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Background

The Retirement Commission is a crown entity whose
mission is “through education, information and promotion,
assist current and future generations of New Zealanders to
have an adequate amount of income in retirement”.
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 Zealanders’ 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 Commission’s
information, increased action had been achieved.

The Commission’s 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 – 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 “R” word (retirement), and attract
previously hard to reach audiences.  The brand should:

   Convey the positive concept of “financial fitness
for life”.

   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 Zealand’s culture.
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The challenge

While our programme had been successful in reaching
many New Zealanders, the “save for retirement” message
had not hooked the young, and the programme was
repeatedly attracting the “confident planners” (people
doing some saving for retirement already).  If hard to
reach groups like the “young spend for todays”, “careful
budgeters” and “future planners” 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 public’s 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 people’s 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 user’s information needs.

   Present financial planning concepts in both brief and
comprehensive detail to suit those who want “quick
fire” 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.
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Sorted development

Since launch the Sorted public education programme
has continued to grow in popularity and size. Significant
advances in web technologies and a maturity in the Sorted
brand has led to new promotional avenues being explored
and implemented.

A big part of Sorted’s development has been the
creation of three new sections designed to help all New
Zealanders better manage and understand their personal
finances. It starts with Sorted Kids & Money for children
aged 5 to 12 years, to Sorted Students, then up to 60plus
for people in retirement.

Sorted Kids & Money

Sorted Kids & Money is an innovative interactive section
designed to help children understand basic financial
concepts. The section went live in February 2004 and
is the result of extensive research and development.

The first part of this project involved establishing
consistent financial messages that parents, caregivers
and teachers could pass on to their kids.

Enterprise New Zealand Trust, one of New Zealand’s
leading financial education bodies, were commissioned
to develop a Financial Education Framework to isolate
key financial concepts, values and behaviours people need
to learn to make sound financial decisions throughout
life.

Using this framework the Commission worked with
Saatchi & Saatchi Interactive, and Techniche Interactive
to produce nine online games and activities kids can play
by themselves, with their parents/caregivers, or with
friends. Called Money Island, the games and activities
take kids on a ride through financial concepts and
understanding. It has a unique kiwi flavour that New
Zealand kids identify with, as well as being a fun experience.

Recognising that parents, caregivers and whänau play
an essential role in teaching children about financial
matters, Sorted Kids & Money also has a section for
parents that helps them incorporate financial skills in
their child’s everyday life.
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Implementation was managed as follows:

1.  Initial internal scope of the site information – what
financial planning information did we want to provide,
and how did we envisage it being executed on the site
(for example, what could be appropriately delivered
as a calculator, a form, a game, etc)?

2.  Develop a content framework to identify functionality,
site architecture and content flow.

3.  Develop website design and navigation concept
to meet the site structure and content requirements.

4.  Create content and develop calculators. Develop
website design template and technical scoping.

5.  Website production.

6.  Stage one internal review, peer review and user testing.

7.  Content enhancement, completion and review.

8. Stage two user testing, peer review, debugging and
final testing.

9.  Final internal testing, proofing and approval.

The site was launched on 30 September 2001 with
television, bus and online advertising.
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Sorted Students promotion

A promotional campaign was developed to launch
Sorted Students with the aim of raising awareness of the
new section and encouraging site visits.  Although Sorted
Students is also relevant for people pre and post study,
it was agreed that the campaign should initially just focus
on active students.  The campaign comprised the following
elements:

   Radio advertising on stations with high student
listener numbers.

   Metrolites (bus shelters) around universities
Street posters.

   Print advertising in student newspapers eg Cracum
Canta, Debate etc.

   Online advertising on varsity.co.nz.

   Inclusion in varsity.co.nz email newsletter.

   On campus activity – chalking up URLs, posters and
overheads in lecture theatres.

   PR coverage.

Results

In the first 18 days the new section received 2928
visits. Since that time the student calculators have
remained popular with over 30,000 calculations being
completed in the first half of 2004.

60plus

60plus is the latest addition to Sorted. Launched in
May 2004, 60plus is designed to help New Zealanders
plan their finances as their lifestyles change from full
time work.

As we’ve developed Sorted we’ve seen a raft of
information available on saving and planning for
retirement, however there was no clear source of
assistance for people wanting tools and information to
manage their nest egg once they are in semi-retirement
or retirement.

