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Postcard from Wellington
A report on direct marketing in New Zealand
By Derek Glass

When I first moved to Australia, wise minds told me to expect the best opportunities to appear in unexpected places. 
And so it happened, within a month of moving to this bright and shining country at the sunny edge of the world, I found myself walking down a cold wet street in Wellington to a meeting with some people at New Zealand Post.

18 months and 12 trips later, I now have what many people in the world would consider a “dream assignment”, except for Australians. My friends in California envy me. Friends in Sydney were appalled.

Australian chauvinism towards New Zealand is mostly of the good natured sort, and Kiwis cheerfully reciprocate. Every time I’m over there, someone is running a hilarious commercial at the expense of one charming Australian habit or another. 

A lot of this cross-Tasman posturing is entertaining, except, when it factors into business decisions. It’s there that I’ve seen some disastrous choices made, and some great opportunities missed, by several businesses in my short time down here.
Already, every single direct marketing business in Australia, every single one, has Kiwi customers. Over 400,000 Kiwis are living, working, and shopping in Australia at any one time. With a domestic population of 4 million, that means 10% of New Zealand’s consumer market is already buying from you.
Eventually, many go home. And of all the places for those former customers to go, no where could be an easier environment to continue doing business with them than New Zealand.

Let’s get real
Yes, it rains more. Yes, Sydney has better nightlife, and the shopping is better in Melbourne. Nevertheless, for most direct marketing businesses, the similarities between the Australian and New Zealand markets outweigh the differences – by a long shot.

Consumers in New Zealand basically buy the same things that consumers in Australia buy. And they have about the same amount of money to spend. 
There are all sorts of mildly interesting differences one can point out. New Zealand’s population is a bit younger and is growing a bit faster, for example. But, compare those “differences” with Australia and any Asian market, and you’ll see what I’m talking about. 
Consumer behaviour in New Zealand is remarkably similar to that in Australia. And this makes it really easy to do direct marketing over there, adding a market of 4 million people to your business, the same size as Sydney. 
As a result, you can leverage testing and key learnings from Australia. You don’t have to “re-test” what you already know works. Just mail the same sort of thing over there, and it’ll basically do about the same.
By not having to re-invent the wheel in terms of best practice for your business, you’ll be able to grow your business faster in New Zealand than in Australia.

Oddly enough, the same trend appears between the US and Canada and between the UK and Ireland. Marketing strategies and tactics need to change little when mailing between these pairs of countries.

Perhaps not surprisingly, the Canadians, Irish and Kiwis have figured this out faster than the Yanks, Brits and Aussies. Chrisco, Ezibuy, Flybuys, and Pumpkin Patch are all examples of direct marketing businesses from New Zealand which grew huge by discovering that what works in Auckland works in Adelaide too.

So, let’s say you’re a successful direct marketing business in Australia and you would like to start mailing into New Zealand. Here are some ways you can make that a success:

Privacy – The privacy rules are much the same as in Australia. If anything, the New Zealand privacy rules are slightly more relaxed, but only in minor ways. In general, if your privacy policies measure up in Australia, they’ll measure up in New Zealand too.

If you plan to swap your customer list with third parties, you need to disclose that on your mail piece (the same as you do in Oz). It’s a good idea to offer customer’s a way to opt-out of that as well.
Call-centre management – Telco costs between New Zealand and Australia are very low, and it’s often easiest to route customer service and sales calls through your existing call centres. This widens your time zones by two hours, which allows you to smooth out your call volume spikes, and businesses often find it can help them lower their abandonment rates and improve their speed-of-answer rates in Australia as well as in New Zealand. 
Australian accents don’t usually affect sales close rates or customer satisfaction measures, unless you do something stupid like gloat about beating the All Blacks.
Printing and Lettershop – there are plenty of printers and lettershops in New Zealand that can handle mailings just as complex as anything that mails in Oz. 

