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Awareness of the Greater Wellington and Metlink brands

RESPONSIBILITY
FAMILIARITY AWARENESS The word “regional” is possibly a signal to residents Responsibility awareness for Greater Wellington is

SCORE SCORE that a role is the responsibility of Greater Wellington much lower amongst 18-39 year-olds compared to

Regional Council. Of the 15 responsibilities tested, those over 40, but 18-39 year-olds are most likely to
regional transport planning and regional park associate public transport with the Metlink brand.

A management have the highest awareness levels. Those aged 40+ are much more likely to associate
-~ public transport directly with Greater Wellington.

greater WELLINGTON

RESPONSIBILITY AWARENESS SCORE

47% a47%
aware aware

This score This is Greater 0
represents the unprompted Wellington 22 /0 43%
proportion of association of the REGIONAL REGIONAL PARK
residents who feel brand with its TRANSPORT MANAGEMENT
they have a good main - PLANNING
understanding of responsibpilities. :
what Greater For Greater Metlink 29% 9 5%
Wellington does. Wellington, this is

an average score _ o -

across 15 The influence and role of the word ‘regional’ will be

responsibilities. explored in more depth in future research.
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Reputation and brand linkage

REPZ *
(overall reputation)
SOCIAL 9
RESPONSIBILITY |e
FAIRNESS m
LEADERSHIP
AND SUCCESS

TRUST l:—

greater WELLINGTON

The average public sector agency scores 100 on each measure.

N
v
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See page 23 for more information about the reputation scores.

51% ASSOCIATE GREATER WELLINGTON WITH
2 PUBLIC TRANSPORT

residents
(either directly, via the Metlink brand, or both)

THIS ASSOCIATION WITH PUBLIC TRANSPORT HAS DAMAGED
PERCEPTIONS OF THE BRAND OVER THE PAST 12 MONTHS...

Do not

Associate

GW with Associate GW
public with public
transport transport

% who are critical of Greater
Wellington

% who feel more negatively

towards Greater Wellington
compared to 12 months ago

4 greater WELLINGTON
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Levers and priorities

There are two ways reputation can be improved...

Improving perceptions around transport will
benefit both brands

C) Improving performance on the following transport levers will have a

«  Affordability of public transport

«  Ease of use of public transport
»  Sustainable transport

*  Organisation of public transport
*  Regional transport planning

(O Lifting perceptions around all aspects of public transport will improve
Metlink’s reputation, but organisation should be the priority:

Organisation of public transport

1

2. Ease of use of public transport
3. Affordability of public transport
4. Reliability of public transport

-\
F' COLMAR BRUNTON
/ A Kantor Company

relatively strong positive impact on Greater Wellington’s reputation:

Changing the conversation from transport may
also benefit the Greater Wellington brand

Of all levers, improving performance on the following will have the
greatest positive impact on Greater Wellington’s reputation:

*  Regional park management

*  Flood protection

There is room to build awareness of Greater Wellington’s
responsibility for both of these roles. Fewer than half of residents are
aware Greater Wellington is responsible for each.

These areas are already strengths for Greater Wellington (they have
a high influence on advocacy, and performance is rated relatively
highly), but there is room to improve perceptions further.

*  60% of residents rate regional park management highly
*  46% of residents rate flood protection highly

S
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Background and objectives

Greater Wellington were criticised in the

media after changes were made to the

public transport network in 2018. They

suspected this criticism damaged their

reputation (and that of Metlink) but they
had no hard evidence of this.

To better understand public perceptions of
the two brands across the region, Greater
Wellington commissioned Colmar Brunton
to measure its brand health. The research
is designed to provide a baseline measure

against which Greater Wellington can
measure their progress in restoring
perceptions of the two brands.

Y\
%- COLMAR BRUNTON
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Specific objectives of the research include:

!

Measure awareness of the Greater Wellington and Metlink brands and perceptions of what each
organisation does.

Determine the strength of Greater Wellington’s and Metlink’s reputations in a way that can be
replicated.

Determine the strength of association between Greater Wellington and Metlink to understand how
initiatives undertaken by Greater Wellington may be influenced by perceptions of Metlink (and vice
versa).

Determine levers that Greater Wellington can use to improve its reputation.

Prioritise the actions Greater Wellington can take to improve the reputations of each of the brands.

S
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Methodology

1,001 residents of the

Wellington Region. Quotas were
set to ensure a robust sample of
residents in each area:

o

® 306 Wellington City residents

ONLINE R;Z;gﬁ:ﬁ: Zzt- 2_1 6 ® 207 Hutt Valley residents
SURVEYS representative of the

regional population by APRl L 201 9 ¢® 202 Porirua residents

age, gender, and
location.

