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ü The NBI IndexSM, including question wordings, and/or any other intellectual property in 
this study are the property of GfK. Before re -releasing information contained in this 
report, please see the New Zealand Trade and Enterprise Brand Experience team in 
Auckland or the GfK Research Team. 

ü New Zealand Trade and Enterprise, Level 11, 23-29 Albert Street, Auckland 1010, New Zealand

ü Contact: Henry Matthews, Brand Manager henry.matthews@nzte.govt.nz, +64 9 354 9071

ü GfK Roper Public Affairs & Corporate Communications, 75 Ninth Avenue, New York, New York 10011

ü Contact: Xiaoyan Zhao, Ph.D., Director, Global Research and Consulting, xiaoyan.zhao@gfk.com, 1-650 948 6277

ü Contact:Toni Shields, Senior Vice President, Consulting and Public Affairs, toni.shields@gfk.com, 1-212 240 551
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Research Objectives

ü This report is an addendum to the standard Nation Brands Index SM New Zealand report 
issued in October, 2010.  

ü The survey was fielded from July 7th, 2010 through August 4 th, 2010.

ü GfK has been contracted by NZTE to provide deeper analysis to help New Zealand 
identify its competitive strengths among its top trading partners, or ñtarget countries.ò 

ü Specifically the analyses are designed to answer:

V What are the top -of-mind associations of New Zealand among trading target 
countries?

V Within ñtargetò countries, what are New Zealandôs competitive advantages and 
disadvantages when it comes to top-of-mind associations? 

ü The Executive Summary at the beginning of the report looks at patterns of findings 
across the target countries, summarizing the most important themes and               
implications given the research objectives.  
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Target Countries

ü Target countries are survey panel countries that also represent some of New Zealandôs 
top trading partners. Included in this report are sections for each target country, with 
Word Clouds for each. The countries surveyed for the Competitive Scorecard analysis at 
the end of the report represent New Zealandôs top 6 trading partners, and are in bold 
type. The 12 target countries are:

V Australia
V Japan
V India
V Germany

V China
V South Korea
V Canada
V Mexico

V The U.S.
V The UK
V France
V Italy
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Analytical Roadmap 

ü The main body of the report is organized by target country, with the following analyses:

V Word Clouds displaying the words most often associated with New Zealand across the 
six NBI indices among the 12 target countries.

V In this analysis, the size of each word in the Word Cloud is proportional to the 
percentage of responses to that question. 

V Competitive Scorecards showing New Zealandôs percentages on each of the word 
association questions. This data is from respondents in the six countries listed in each 
column.



6

© Copyright GfK Custom Research North America 2011.  Proprietary and Confidential

GfK Custom ResearchNorth America NZTE 2010 NBI Custom Analysis May 2011

Analytical Roadmap (cont)

ü In both the Word Cloud and Competitive Scorecards analyses, top-of-mind associations 
are grouped into three categories:

V Products ïwords from Exports and Culture (multi -response)

V Feel ïwords from People and Tourism (multi -response)

V Momentum ïwords from Governance and Immigration/Investment (single response).

NOTE: Momentum scores are based on a single-response question (responses add to 
100%), whereas Products and Feel scores are based on a multi-response question (i.e., 
respondents can choose any/all that apply; scores add to more than 100%). As a 
result, scores in the Products and Feel categories are typically higher than in the 
Momentum category. 
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Executive Summary1
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The question for New Zealand, of course, is not ñwhere are we todayò but ñwhere are we 
going?ò As we noted in the 2010 NBI report, New Zealand occupies a strong position at 
14th of 50 nations ïno small feat given its size and remoteness - but as this analysis 
reinforces, the story of New Zealand is one of untapped potential. It has managed to 
leverage signature strengths ïe.g., agriculture, food, and sports; tourism; honesty and 
reliability ïon the global stage; at the same time, however, these national assets appear 
siloed and under-utilized. 