60plus was specifically developed to provide
comprehensive assistance – a guide that enabled people
to independently plan out their finances in the privacy
of their own home.
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Sorted Kids & Money promotion

Promoting Sorted Kids & Money required a slight skew
to the Sorted brand and mouse. With our target moving
to 5-12 year olds the sophistication and quirks of our
existing advertisements needed to be modified.

The result was a two dimensional mouse that used
vector based colours and lines. This mouse would feature
throughout Sorted Kids & Money in both the promotion
and the games and activities.

Television, cinema and online advertising are being
used to promote Kids & Money. The ads have introduced
kids to the vast array of characters using humour and
activity to create intrigue and encourage them to visit
Sorted and play our games and activities.

Results to date

We’ve been very pleased with the result to date. As of
30 June 2004 the Sorted Kids & Money games and
activities had been played over 180,000 times.

Sorted Students

Sorted Students was launched in March 2003 to help
students manage their personal finances, without
overpowering them with complicated information. It
contains three calculators and tools to help students
understand the financial concepts around budgeting,
borrowing and financial decision-making.
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Unique visitor sessions since launch

Total number of calculations made

Total My Plan registrations

Average monthly visits for 2004

Average unique visits for 2004

Average time spent on Sorted per visit

1,000,656

1,988,071

67,364

74,584

53,685

18 min 30 sec

Sorted promotion

Over the first two years of Sorted’s existence the
Commission have used a range of broadcast media to
raise awareness of the website. In our last awareness
survey 7 in 10 people recognised the Sorted mouse and
by line.  As an online brand having this kind of recognition
is encouraging, however to really benefit from Sorted we
need people to visit the website.

In late 2003, to make the call to action to visit Sorted
easier we have increased the proportion of our online
media activity in relation to our broadcast media activity.

Broadcast media remains important, but we are
committed to further developing qualified response
mediums. This is an area in which we are looking for
innovation and wish to continue to push boundaries.
Current activity includes:

   A strong online advertising presence on New Zealand’s
major websites.

   Syndicating Sorted calculators and content to other
websites and intranets.

   Effective email marketing.

   Ongoing search engine marketing.

By using these online advertising tools we can now
gauge unique visits, calculator completion, game use and
My Plan registration and relay it back to each
advertisement. We are also able to clearly track the media
cost for each visit and optimise all our advertising to get
the best visits at the least cost.

The results so far have been remarkable with Sorted’s
unique visitors increasing by 100% since 2003 and the
cost per visit dropping by two thirds.
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The 60plus section features two interactive planning
calculators and a collection of finance related information
including budgeting, writing a will, enduring powers of
attorney and other legal information, housing and care,
annuities, legacies, and government support.

60plus promotion

The television and online promotional programme
features ‘retired’ New Zealand cartoon icons including
Sergeant Dan, the Dollar Man, the Moggy Man, and the
more recent Good Night Kiwi and Eta Nut.

The icons have been chosen because they are an ideal
way to reach a group of people who vary widely in their
lifestyles and interests. The characters – which will be
common to almost everyone in the age group - signal
that a whole generation has reached a time when they
need to plan for the next stage in their lives.

In the advertisements, the icons discuss the issues they
are facing as they enter retirement – issues very familiar
to those in the generations which remember the icons.

The Commission is also partnering with internet training
provider SeniorNet to make the content available within
communities for people wanting to learn how to use the
internet, or specifically wanting to use the 60plus web
tools to help manage their finances.

Site stats  Key site statistics – as at 30 June 2004
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How successful is Sorted?

The measurement of Sorted and its direct impact on
New Zealander’s personal financial management has been
gauged in many ways. Originally we measured Sorted’s
progress through visits, user sessions and demographics.
We complemented these statistics with online surveys,
general market research surveys and advertising cost
effectiveness. The latter group of research remains and
has been our strategic benchmark for behaviour change
in Sorted’s users. However in the last year we’ve set up
and tracking infrastructure that optimises how we measure
our promotion and what people actually do on Sorted.

In a commercial world the key to measuring an
ecommerce site is working out the number of visits to
sale ratios. Having lots of visitors is good, but it’s the
sales that matter. Therefore ecommerce sites are designed
to encourage users through to the point of sale.