¢ 204 Kapiti Coast residents

Wairarapa residents

i;-— greater WELLINGTON
J/
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We measured awareness of the Greater Wellington brand in two ways to capture both
residents’ own perceptions of familiarity with the brand, and what they actually know @

about what Greater Wellington does. We will use both scores to track awareness of the greater WELLINGTON
Greater Wellington brand going forwards.

Brand familiarity score Responsibility awareness score

This score represents the We asked residents, unprompted, which
proportion of residents who feel organisation they think is mainly

they have a good understanding of responsible for each of 15 roles Greater
what Greater Wellington does. Wellington performs. The responsibility

awareness score represents the average
proportion of residents who mention
Greater Wellington across the 15 roles.

“How much, if anything, do you
know about what Greater
Wellington Regional Council does?”
“Which organisation do you think is
mainly responsible for ?”

Awareness comparisons: =T74% b = 57% e = 19%

n r

.\ *Unaided awareness of each brand among New Zealand adults. This is

-COLMAR BRUNTON a slightly differlelnt‘measure of awareness, but it is most comparable with greater WELLINGTON
A Kantar Company the brand familiarity score.

REGIONAL COUNCIL
Source: BrandZ 2016 e i
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Awareness of the various responsibilities is mixed. Residents are much more likely to associate Greater
Wellington with regional transport planning and regional park management than biodiversity or resource

consents.

I 28%

Sustainable tran
The size of the word Resource consenss FI0Od protection 0
represents the proportion Regional transport planning b
of residents aware that Land management PUbIiC Gransport Animal and plant pest conrol
Greater Wellington is * Regional park managemenbCimate change management

Environmenbtal management
Managing pollution ~ Harbour management

Water qualit
Emergency manag%ymenb g 37% I

responsible for each role.

+> COLMARBRUNTON  oooe Allresidents (n=1,001) 11 greater WELLINGTON
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We think the word “regional” can be used as a cue to indicate what you do. This means that if
you want a stronger association with a responsibility, always refer to is as “Regional xxxx”.

Sustainable transport
The size of the word Flood nrotechion

represents the proportion Reglonal Gransport plannlng
of residents aware that erb-=LILIC LIaUSOOIL Arimal and plant pest control
Greater Wellington is ¢ Reglonal park manaemenb imabe be chiange management
: Cnviront | ent
responsible for each role. Managing pollublon Harbour management
Water quality
Emergency management

S
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There is some confusion about which council is responsible for each role. On average, residents mention
a city or district council 23% of the time when asked which organisation is mainly responsible for one of

Greater Wellington’s roles (the average for Greater Wellington itself is 35%).

Awareness of each role — Greater Wellington vs. city/district council

Biodiversity
Public transport o0% Biosecurity

50%

Emergency management 40% Climate Change management

Sustainable transport greater WELLINGTON

Land management

. === City/district council (or simply “Council”)
Resource consents Flood protection

Regional transport planning Environmental management

Water quality Harbour management

Pollution management Regional park management

O\ | (5]
+- COLMAR BRUNTON Base: All residents (n=1,001) 13 greater WELLINGTON
/ A Kantar Company Source: A1-A15
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Compared to Greater Wellington, Metlink scores higher on brand familiarity, but
lower on responsibility awareness.

Brand familiarity score Responsibility awareness score

This score represents the We asked residents, unprompted,

proportion of residents who feel which organisation they think is mainly

they have a good understanding responsible for public transport in the

of what Metlink does. Wellington Region. The responsibility
awareness score represents the

“How much, if anything, do you proportion of residents who mention

know about what Metlink does?” Metlink.

“Which organisation do you think is
mainly responsible for managing the
network of buses, trains, and harbour
ferries in the region?”

Awareness comparisons: & = 74% N = 57%

" ree = 15%

-COLMAR BRUNTON a slightly different measure of awareness, but it is most comparable with
A Kantar Company the brand familiarity score.
Source: BrandZ 2016

greater WELLINGTON

REGIONAL COUNCIL
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1,001)

Base: All residents (n

Source: A15

COLMAR BRUNTON

A Kantor Company

N
A 7

Te Pane Matua Taiaa



However there is a clear age divide in perceptions of responsibility for public transport. Of any
organisation, under 40s are most likely to associate Metlink with public transport, whereas over 40s are

much more likely to mention Greater Wellington itself.