For a lot of mailers though, they find that it’s better to “bundle” their Kiwi mailings with their Australian efforts. This lowers the cost per piece for both countries. 

Smart mailers use New Zealand as a way to cut their Australian costs. Similar efficiencies can be achieved with fulfillment and merchandising. 
Direct marketing in a fish bowl

Did you know that New Zealand has perhaps the most effective police surveillance system anywhere? Because Kiwis are the nosiest people in the world. 
When the French blew up Greenpeace’s boat in Auckland harbour 20 years ago, it took the police about an hour to catch the culprits. That’s because you really stand out in New Zealand if you’re French and you’re running around in a wetsuit. Folks noticed that…

The first time I visited New Zealand, I stood out a bit too. But after a few times, folks accepted me and I became part of the scene. You will experience that too when you start mailing into New Zealand. And you here’s how it’ll work.

When you first start mailing to New Zealand, your response rate will be lower than the second and third time you mail there. This happens particularly if you mail the same people each time. 
Everywhere else in the world, if you mailed the same people over and over they would get sick of you and gripe about it. But in New Zealand it’s a bit different. 
The more times they receive something, the more likely they are to respond. The response rate will continue to rise for the first 5 drops or so. Then it will level off after about six or seven drops. 
So when you set up a test into New Zealand, try to set it up in two or even three steps. Measure to see if you experience this “frequency” effect, and then plot its “trajectory” to give you an idea of the true potential of the effort.
When I first heard about this from a Kiwi mailer, I simply didn’t believe it. It sounded like something an advertising salesperson at a magazine would tell me as a way to sell me three ads instead of one.

But sure enough, it’s true. I’ve seen the results of dozens of mailers in New Zealand. And it’s certainly something worth testing and perhaps factoring into your planning.

What Works Best
So who uses direct mail in a big way in New Zealand? Like here in Oz, a lot of the usual suspects. Fundraising, publishing and mail order catalogs allot a majority of their spend on direct marketing, and particularly to direct mail. 

After that comes what I call the “billers”. The banks, telcos, insurance, electricity, gas and cable TV suppliers. Not only do they mail heaps of bills every month, but they do lots of direct mail marketing as well. 

But every imaginable type of business uses direct marketing. You can even donate sheep to charity by mail (seriously). New Zealand’s largest charity raises millions that way.

For a deeper view, there is some interesting new research just out to help you plan the right offer for your next campaign in New Zealand.

New Zealand Post recently commissioned Colmar Brunton Research to interview consumers to provide insights into how Kiwi consumers regard and interact with various marketing media across various marketing activities. Here are some highlights:
Brand Advertising – If that’s all you’re after, then go on TV or buy a newspaper ad. 77% of those interviewed felt brand advertising was most appropriate on TV and 71% thought the same about newspapers. Whereas only 22% of consumers thought someone like, say, FCUK should post them an A4 size card with nothing else written on it except that and their name and address on the back.

Sales Promotion – It’s the other way around with sales promotions. For these offers, consumers preferred addressed mail over TV by 56% to 44%, with other media bringing up the rear.

Loyalty Programmes – Customer retention and loyalty. It’s on the tip of everyone’s tongue this year. And in New Zealand, marketers are putting more of their money into it than ever before. Almost 1 in 10 advertising dollars is spent on loyalty programmes. And this is where the power of database marketing makes direct mail so much more effective than other media channels. A whopping 65% of consumers prefer mail over other channels for this category of marketing, followed by TV at 37% and point of sale at 28%.
Now, as interesting as those facts and figures are the truth is, if you went to any Australian media planner and posed the same question, 9 out of 10 of them would pull out some Australian research that says basically the same thing. Not only are the demographics of the two countries remarkably similar, but so is media consumption and consumer behaviour. 
Reaching this market
There is one thing that does challenge direct marketers in New Zealand. There are not very many lists available to swap or rent. And as a new comer to the neighborhood, this can be an important consideration for you. But clever mailers have dozens of ways to get around this obstacle. Here are a few of them:

New Movers – One list that is commercially available is New Zealand Post’s New Mover list. It lists everyone who has submitted a mail-forwarding order with the post office. Every month, there are ~20,000 new movers available. People who have recently moved are typically very good prospects for all sorts of offers, from local retail efforts and traditional mail order merchandise to telco, insurance, and financial services.