Once the visitor/sale ratio is found the cost of getting
people to the point of visit, and then to the sale can be
worked out. These costs are called ‘value metrics’ and are
the heart and soul of ecommerce.

Looking at this model we decided Sorted could use
this methodology by creating structured ‘sales’ points
within the site. For a personal financial site this was easy
- we simply set up tools to start tracking calculator
completions and My Plan registrations.

Completing a calculation on Sorted is the point of
shock that usually makes people see the reality of their
situation. It is this point when we are most likely to
encourage behaviour change in our users.

My Plan

The My Plan service on Sorted enables users to save
their calculator results in their own online account. By
registering for this service people can come back at any
time and continue to effectively manage their money
matters. Sorted currently has over 67,000 My Plan users
who we consider to be our ‘loyal customers’. As Sorted
has grown we’ve made particular efforts to manage
relationships by sending My Plan users updates and
reminders from time to time. An opt-in e-newsletter
service is also available.

Isolating the calculators and My Plan as the central
focus of Sorted has lead to a redesign of Sorted’s
homepage, navigation, calculators, and My Plan service.
It has also lead to a new avenue of promotion for Sorted.

Content syndication

Sorted’s 18 calculators are unique. Complemented by
the colourful brand and mouse the calculators are proving
a desirable service for other portals and websites to offer
their users. Surrounding the calculators with easy to read
topical copy has lead to Sorted having its own sections
on the Xtra MSN Money channel, inside Trade Me Motors
and on numerous workplace intranets.

The syndication arrangements with New Zealand’s
two most popular websites has contributed to a dramatic
rise in Sorted’s visitor numbers, all of which are tracked
and optimised.

Regular Saving Calculator

Net Worth Calculator
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The site allows for user feedback.  The vast majority
of feedback has been positive, with typical comments
being:

Love the site – it makes the issue of financial planning,
which I’m not very comfortable about look like fun!  One
of the clearest, best laid-out web sites I’ve seen.

Great website, will keep coming back.  Glad to see no
advertising and membership crap.  Just useful advice.

The emails I received from Sorted are the main reason I
revisit the site as it tends to slip my mind.  Whenever I get
an email it’s handy to click on the hyperlink and visit the
site again.

Fantastic site!  I especially like the way your calculators
show results in “today’s dollars” etcetera.

It’s websites like yours that make the internet a useful
place.  Keep it up guys.

Awards

The advertising campaign attracting visitors to Sorted
was also recognised as a finalist in the 2002 EFFIE Awards
for advertising effectiveness in two categories –
Charity/Public Service and New Product or Service.

The site has also been acknowledged by IT and
communications professionals.  It was:

   Winner of the “Excellence in the use of IT in
Government” category at the Computerworld
Excellence Awards 2002.

   Judged “Best Finance Site” at the Net Guide Web
Awards for 2001.

   Awarded Internet Magazines website of the month for
November 2001.

   Winner of the Public Relations Institute 2002
Government/Quasi-Government sector award.

In January/February 2002, Hitwise (website traffic
monitor) has ranked Sorted as high as sixth for traffic
volumes in its finance and banking category.  This is
significant, given Sorted is an education and information
site, rather than a transaction-based banking site (the
predominant site type in the finance and banking
category).
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Advertising effectiveness

By adopting value metrics for Sorted’s visits we’ve also
been able to understand best practice with our advertising
effectiveness.

One major benefit of Sorted has been its impact on
improving the response to advertising and thus the cost-
effectiveness of advertising.  In the late 1990’s previous
advertising campaigns by the Commission promoting our
0800 call centre had achieved a cost-per-response of
between $40-80 per response.

In October 2002, one year into the Sorted programme,
the cost-per-response for the Sorted advertising was
around $7. By incorporating content syndication, and
raising the quality of our online advertising we’ve been
able to reduce this metric to $1.53 per visit in 2004.

This makes the advertising strategy particularly cost-
effective, and supports the notion that coupling effective
online marketing with short bursts of broadcast advertising
is the best way to attract New Zealanders to our education
and information materials online.