Awareness of public transport by age group

| ! ® ! o o o o i
L ! ! ! ! ! ! 1
E meT © : E greater WELLINGTON | E : E : i : E : E :
! P P L L L L l
. o T o o o o :
1 1 1 1 | 1 1
! P! A o | | | | I
1 0, 1 | 1 1 1 1
: o 50% . o o o v '
1 1 | 1 1 1 1
l Loy roy Loy Loy - Loy !
! A P P o o b Do :
! 299 ! ! ! ! ! ! 1
I 9% L 25% Loy b b Loy Loy :
! ! ! ! ! ! ! 1
1 0, 1 [} 1 | 1 1
! 15% 1 Cor % 2% 00 Ll ;o ;o . Cor 14% 0 gy,
1 1 1 1 | 1 1
: | N e = ess HEE
1 1 1 1 | 1 1
! Metlink P! GWRC o City or | Council | NZTA ! Other | Don'tknow |
! Lo . districtcouncil | ! not specified o Lo Lo :
1 1 1 1 | 1 1
! o Do o o o o I
1 | 1 1
S Ot S S P POt S SOt S SOOI
= 18-39 =40+
T B CAll id =1,001 @
i/-fg::rc?iu?FUNTON 323(:091 Ar1e5SI el ) 16 A = Significantly higher than other age group gfea'tEfR\::‘Eol;l_AlLNcGoISf\tl
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People feel more negatively towards both brands than they did 12 months ago.

Perceptions of the brand compared to 12 months ago

m7...Much more positively
=6
5
m4.. The same
m3
m2
® 1...Much more negatively
m Don't know/not aware

S

™\
ﬁ_ COLMAR BRUNTON Base: All aware of each brand (n=996-999) 1 8 greater WELLINGTON

Source: C2, C4

A Kantar Company REGIONAL COUNCIL
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The public transport network changes are mainly to blame.

Reasons for more negative views compared to 12 months ago

)

greater WELLINGTON

More positively The same

7% 57%

Nett network changes

Bus network changes

PT network changes (general)

Rates increases

Poor decision-making/leadership
Wasting money

Lack of responsibility/accountability
Do not listen to/consult with public
Poor communication

Lack of improvements for communities
Poor train services/no light rail

Poor treatment of staff/bus driver conditions
Other

Don't know

-\
F' COLMAR BRUNTON
/ A Kantor Company

More negatively pont know

30% 7%

{ ]
I

I 77 %
51%

28%
7%
7%
7%
M 5%
M 5%
W 4%
B 3%
N 3%
B 3%
Bl 8%
M 4%

Base: Those who feel more negatively towards each brand (n=285-399)

Source: D3a, D6a
Codes mentioned by less than 3% of respondents are not displayed on the chart.

met

More positively The same

8% 45%

Network changes

Unreliability of services

Treatment of staff e.g. underpaid, overworked
Poor management

Cancellation of services

Poor implementation/planning

Lack of public consultation/communication
Need to provide more services/options
Increased fares/cost more
Understaffed/driver shortages
Overcrowded/too full

Not convenient/difficult/confusing

Poor drivers

My experience with public transport

Poor customer service
Other
Don't know

19

O

More negatively Don’t know

42% 4%

L )
|

A
—— 5%
mm 8%

. 7%

M 6%

M 6%

= 5%

m 4%

H 4%

m 4%

B 3%

B 3%

3%

B 3%

B 3%

mm 8%

B 3%

S

greater WELLINGTON
REGIONAL COUNEIL
Te Pane Matua Taiao



Those who feel more negatively said...

@ Because they appear to have done a very poor job of re-organising the
ki have to pay the bill for their ineptitude. Also, they never do the

honourable thing, such as Chris Laidlaw, who seems to have played a
significant role in this poorly run change, not tendering his resignation.

Male, 40-59, Wellington City, bus and train user

They are so arrogant, changing the
network when it was working fine, and then
trying to spin it like it's much better! How
stupid do they think we are? Change it
back!

Huge rate rises, blaming climate change for
their inefficiencies. Transport chaos.

Male, 40-59, Kapiti Coast, bus and train user

Female, 18-39, Wellington City, bus and
ferry user

Twelve months ago | never used to think about GWRC. But, in the past 12 months they
have completely redone the bus routes where | live and not for the better. | have
experienced many cancelled buses. The routes no longer go where | want to go, it's the
station or nothing. Apparently the bus drivers are unhappy because their pay and conditions
were reduced when Metlink took over the contracts from Go Wellington. The system was
working fine and now its not. They removed the trolley buses which were environmentally
friendly and replaced with diesel buses. They implemented a really good RTI system, but
since the bus route changes it has broken. | just heard they want to raise their rates by 15%
- are you kidding me!