In all, we view New Zealand as having plenty of opportunity not only to play up these 
individual strengths among partners and developing partnerships, but more importantly, 
to weave them into a powerful narrative about the countryôs unique global economic and 
cultural role in the 21 st century. 

Executive Summary
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Agriculture and Food represent New Zealandôs signature strengths ïthe anchor of its 
international definition, and a critically important asset, given the growing global demand 
for sustainable food supplies in the decades to come.  This asset can be further enriched 
when combined with other current strengths and potential strengths to promote a solid 
and coherent brand that is uniquely New Zealand.  

Currently, the pre-eminence of agriculture is most evident in Australia, Canada, Japan, the 
UK, South Korea, and Germany, and to a slightly lesser extent, China, Italy and France.  
In contrast, New Zealandôs agriculture is important but less dominant in a group of 
countries that are major agriculture players: the U.S., India, and Mexico. 

Executive Summary (cont)
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As a country renowned for its ñhonest ò citizens and ñreliable ò government, New Zealand is 
uniquely positioned in the debate over international food quality.  The message should be 
that not only does New Zealand produce some of the worldôs finest food/agricultural 
products, but its reputation of honesty and reliability, as well as transparent regulatory 
processes provides the reassurance that trading partner country governments and 
consumers seek.  We would recommend weaving these themes into New Zealandôs 
ñagricultural storyò.  

We should note one caveat with agriculture and food, however.  Crop growing and animal 
husbandry more often than not are seen as traditional industries and therefore are 
sometimes less effective than high-tech industries for promoting a sense of innovation 
and ñnational momentumò (think: butter versus semi-conductors).  New Zealand currently 
does not have a strong high-tech image nor does it own education.  In telling New 
Zealandôs ñagricultural storyò, it is important to highlight the modern sciences and 
technologies that are the engine of New Zealandôs successful agricultural industry, as well 
as the highly trained agricultural professionals that are the backbone of this modern 
industry.

Executive Summary (cont)
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The visibility of New Zealandôs sports and films is noticeably more entrenched in the 
Commonwealth nations (UK, Canada, India, and Australia), Italy (sports, not film), and 
France (sports, not film). In contrast, Asia -Pacific countries (China, Japan, and South 
Korea), Mexico, the U.S., and Germany have thinner impressions of these assets. New 
Zealand might consider promote cross-cultural sports exchanges and film festivals, 
particularly with Asia-Pacific partners, as a way of raising its profile and paving the way 
for greater economic cooperation.   

Finally, as we noted in the main NBI 2010 report, New Zealand speaks with a unique, credible 
voice on international issues of critical importance today, such as the environment and 
peace and security . Again, these are areas that intersect with other strengths, and in 
turn can be leveraged to enrich the profile moving forward.  This includes the traits of 
ñhonestyò and ñreliabilityò for sure; as well, New Zealandôs strong association with the 
traits of ñtolerant ,ò ñrelaxing ,ò ñmodern ,ò ñforward -thinking ,ò and ñtrustworthy ò 
should help paint an image of a modern and responsible nation offering 21 st century 
global solutions. 

Executive Summary (cont)
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Australia1
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Australia: Summary

ü Australia : As a close neighbour, Australians have well-defined and very positive 
impressions of New Zealand across the three categories: Products, Feel, and Momentum. 
ñAgricultureò is New Zealandôs strongest competitive advantage. ñSportsò and ñfilmsò are 
also strong identifiers. Australians see the country as a ñrelaxingò destination, with ñhonestò 
and ñfunò citizens and a ñreliable,ò ñtrustworthyò government. 
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Australia: Word Clouds, Products ïwords from Exports and Culture (multi -response)
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Australia: Word Clouds, Feel ïwords from People and Tourism (multi-response)
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Australia: Word Clouds, Momentum              ïwords from Governance and  

Immigration/Investment (single response)
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China2
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China: Summary

