appointments, and the terms of reference, are expected to be announced in December 1996.


� The supporting companies are: ASB Bank, AMP, National Bank, Prudential, Westpac, NZI Life, BT Funds Management, Tower, Countrywide Bank, National Mutual Ltd.


� The Fiscal Impacts of an Ageing Population, NZIER 1995. $10.00 per copy from the office of the Retirement Commissioner.