Female, 40-59, Wellington City, bus. train, and ferry user

N\
+—‘r COLMAR BRUNTON
/ A Kantar Compony

Wellington bus network and (as usual) ratepayers, of which | am one, will

Because | heard since the merge of buses with Metlink the pay and
conditions for bus drivers has gone down.

met ©

Female, 40-59, Porirua, bus and train user

Disappearing buses, reports of not treating staff well and giving them a
proper wage and breaks. Trains are run well but the buses are a huge
negative.

Male, 18-39, Hutt Valley, bus and train user

The train service to the Wairarapa continues to be awful even though improvements
have been promised. Breakdowns and points failures occur too often. Having just spent
6 months in Surrey, | have experienced a good suburban rail service on a huge scale, so

the Wairarapa service should be easy to improve.

Male, 40-59, Wairarapa, bus user

I am forced to use more public transportation, and now | see how bad it can be. For example,
how is the Wellington main train-station in the city, not a hub? It is really expensive to get the
trains from the Hutt to Welly CBD, and | have to get another very expensive bus from there to
Miramar. It is cheaper to drive! And the Welly Main Train Station, is only goodish for people
going around CBD, if you have to go far away, like Miramar, Newtown or any other place, the
trains are not good. | often cycle, but my wife says it is too dangerous to go back to the Hutt on
the motorway. It would be amazing to have a proper connection from Welly to Petone for
cyclists and pedestrians.

Male, 18-39, Hutt Valley, bus user

greater WELLINGTON
REGIONAL COUNCIL
Te Pane Matua Taiao
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The changes did improve some residents’ perceptions

Reasons for more positive views compared to 12 months ago

)

greater WELLINGTON

More positively The same More negatively Don’t know

7% 57% 30% 7%

\_Y_J

More informed about what they do [ 18%
Improvements being made to services/utilities in my area [N 12%
Public transport has improved [ 11%
Good service/helpful/responsive [l 7%
Taking more notice of public opinion I 7%
The city/public areas are well-maintained I 7%
More environmentally friendly Bl 5%
Provide good facilities/events/activities [l 5%
Investing money in the right areas/resources/facilities [l 5%
Negative comments about bus service [l 3%
Other [N 10%
Don't know N 16%

Base: Those who feel more positively towards each brand (n=61-81)
Source: D3b, D6b

-\
F' COLMAR BRUNTON
/ A Kantor Company

Codes mentioned by less than 3% of respondents are not displayed on the chart.

met O

More positively The same More negatively Don’t know

8% 45% 42% 4%

E=

Public transport services more frequent/reliable Y 47%
Using public transport more pmm 11%

New trains/buses  10%
Keep people informed pum 6%
Engage with the public g 49,
Improvements to infrastructure g 49,

They have a hard job/doing good in a challenging A
environment

Better understanding of what's involved M 3%
Digital services/platforms M 3%
Public transport is clean/tidy B 2%
Other I 6%
Negative comments Fl 8%
Don't know HEN 15%

S
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Those who feel more positively said...

@ | feel that they have improved safety against earthquake damage to
greater WELLINGTON utilities and have improved bus and train transport services.

Male, 60+, Hutt Valley, bus and train user

There are improvements in our area like the

expressway that benefit me hugely. Seems to be putting money into the right

resources that people need.
Female, 18-39, Kapiti Coast, bus user

Male, 18-39, Porirua, Train user

The opportunity to have direct
engagement with them through attending
an event they managed in my community,

which was excellent

They have been open and forthcoming
in relation to their/contractor issues.
They have acted honourably.
Male, 40-59, Wairarapa, non-public Male, 18-39, Porirua, bus and train user

transport user

| see more birds around and feel like our city is being well looked after. | see works being
done on water mains in our area.

Female, 18-39, Wellington City, bus and train user

N\
+— COLMAR BRUNTON
/ A Kantar Compony

o | feel that the new bus service is better and the train service
frequency has vastly improved.

met

Male, 60+, Hutt Valley, bus and train user

The changes to the bus network worked extremely well for me, | now catch
the bus to work instead of the train, as there are more frequent buses and
they are larger.

Male, 40-59, Wellington City, bus and train user

They've pulled out all the stops to cope with the debacle of changing contractors /
introducing the hub system since last July, doing their best to respond and ensure service
provision, despite increasing public anger and difficulties with staffing, scheduling, road
works, closed bus stops, efc.