List Swaps – These can be arranged bi-laterally. When doing so, make sure you are swapping “like” names. If you are providing 12 mo. buyers, you should be getting 12 mo. buyers in return, not 24 month old prize draw entrants. 

Datapooling – Cooperative databases are new to New Zealand but they do exist. Abacus Australia operates an open datapool in New Zealand as well. Datapooling allows you to combine your consumer data with the data of other organisations. It’s particularly useful for mail-order catalogs, charities and publishers. If you’re in any of those sectors, joining a datapool is an easy way to access hundreds of thousands of records. 
Creating Your Own List
At a conference a few years ago, I met the direct marketing manager for the Danish Cancer Society. And I learned that in Denmark, acquiring a prospecting list is really hard, mainly because it’s illegal. Exchanging customer data is subject to so many restrictions that it’s basically a waste of time to try.
Nevertheless, this guy needed to acquire 30,000 new donors every year just to keep fundraising levels steady. To grow, he had to acquire even more. So I asked him how he does it, and he told me that he creates his own lists. In fact, he had a prospecting database totaling over 1 million names.
Here is one technique he used:
Surveys – at a very low cost-per-piece, he would mail out letterbox surveys into the community asking people all sorts of questions about how much they smoke, what they eat, how often they exercise, and so on. Surveys would get a much higher response rate than a request for money (about 10 times higher). But best of all, he isolated that crucial subset of residents who actually open, read, and respond to his mail. 
When he re-mailed those survey respondents with a request for money, he got a phenomenal response rate (over 30%). Over time, he would segment this file by recency, as well as by how the respondents answered the survey questions. He also circulated the surveys online, using viral pass-along techniques.

Clever, but it’s not your only option. Here are some other techniques to build prospecting lists that are quite common in both Australia and New Zealand.

Lotteries & Prize Draws – you can run all sorts of prize draws to acquire contact details from large numbers of entrants. Again, what you’re doing is identifying a subset of consumers who pay attention to what you’re saying long enough to make a decision to pick up the phone, sign online, or otherwise successfully give you their contact details. Because of this “segmenting”, these lists can be very effective response lists for future marketing efforts.
Free Samples & Trials – If you give people a free go at something, you’ll get a lot more takers. And they make terrific prospecting lists. Here you’ve got awareness, consideration and trial all ticked off, and it’s a “well” you can go to over and over again. Expired or “former” customer lists are also sometimes overlooked as excellent sources for prospecting names.  

Sizing it all up
This breezy overview of New Zealand direct marketing is by no means intended to cover all the bases, and every time you expand your business, there are risks. So it’s best to be selective about the opportunities that come your way.

Management gurus often like to categorize business opportunities into one of four boxes, looking like this:
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Box #1 is the best type of business opportunity to pursue. Box #4 is the toughest opportunity to pursue. 

When looking at your expansion to New Zealand, the similarities with Australia are so many that you could almost place the opportunity into box #1. But even if you disagree, placing the opportunity into box #2 is still pretty good. For most Australian direct marketers, an expansion into New Zealand is not a huge business risk, by any stretch.

The best thing about expanding your direct marketing efforts into New Zealand is the simple fact that the idea will not occur to a lot of your Australian competitors, leaving the spoils to you. It’s an easy opportunity to expand your market by 20%, but for many Australians, the thought just never crosses their mind.
There are lots of days in Wellington when the fog is so thick that you can’t see a thing. But when it comes to direct marketing in New Zealand, it’s best to not let the weather cloud your point of view. 
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