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Background

The Retirement Commission is a crown entity whose
mission is Òthrough education, information and promotion,
assist current and future generations of New Zealanders to
have an adequate amount of income in retirementÓ.
The Commission is staffed by five full time staff.

Since 1996, we have been running a programme
designed to:

   Ensure New Zealanders understand retirement income
policies, and in particular are aware of the benefits of
supplementing New Zealand Superannuation (the state
pension) with their own private savings.

   Improve New ZealandersÕ knowledge of sound
approaches to financial planning for retirement and
increase the ability of individuals to make well informed
decisions on savings, debt management and other
areas of lifetime financial management.

We do this by delivering financial planning education
and information and tools through a website, a secondary
schools programme, advertising and promotion. We also
administer an advisory group designed to champion
financial education in the New Zealand curriculum, and
a pilot scheme with Ngai Tahu to create financial literacy
learning resources for bi-lingual schools.

In the first five years of public education, the Retirement
Commission established itself as an independent and
impartial source of information on financial planning for
retirement.

Awareness of the benefits of saving for retirement was
high amongst people who had accessed the CommissionÕs
information, increased action had been achieved.

The CommissionÕs first website, launched in July
1998 and augmented by a set of interactive retirement
calculators in January 1999, had become the preferred
channel by which people chose to access our information.
 By 2000, website visitors outnumbered 0800 callers by
10 to 1.

Research conducted in late 2000 (AC Nielsen) confirmed
that people preferred the site to the 0800 because of its
anonymity and the personalised interactivity it offered
through the retirement calculators.
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Kids & Money kids

We decided to shift the focus of the programme from
financial planning for retirement to financial skills for life
and concentrate on the information needs of three broad
target audiences Ð young people, families and households,
people at work.

To deliver more information to more people in a
personalised, interactive way, we decided the programme
must be web based.  The website had to become the core
information source, around which all our advertising and
supporting activities centre.

A new brand for the public education programme was
developed with the intention that it should take the
emphasis of off the ÒRÓ word (retirement), and attract
previously hard to reach audiences.  The brand should:

   Convey the positive concept of Òfinancial fitness
for lifeÓ.

   Be relevant to everyone, no matter what their age or
stage of life.

   Work as a website URL.

   Have the potential to become an iconic, action
oriented part of New ZealandÕs culture.
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The challenge

While our programme had been successful in reaching
many New Zealanders, the Òsave for retirementÓ message
had not hooked the young, and the programme was
repeatedly attracting the Òconfident plannersÓ (people
doing some saving for retirement already).  If hard to
reach groups like the Òyoung spend for todaysÓ, Òcareful
budgetersÓ and Òfuture plannersÓ were going to be
prompted to take action, a new approach was needed.

As well, in 2001, a number of decisions meant funding
for our programme was reduced by two thirds.  So the
new approach needed to be more cost-efficient.

Lastly, overseas research into the effects of financial
education showed financial skills education early in life
has a positive effect on financial outcomes later in life
(in other words, develop good financial management skills
early on, and financial security in retirement is more
likely).

The new approach

In the context of this environment, the Commission
embarked in early 2001 on developing a strategy to
address three issues:

   The need to attract hard to reach audiences to the
programme.

   The opportunity to deliver on the publicÕs preference
for interactivity and personalisation through the
internet.

   The need to work within a reduced budget.
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Implementation

Being a small team, the process of implementation
involved a collaborative approach, with each team
member taking responsibility for an aspect of the project.
 The Communications Manager had responsibility
for co-ordinating the overall development process,
managing the budget, and ensuring the project was
delivered on time.

All the content was developed and written by the
Commission staff.  As well, external suppliers were used
as follows:

   Saatchi & Saatchi Interactive was contracted to deliver
the creative concept and design; site architecture, look
and feel; scoping of top-end functionality and look and
feel of calculators; content flow/user experience,
instructional design and content editing.

   Porter Novelli was contracted to supply strategic
communications advice.

   Dunham Bremmer Interactive was contracted to help
with site architecture, functionality scoping, build the
website design templates; layout content to design
specifications; develop the back-end functionality of
the calculators and interactive tools; web programming;
database programming; website hosting; visitor tracking
and measurement; ongoing development and
maintenance.

   Melville Jessup Weaver provided the actuarial
formulas for the financial calculators.

   A clinical psychologist was contracted to deliver the
content of the interactive tool designed to help people
identify their money personality.

   Peer reviewers were appointed to review the content
for its suitability to the purpose and factual accuracy.

Two stages of user testing were implemented.  Stage
one tested the site concept, tone, style and usefulness of
content, design, navigation and functionality.  Stage two
tested more specifically the full content, content flow,
calculator functionality, navigation and design.

Budget estimates were provided by all external suppliers
based on the scoping of the project and initial brief.  A
fixed price was agreed from each, which was not deviated
from.  The project came in on budget.  The total cost of
the website development was (to launch) $261,000.
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The new brand

A set of communication objectives was developed for
the website; designed to express our desire to produce a
financial education website like no other, that would
capture the imagination of New Zealanders, deliver clear
simple information to them, and engage them actively
in managing their money better.  The objectives were:

   Provide information and tools to help visitors improve
their financial fitness, no matter what their age, or
stage of life.

   Increase peopleÕs knowledge of financial planning, and
encourage them to take action.

   Make the process of financial planning engaging,
stimulating and interesting.

   Present information in a dynamic and interactive way
wherever possible.

   Use simple, easy to understand language and a tone
that conveys a friendly and familiar understanding of
the userÕs information needs.

   Present financial planning concepts in both brief and
comprehensive detail to suit those who want Òquick
fireÓ information, and those who prefer a fuller
explanation.

   Create opportunities for personalisation and one to
one communication wherever appropriate and feasible.
Ideally people should view this site as one they want
to visit regularly and continuously throughout life.

   Make navigation and architecture simple and intuitive.

   Create a site that will be rated the most
comprehensive financial planning site in New Zealand.