Female, 18-39, Wellington City, bus and train user

I have used the train into Wellington
more in the past year and have
appreciated the service, ease of using it
and the reduced stress of traffic issues.

Metlink have kept me informed and provided

digital platforms which are helpful for catching

buses. This has been extremely helpful when
there have been insufficient buses.

Female, 40-59, Kapiti Coast, train user Male, 40-59, Wellington City, bus user

22 greater WELLINGTON
REGIONAL COUNCIL
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We used a globally validated approach to measure the reputational strength of Greater
Wellington and Metlink.
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Both Greater Wellington and Metlink have weaker overall reputation scores than the average
for public sector agencies. Trust is the weakest pillar for both brands.

greater WELLINGTON

88
92

OVERALL
REPUTAION

*

G

e

B

\ 4
G-

metlink ::©

81
83
81

-COLMAR BRUNTON More information about the Public Sector Reputation Index is available at

A Kantar Company https://www.colmarbrunton.co.nz/news/public-sector-reputation-index

/.

Average across all public
sector agencies

100
100
100
100

SCALE

SUPERIOR
STRENGTH

STRONG

AVERAGE

BELOW
AVERAGE

WEAK

Examples of public sector
agencies with ‘superior
strength’: Fire and
Emergency NZ (128),
Department of Conservation
(113), Tourism NZ (109).
Examples of agencies with
an ‘average’ reputation:
Ministry for the Environment
(102), NZTE (102).

o

greater WELLINGTON
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The trust, leadership, and social responsibility pillars are most strongly linked to advocacy for

both brands.

Impact of pillars on reputation

5]

greater WELLINGTON

Trust [ 2%
Leadership [ NG 2>
Social responsibility [ NEEG_G 2%
Engagement _ 18%
Fairness - 14%

47%

.\‘ Base: Those aware of each brand
h- COLMAR BRUNTON (n=997-999)

A Kantar Company Source: D1, D4

met O

Leadership [N 24%

46%
Trust [ 22%
Social responsibility [ 22%
Engagement _ 20%
Fairness - 13%
25 greater WRGTON

REGIONAL COUNCIL
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For both brands, perceptions are driven both by experiences directly with services and what residents
hear in the media. Media is the strongest influence on perceptions of the Greater Wellington brand, but

public transport experience has a greater impact on perceptions of Metlink.

Channels that influence perceptions

greater WELLINGTON meT O
Traditional media | AR 50% Experience using public transport _ 62%
Experience with services or responsibilities of GW (e.g. _ 35% y ' .
regional parks, pollution control, pest control, etc.) Traditional media _ 44%

0,
Social media [N 20% Experience using Metlink website, app, or calling the _ 41%

service centre
Friends and family - 18%

Friends and family _ 29%
Digital media (e.g., websites, blogs, podcasts, YouTube) - 17%

Social media _ 23%

Digital media (e.g., websites, blogs, podcasts, - 18%

Direct communication with GW [ 17%

Community meetings & community groups/organisations [l 15% YouTube)
Community meetings & community - 1%
Something else (please tell us) | 1% groups/organisations
None of these [} 7% None of these . 4%
Don't know [ 6% Don’t know . 6%

S

\‘ Base: Those aware of each brand
h- COLMAR BRUNTON (n=997-999) 26 greater WELLINGTON

A Kantar Cempany Source: D2, D5 REGIONAL COUNEIL
Te Pane Matua Taiao




The top sources of influence among public transport users are similar to those of all residents, although
some sources (such as social media) have a greater impact on PT users than non-users.

Channels that influence perceptions

S met @

greater WELLINGTON

Traditional media _481/?’ Experience using public transport mM%A
Experience with services or responsibilities of GW (e.g. - 40% A Experience using the Metlink website, app, or calling “ 52% A
regional parks, pollution control, pest control, etc.) 26% the service centre 25%
Social media o) 23% A Traditional media -41 0/28%
Friends and family -6%/9% Friends and family - 2289"%0

Digital media (e.g. websites, blogs, podcasts, YouTube) m%ZO% A Social media m 28% A

Community meetings & community groups/organisations m%j 8% A Digital media (e.g., websites, blogs, $gd_?_ait:5 - 117%/:/°
uTu
. 18% Community meetings & community 12%
Direct communication with GW 15% groups/organisations . 10%
. : 1%
Something else (please tell us) o Something else I
I 1% = PT Users mPT Users
None of these H%‘I 0% = Non-PT users None of these 1%8% = Non-PT Users

, 5% 3%
Don’t know L 5% Don’t know h 09%

.\‘ Base: Those aware of each brand (n=997-999) @
+-- COLMAR BRUNTON Source: D2, D5 27 P ; reater weL
. = Significantly higher th. -PT LINGTON
/ A Kantar Cempany Note: PT Users includes residents who use public transport at least once a month. A ‘gniticantly higher than non users o REGIONAL COUNEIL
Non-PT users includes some sporadic users . TePane Matua Falan
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A quarter of residents associate Greater Wellington with the Metlink brand. However, another quarter of
the population also directly associate Greater Wellington with public transport. This means in total just

over half the population link Greater Wellington with public transport in the region.

