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But there was an even more complex challenge standing in their way.  

 
PEOPLE LIKED KIWIBANK BUT WERE NOT BANKING WITH THEM.  

The banks’ brand tracking showed that 47% of NZers love/really like Kiwibank 6. 

Undoubtedly, the fact they could lay claim to be NZ’s bank was driving this. 

So why were people not banking with them? 
 
Our research uncovered Kiwibank had a problem with perceived expertise and lacked relevancy with modern 
NZers – factors that influence their financial decisions.  

1. OUR EXPERTISE WAS SEEN AS SUB-PAR 
 
Being seen as ‘experts’ is a critical driver of customer choice. However, Kiwibank ranked last on this 
when compared to the big four7 and had been steadily declining over the years. 
 

2. WE WEREN’T SEEN AS BEING RELEVANT TO NEW ZEALANDERS 
 

 non-customers saw Kiwibank as having low relevancy to them8– underscoring the lack of 
credibility in its brand and offering. 

OUR CHALLENGE IN A NUTSHELL 

Expertise + Relevancy in Banking 
= Greater connection, consideration and choice amongst NZers.  

 

THE BRIEF TO US: 

Reposition Kiwibank from being seen as a small likable challenger brand that lacks expertise and 
relevancy - to a credible and relevant modern-day day bank. 

 
 
Our success would be characterised by regaining momentum in brand equity and key image dimensions, an 
increase in consideration within the focus areas of home lending and business, and ultimately, surpassing the 
market's growth rate. 

OBJECTIVE 1: Improve critical brand perceptions: 
Measured by  increase in our target perception drivers: 

- Expertise  
- Leadership 
- Momentum 

 

 
6 Baseline Consultancy, Kiwibank Brand Performance Bulletin –Dec 2020 
7 Baseline Consultancy, Kiwibank Brand Perceptions 2021 
8 Quarterly Brand Review, BrandCapital, Jan ‘21 
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2. KIWIBANK’S HERITAGE WAS PREVENTING PEOPLE FROM SEEING US AS EXPERTS 
 
Kiwi’ is a word that is closely associated with ‘Kiwiana’. 
 
So, while ‘Kiwiana’ evokes a sense of nostalgia and sentimentality from NZers, when you are a bank, it 
comes with baggage. 
 
When probed, it anchored Kiwibank to antiquated ‘Kiwiana’ associations such as…11 
 
“It’s a bit fuddy-duddy.”8 
“They’re down-to-earth but it feels pretty basic, stock standard.” 8 
“They are a bit rinky-dink., I mean is this a Four-Square? ”8 
 
…which held Kiwibank back from being seen as a credible bank capable of handling the financial 
needs of NZ today. 
 
 

3. KIWIBANK WASN’T REFLECTING THE ASPIRATIONAL AND PROGRESSIVE MINDSET OF 
THEIR GROWTH AUDIENCE 
 
Kiwibank’s growth audience is known as the   
 
They are optimistic, highly goal-driven and this is reflected in an ambitious and progressive outlook.12 
 
Kiwibanks heritage audience grew up in a NZ that was often portrayed as a small, underdog,  
punching above its weight with a #8 wire mentality. 
 
The get-ahead audience, live in a NZ that is widely recognised on the world stage and known for 
our….13 

o Confidence and success. 

o Innovative spirit 
o Fairness and equality 

o Outward world view 
 

These values and traits filter through in their expectations from brands.14 
 
Research told us that aligning with the values shaping NZ today, is a shortcut to driving relevancy for 
the brand.15 
 
Unfortunately, the ‘Kiwi’ identity of the past was at odds with this mindset. 
 
This was reflected in their perception of Kiwibank being LESS innovative, up-to-date and high quality 
than other banks.16 
 

 
11 Agency Get-Ahead Customer Research 2021 
12 Nielsen CMI, 2021 
13 Kiwi Codes 2022, Cultural Codes of Aotearoa NZ,  TRA 
14 Kiwibank, Finding Kiwis that want to get ahead, 2021 
15 Kiwi Codes 2022, Cultural Codes of Aotearoa NZ, TRA 
16 Kiwibank, Finding Kiwis that want to get ahead, 2021 















B12  – Brand Revitalisation/ rans ormation ENTRY NO:    Please type here 013 

 
 

 

 

 

 
20 Kiwibank longitudinal brand image monitor, June 2023, Brand Capital 
21 Kiwibank Brand Tracking 2022, Baseline Consultancy 
