ü China : Although the Chinese have thinner impressions of New Zealand, several standout 
traits emerge for New Zealand, including ñagricultureò and ñfoodò ïsolid competitive 
advantages against the comparison set in the Products category. The Chinese see New 
Zealand as ñmodernò and ñtrustworthy,ò but somewhat ñunpredictableò and ñdevelopingò as 
well. In the Feel category, ñrelaxingò is New Zealandôs strongest competitive advantage. For 
the Chinese, New Zealandôs profile is most like Canadaôs, Australiaôs, and Denmarkôs. 
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China: Word Clouds, Products ïwords from Exports and Culture (multi -response)
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China: Word Clouds, Feel ïwords from People and Tourism (multi-response)
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China: Word Clouds, Momentum                    ïwords from Governance and  

Immigration/Investment (single response)
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The U.S.3
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The U.S.: Summary

ü The U.S.: Americans know New Zealand best as one of the worldôs premier travel 
destinations, with ñexcitingò and ñrelaxingò being some of the strongest associations overall. 
New Zealand is also seen as a ñtrustworthyò and ñreliableò partner. On Products, Americansô 
impressions are less informed, with ñagricultureò standing out as the top association. 
Americans see Denmark as being most similar to New Zealand. 
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The U.S.: Word Clouds, Products ïwords from Exports and Culture (multi -response)
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The U.S.: Word Clouds, Feel ïwords from People and Tourism (multi-response)
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The U.S.: Word Clouds, Momentum                ïwords from Governance and  

Immigration/Investment (single response)
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Japan4
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Japan: Summary

ü Japan : Perceptions among the Japanese are especially fluid, with several standout 
attributes across the categories but with many respondents not having strong opinions. 
This is most evident in cultural products, where more than three -quarters say ñnone of 
these.ò ñAgricultureò is New Zealandôs signature strength with the Japanese ïit overwhelms 
other associations. The Japanese differentiate New Zealand from other nations as a 
ñrelaxingò place, with a ñtrustworthyò and ñtransparentò government. New Zealandôs profile 
is most like Australiaôs and Canadaôs. 
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Japan: Word Clouds, Products ïwords from Exports and Culture (multi -response)
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Japan: Word Clouds, Feel ïwords from People and Tourism (multi-response)
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Japan: Word Clouds, Momentum                    ïwords from Governance and  

Immigration/Investment (single response)
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The UK5
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The UK: Summary

ü The UK : Similar to Australia, the British have well -informed and positive impressions of 
New Zealand across the three categories, particularly in the tourism/experience (Feel) and 
government (Momentum) categories. For the British, ñagricultureò stands out as a signature 
strength, and New Zealand posts clear advantages across the comparison set on both 
travel (e.g. ñexcitingò and ñrelaxingò) and government/economic metrics (e.g., ñmodernò 
and ñtrustworthyò).  New Zealandôs profile is most similar to Canadaôs. 
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The UK: Word Clouds, Products ïwords from Exports and Culture (multi -response)
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The UK: Word Clouds, Feel ïwords from People and Tourism (multi-response)
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The UK: Word Clouds, Momentum                 ïwords from Governance and  

Immigration/Investment (single response)
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South Korea6
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South Korea: Summary

ü South Korea : South Koreans are fairly knowledgeable about New Zealand, with a number 
of positive associations standing above the rest. South Koreans highlight ñagricultureò as 
New Zealandôs signature strength; they give high ratings for several Feel and Momentum 
descriptor, such as ñexciting,ò ñtrustworthyò and ñhard-working,ò but these are not 
comparative strengths. South Koreans see New Zealand as more ñtolerantò and ñrelaxingò 
than competitor countries. In terms of profile, New Zealand is viewed as most similar 
Denmark, Australia, Canada, and Singapore. 
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South Korea: Word Clouds, Products ïwords from Exports and Culture (multi -response)
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South Korea: Word Clouds, Feel ïwords from People and Tourism (multi-response)