Link between the brands

. D
I’T'IeT (@] @ greater WELLINGTON

A quarter of residents associate Greater Wellington with Metlink...

Half of residents associate Greater Wellington with either Metlink or public transport...

S

N\ Al resi B}
.‘77‘-- COLMAR BRUNTON  Base: Al residents (n=1,001) 29 greater WELLINGTON

Source: A15, C6

A Kantar Company REGIONAL COUNCIL
Te Pane Matua Taiao



Advocacy is much lower among those who associate Greater Wellington with public transport

or Metlink.

Advocacy of Greater Welling by association with public transport

ASSOCIATE GREATER @0
PUBLIC TRANSPORT Z
DO NOT ASSOCIATE GREATER 2
WELLINGTON WITH PUBLIC ]g'gl 55% 9% 21%
TRANSPORT A
m Critical without being asked m Critical if asked = Neutral m Speak highly if asked ® Speak highly without being asked m Don't know
Base: All residents (n=1001) 30 greater WELLINGTON

Source: C1

-\
F- COLMAR BRUNTON
/ A Kantor Company
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And perceptions of Greater Wellington have declined to a much greater extent among those
who associate the organisation with public transport.

Perceptions of the brand compared to 12 months ago by association with public transport

_____________________

®7...Much more positively
6
5

PLEAS:
DRIV

m4.. . The same
3

m2
9%
® 1...Much more negatively
19%

=
:

m Don't know/not aware

ASSOCIATE GREATER DO NOT ASSOCIATE
WELLINGTON GREATER WELLINGTON
WITH PUBLIC TRANSPORT i WITH PUBLIC TRANSPORT
L g g S g LA g g

S

N\ .
+ COLMAR BRUNTON  Base: All residents (n=1001) 31 greater WELLINGTON
/ Source: C2

A Kantar Company REGIONAL COUNCIL
Te Pane Matua Taiao




Those who associate Greater Wellington with public transport said...

The debacle over the new bus service contract has been one of the worst
demonstrations on how not to make a big change where only small

incremental changes should have been done. Despite huge amount of Because they've utterly ruined the bus system in
negative feedback and warnings over what they were about to do, the Wellington and blame everyone else for the
GWRC just marched on regardless. Given that we are all trying to encourage problems. Their latest excuses seem to be
people to use public transport and there had been a significant increase in irregular congestion in Wellington and a lack of
the usability of the bus network in particular up until the change last July, the bus drivers. They need to ask why there is a driver
movement has taken a significant backward leap. shortage issue but this x/asn’t significant 12-18
month ago

Female, 40-59, Wellington City, bus user
Male, 18-39, Wellington City, bus user

100% to do with how they've handled the changeover of bus operators.
Although there have been penalties dished out to the bus operator for

| believe they have done the public a disservice in delays/cancellations, it's obvious this hasn't fixed the core issue. So the
contracting a cheaper and way inferior transport big question is - why hasn't GWRC been a leader in this, and stepped
provider which has had a detrimental effect on so up to take responsibility, and try to fix the issue? We heard of all the
many people. | didn't think it was possible for buses different consultants that were flown in from the UK and Australia, yet
and trains to have got worse but they have. there was no clear leadership to say "Ok, we messed up, here's what
we are doing to fix it", and following through with a plan on how to fix
Female, 60+, Hutt Valley, bus user the issue. If someone actually said this, it certainly never reached my

ears, and | visit a site like Stuff at least daily.

Male, 18-39, Wellington City, ferry user
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We asked residents how important each of Greater Wellington’s roles are to them. All roles are
viewed as important by the majority of residents.