Results

At 30 June 2004, Sorted had received over 1,000,656
unique visitor sessions – with an average of 40,673 unique
visitor sessions per month in the last twelve months.
Nearly 2 million calculators have been used and the
average session duration is 18 minutes 30 seconds.

In each session, the average number of calculators
used is two, and between three and five calculations are
done on each calculator.  The “get out of debt” calculator
is the most popular, attributing about 29% of all calculator
usage.  The budgeting and regular saving calculators are
the next most popular.  This substantiates the public’s
need for information and assistance with managing every
day financial issues.

A survey of site visitors has identified that over half
of site visitors have used the site more than once, with
77% rating the site “very good” or “excellent”.  73% of
site visitors said they would bookmark the site.

The average annual personal income of users is $35,000;
60% of users are female; 72% of users identify themselves
as New Zealand European, and 10% Maori.  Women and
Maori were both groups identified amongst the “hard-
to-reach” audiences, so it is extremely positive to
have achieved such success in attracting them to the
Sorted website.
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The database on the site consists of 83 tables which
manage the calculator results, site content, survey results
and more.  Containing over 1.4 million records, the entire
database remains under 150MB in size, making the average
record in the database about 200 bytes.  Despite this
large number of records, the average response time of
the database is still fast enough that it cannot be accurately
recorded.

The main pages on the site all consist of dynamic text
in a pre-defined template, so that administrators can
manage all the content across all pages.  The entire
administration module is web-based so that the site can
be administered on any computer with internet access.

The administration module was designed to be simple,
easy to use, and fully functional and has many features
to ensure that errors cannot occur.  There are multiple
levels of administrator access on the site so that users
may be assigned specific tasks without opening all areas
to all users.

The back end design of Sorted uses technologies which
enable the Retirement Commission to administer Sorted
with a high degree of speed, low processing overheads
and great flexibility.

Session based cookies have been built into Sorted to
detail calculator and game usage, My Plan registration,
visits and unique visits. This works in conjunction with a
monthly log file analysis and report from First Rate in
Auckland.

The site navigation utilises JavaScript and layers but
users have the option of navigating without this if their
browsers cannot, or do not support one or both of these
technologies.

Contact details

Robyn Cormack
Marketing Communications Manager
Retirement Commission
Phone: +64 494 6243
Email: robyn.cormack@retirement.org.nz

Level 3
69-71 The Terrace
PO Box 12-148
Wellington, New Zealand
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The difference Sorted makes

In July-August 2002 we emailed a questionnaire to
Sorted visitors who had earlier agreed to take part in
follow-up research.  The aim of this study was to determine
what actions they had taken, as a result of their visit.

Responses to the question “What difference has Sorted
made to you?” indicate that Sorted has had a significant
impact on their financial behaviour in terms of new or
revised financial plans (69%), new savings activity (66%),
restructuring debt (42%) and thinking longer term.  For
some, it has provided a start to gaining control over their
finances (69%), rather than feeling as though their finances
are in control.  For others, it has confirmed that they are
in fact, on the right track.  Typical comments are:

I no longer have my head in the sand about my financial
future.

Even though we earn a high wage we’re still struggling
to get to the next pay.  We have no savings, we’re maxed
out in credit cards and overdrafts.  I’ve done 5 calculations
and can see a light at the end of the tunnel.  Thank you so
much for what you have done so far.  My goal is to have
savings, a home, stability and enjoy a quality of life with
our income.

This research is evidence that financial education does
make a difference to people’s financial behaviour.  It
confirms that a reasonable proportion of visitors to the
site are making changes as a consequence of their visits,
and that Sorted is a catalyst for positive attitudinal and/or
behavioural change.

About the Sorted build

Sorted was developed by Techniche Interactive utilising
all open source technology.  The code was developed in
PHP with the database being MySQL, hosted on a Linux
web server.  These technologies are cross-platform
allowing for the development and the deployment of this
site to be seamless on either PC or Macintosh platforms. 

Around 1100 PHP and 300 HTML files on the site
require under 1.5MB of disk space, over 2381 separate
images utilise an additional 5MB meaning that the entire
site is under the 6.5MB mark. This 'small footprint' design
with regard to both storage requirements and bandwidth
ensure that the site provides maximum performance
hosted on a dedicated hosting platform provided by
ICONZ to ensure the best possible uptime and download
speeds for site visitors.