Perceived importance of outcomes GW delivers

Nett highly
important (6-7)
Water quality 119/ 85%
Pollution management 83%
Environmental management 83%
Public transport* 9 82%
Regional transport planning 9 81%
Harbour management 54% 25% 14% 79%
Biodiversity L | 77%
Emergency management 53% 24% 14% 76%
Land management 9 76%
Regional park management L | 72%
Resource consents 9 72%
Flood protection 1) 71%
Biosecurity (pest control) L | 70%
Climate Change management 292 63%
Sustainable transport D% 3% | 58%
M 1... Extremely important M 2 M3 M H>s [} M 7...Not at all important
ﬁ- fg::m:?i::wNTON gzizrac: ;\IIE r1esidents, excluding don't know (n=1,001) 34 greatern\x%gmf
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As well as asking people how important each outcome is to them, we also derived its importance to the
overall reputation of GW (i.e., the impact of each on GW'’s reputation). The chart below shows that there
are some differences between the stated importance of each outcome and its derived importance —

particularly with the environmental management of the region

Stated importance vs. derived importance

Derived importance
influence on advocac

Stated importance Legend

% rating each role as highly important
I Most important

Sustainable transport
Regional park management
Organised PT

Affordable PT

Easy-to-use PT
Biodiversity

Regional transport planning
Flood protection
Biosecurity

Reliable PT ]
Emergency management

Harbour management

Land management

Climate Change management

Resource consents

Water quality
Environmental management
Pollution management Least important

~
ﬁ- COLMAR BRUNTON Note: An explanation of derived importance is included on page 43 35
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Why doesn’t the stated importance
of environmental management
outcomes match derived
importance?

There are two likely explanations:

(1) people may overstate how
important these outcomes are to
them, because they think they
should say they are important,
and;

(2) there may be a weaker mental
association with GW because they
perceive that many organisations
contribute to the environmental
management of the region (e.g.,
52% think DOC are mainly
responsible for protecting native
birds, plants, and animals,
compared to 16% for GW).

S
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When we overlay the derived importance of each role onto residents’ ratings of performance, transport

emerges as the most impactful on negative perceptions and so is the priority to address.

IMPORTANCE

Influence on advocacy of Greater Wellington

PRIORITIES

® Sustainable transport
Regional park management e

Well-organised PTe
l‘\ffordable PT

Regional transport planninge ® Easy-to-use PT e Biodiversity

® Flood protection
Reliable PT ® Emergency e Biosecurity
® management
® Harbour management

Climate Change
management e ® Land management

Resource consents @

Water:quality e Environmental management

® Pollution management

N\
F' COLMAR BRUNTON
/ A Kantor Company

PERFORMANCE

% rating 6 or 7 out of 7 (where 7 means ‘strongly agree the role is performed well’)

Base: All residents, excluding don't know (n=1,001) 36 grea‘ter WELLINGTON
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However when we look at what could lift perceptions of Greater Wellington, talking about regional parks
and flood protection, as well as solutions to perceived public transport issues will have the most positive

impact.

Size of improvement in overall reputation if perception of that area is improved by ten percentage points

You, your family, and your community can enjoy regional parks | NRNRRNIIIEDBNNDE 5% @

greater WELLINGTON

Protected from the threat of floods _ 1.3%

The region has public transport that allows people to travel affordably around their city or the region I 3
= The percentages in the chart

should be read as follows:
The region has public transport that is easy to use, meaning it's easy to plan your journey, easy to

get on and off the bus, train, or harbour ferry, and easy to get to your destination _ 1.3%

“If we can improve the perception

Where possible, Greater Wellington residents make sustainable travel choices that reduce pollution of "You, your family, and your

(e.g. carpooling, cycling, or walking) TN 1 2% property are protected from the
threat of floods’ by ten

percentage points, then GWRC'’s

The region has public transport that is well-organised, meaning bus, train, and ferry routes and s 1 2 advocacy will increase by 1.3
schedules are planned in the best interests of those who need them e v ywi I. y i
percentage points. The

percentages have been derived

You can move quickly and safely around the Wellington Region using roads, public transport, _ 1.1% . . .
pedestrian routes, or cycleways e using a regression equation.

Birds, plants, and animals in the region are protected | N NENINGGEEEE 1 0%

Plant and animal pests in the region are adequately controlled _ 1.0%

S

~
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Improving performance on other levers will have a lesser impact on reputation.

Size of improvement in overall reputation if perception of that area is improved by ten percentage points

Land in the Wellington Region is protected for future generations || NERNNEINON 0.9°%
The region has public transport that is reliable and runs on time _ 0.9%
Harbours in the Wellington Region are safe and clean I 05

Communities in the region are well-informed and prepared for the possible impacts of climate change _ 0.8%

Water in rivers, streams, and lakes in the region is clean and healthy _ 0.7%

Soil, water, and air in the region is healthy | EEGNgG I 0.7%

Communities in the region are protected from natural hazards, such as floods, sea-level rise, I 05
earthquakes, and extreme weather '

Urban and rural development (such as construction) will support and enhance the environment, not _ 0.5%
harm it ’

The environment in the Wellington Region is healthy and free of pollution |IENEGzgGE 0.5%

N
ﬁ- COLMAR BRUNTON Base: All residents (n=1,001) 38
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The percentages in the chart should be
read as follows:

“Land in the Wellington Region is
protected for future generations’ by ten
percentage points, then GWRC’s
advocacy will increase by 0.9 percentage
points. The percentages have been
derived using a regression equation.
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When it comes to the Metlink brand, improving perceptions around the organisation of public
transport will have the most positive impact.

Size of improvement in overall reputation if perception of that area is improved by ten percentage points

met @)

The region has public transport that is well-organised, meaning bus, train, and ferry routes and
schedules are planned in the best interests of those who need them

3.2%

The region has public transport that is easy to use, meaning it's easy to plan your journey, easy to get

0,
on and off the bus, train, or harbour ferry, and easy to get to your destination 2.9%

The percentages in the chart
should be read as follows:

“If we can improve the perception
of ‘The region has public
transport that is well-organised’
by ten percentage points, then
Metlink’s advocacy will increase
by 3.2 percentage points. The
2.4% percentages have been derived
using a regression equation.

The region has public transport that allows people to travel affordably around their city or the region 2.7%

The region has public transport that is reliable and runs on time

S

~
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Public transport by usage by sub-region

Proportion of public transport users (those using buses, trains, or harbour ferries at least once a month) by sub-region

61%

Total Wellington
Region

A Kantor Company

-\
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72%

19%

53%

Wellington City

Base: All residents (n=1,001)

62%

18%

44%

Porirua

56%

29%

27%

Kapiti Coast

41

54%

20%

34%

Hutt Valley

37%
16%

21%

Wairarapa

m One or several times a month

m Once a week or more
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What is derived importance?

As well as asking respondents directly how important each outcome is to them, importance of the aspects was derived. This
was done using a combination of regression and correlation analyses between each the performance ratings of each outcome
and advocacy for each brand.

An outcome is deemed important if when it is rated highly, so too is advocacy, and conversely if it is rated lowly, so too is the
advocacy. In other words, the more advocacy mirrors the rating for a specific aspect, the more important that outcome is. If an
outcome appears to be unrelated (i.e. even if the outcome is rated highly, advocacy could be high, or could be low), then the
outcome is determined to be unimportant (i.e. it is not a direct driver of advocacy for the brand).

~ D
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FOR FURTHER INFORMATION PLEASE CONTACT

MIKE DUNNE OR TIM HANNAN

Colmar Brunton, a Kantar Company
Level 9, 101 Lambton Quay, Wellington 6011
Phone (04) 913 3000
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IMPORTANT INFORMATION

Research Association NZ Code of Practice

Colmar Brunton practitioners are members of the Research Association NZ and are obliged to comply with the Research Association NZ
Code of Practice. A copy of the Code is available from the Executive Secretary or the Complaints Officer of the Society.

Confidentiality
Reports and other records relevant to a Market Research project and provided by the Researcher shall normally be for use solely by the
Client and the Client’s consultants or advisers.

Research Information
Article 25 of the Research Association NZ Code states:
a. The research technique and methods used in a Marketing Research project do not become the property of the Client, who has no
exclusive right to their use.
b. Marketing research proposals, discussion papers and quotations, unless these have been paid for by the client, remain the
property of the Researcher.
c. They must not be disclosed by the Client to any third party, other than to a consultant working for a Client on that project. In
particular, they must not be used by the Client to influence proposals or cost quotations from other researchers.

Publication of a Research Project
Article 31 of the Research Association NZ Code states:
Where a client publishes any of the findings of a research project the client has a responsibility to ensure these are not misleading. The
Researcher must be consulted and agree in advance to the form and content for publication. Where this does not happen the Researcher
is entitled to:

a. Refuse permission for their name to be quoted in connection with the published findings

b. Publish the appropriate details of the project

c. Correct any misleading aspects of the published presentation of the findings

Electronic Copies

Electronic copies of reports, presentations, proposals and other documents must not be altered or amended if that document is still
identified as a Colmar Brunton document. The authorised original of all electronic copies and hard copies derived from these are to be
retained by Colmar Brunton.

Colmar Brunton ™ New Zealand is certified to International Standard ISO 20252 (2012). This project will be/has been completed in
compliance with this International Standard.

This presentation is subject to the detailed terms and conditions of Colmar Brunton, a copy of which is available on request or online here.
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