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The Public Sector Reputation Index began in 2016 in response to 

demand from our public sector clients for rigorous, independent 

benchmarks of their reputation. 

We took our globally validated reputation measurement 

framework and customised it to the needs of the

New Zealand public sector. 

In 2021, we have…

Surveyed more New Zealanders than 

ever before

Included four new agencies

Examined New Zealanders’ perceptions 

of each agency’s contribution to the 

COVID-19 recovery
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Online surveys conducted from 18 February to
12 March

Nationally representative sample 

by age, gender, region, ethnicity 

and income by household size3500
interviews conducted 

to reflect the views of 

all New Zealanders

Online surveys 

conducted from

18 February to

12 March 2021
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New agencies in 2021 are Aviation Security 

Service, Land Information New Zealand, 

Managed Isolation and Quarantine (MIQ) and 

Ministry of Housing and Urban Development.58 New Zealand public 

sector agencies
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o Treats their employees well

o Deals fairly with people 

regardless of their 

background or role

o Works positively with Māori

o Works positively with 

Pacific peoples

o Is a forward looking 

organisation

o Contributes to economic 

growth

o Is easy to deal with in a 

digital environment

o Is a successful and well-

run organisation

o Listens to the public’s point 

of view

o Uses taxpayer money 

responsibly

o Is trustworthy

o Can be relied upon to 

protect individuals’ 

personal information

o Behaves in a responsible 

way towards the 

environment

o Is a positive influence on 

society

o Has a positive impact on 

people’s mental and 

physical wellbeing

FAIRNESSLEADERSHIP
SOCIAL 

RESPONSIBILITY
TRUST

Reputation is measured across 15 attributes, under four pillars, which are combined 
into a single reputation score, and an index created with the average being 100.

Reputation 

score
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What trends 
are we seeing?

1
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Every year we’ve seen an overall improvement in the public sector’s reputation – with 
the exception of this year which has been a consolidation on last year’s big jump. 

Change in 

raw 

reputation 

score

2016 2017 2018 2019 2020 2021

+2

+1
+1

+4

+0

Chart based on the 29 public sector agencies that have been included in every wave of the Public 

Sector Reputation Index. 
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The public sector’s reputation has improved across all demographic groups since 2017.

+5
+6

+5

+10

+6

+3

+6

+3 +3

+7

+3

+8

+5

+7 +7 +7

+4
+5

+7 +7
+6

Chart based on the 35 public sector agencies that have been included in every wave since 2017. 

Gender Age Ethnicity Region Household income
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Some attributes continue to improve, despite the pause in the overall reputation score. 

31 34 35 

43 45 

2017 2018 2019 2020 2021

Footnote: average attribute scores for the 35 agencies who have been measured since 2017.

% agree% agree % agree

Contributes to 

economic growth

Can be relied upon to protect 

personal information

Is easy to deal with in a 

digital environment

31 33 34 
39 

43 

2017 2018 2019 2020 2021

25 25 26 
31 33 

2017 2018 2019 2020 2021
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27

26

27

29 29

2727

25

22

24 23
24

24
2624

23 23
22

18

21

2016 2017 2018 2019 2020 2021

% Trust

% Social Responsibility

% Leadership

% Fairness

P I L L A R  I M PA C T O N  A G E N C Y R E P U TAT I O N

Leadership is increasing in importance in terms of its impact on reputation.

Footnote: percentages show the extent to which each pillar influences reputation.

Rele
as

ed
 un

de
r th

e O
ffic

ial
 In

for
mati

on
 Act 

19
82



How are our
public sector 
agencies 
performing?
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0

2

4
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8

65 70 75 80 85 90 95 100 105 110 115 120

HIGH
105+

LOW
<95

19% 57% 24%

Most of the public sector agencies have a healthy reputation with 8 out of 10 in the mid 
to high range.
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RESILIENTBRITTLE
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95-104
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So what does this mean? A reputation in the high range means people are eight times 
more likely to be advocates than critics. In the low range they are evenly split.

HIGH
105+

LOW
<95

MID
95-104

% would be critical of them % would speak highly of themADVOCACY

24%

9% 6%

25%
33%

50%
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A mid or high reputation also means an agency is twice as resilient if an issue occurs.  

22%

9% 6%

34% 37%

48%

LOW
Reputation score less than 95

MID/HIGH
Reputation score of 95+

-5

-2

Average change in reputation score when media / comms sentiment drops 10 percentage points plus

INCREASE

DECREASE
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How is
COVID-19 
affecting 
reputation?

3
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Some agencies are seen as more important than others to the COVID-19 recovery.
N
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40% of agencies

0 10 20 30 40 50 60 70 80 90 100

60% of agencies

LOW HIGH

Importance to COVID-19 recovery
The proportion of people who agree agency is important in helping New 

Zealand recover from the economic and social impact of COVID-19
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There is a link between the 

extent to which public 

sector agencies are 

associated with the COVID-

19 recovery and the 

strength of any reputational 

improvement since 2019. 

However the link is not a  

strong one. 

There are plenty of 

agencies who’ve had 

reputational improvements 

who are not strongly 

associated with the COVID-

19 recovery.
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LOW HIGH

Importance to COVID-19 recovery
The proportion of people who agree agency is important in helping New 

Zealand recover from the economic and social impact of COVID-19
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Who has the 
strongest 
reputation in 
2021?

4
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OVERALL
REPUTATION

TOP 10

2021

Fire and Emergency remains 

top of the pack. 

Ministry of Health enters the top 

10 for the first time, and Tourism 

New Zealand is back in the mix.

Callaghan Innovation jumps 

from 5th to 2nd place.

109

108

107

106

106

121

112

111

110

109

Reputation score increased / 

decreased by 3 or more points
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TOP 5 
TRUST

SOCIAL 
RESPONSIBILITY 

LEADERSHIP FAIRNESSON EACH PILLAR

1

2

3

5

4

Highest scoring 

agencies on each

of the four pillars
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1

2

4

TOP 5 
MOVERS & SHAKERS

Top 5 most improved 

agencies

3

Stats NZ has 

improved its 

reputation the 

most. 

Ministry of 

Health is greatly 

improved 

following its 

COVID-19 

response.

Kāinga Ora is in 

the top 5 most 

improved for the 

third year in a 

row. 
5
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How did Waka 
Kotahi do this 
year?

5
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Waka Kotahi chose five agencies to be benchmarked against in 2021.5 Benchmark 

agencies
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98 95 95 95
100

95 94 94 94
99 98 98 98 98

104
98 98 98 96

101

50

100

150

2017 2018 2019 2020 2021 2017 2018 2019 2020 2021 2017 2018 2019 2020 2021 2017 2018 2019 2020 2021

Waka Kotahi’s reputation (relative to all other agencies) has recovered following the gradual decline since 2017. This 

increase is due to significant improvements in perceptions across all of the reputation pillars compared to 2020, 

resulting in Waka Kotahi being one of the top movers and shakers on the Index in 2021.

BASE: Those aware of Waka Kotahi in 2021 (n=302), 2020 (n=256), 2019 (n=254), 2018 (n=224), 2017 
(n=257), 2016 (n=232)

Social responsibility FairnessTrust Leadership
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65 70 75 80 85 90 95 100 105 110 115 120 125

65 70 75 80 85 90 95 100 105 110 115 120 125

65 70 75 80 85 90 95 100 105 110 115 120 125

65 70 75 80 85 90 95 100 105 110 115 120 125

Waka Kotahi’s 

reputation score of 

101 is well ahead of 

the five benchmark 

agencies on 94. 

Indeed, Waka Kotahi

sits ahead of the five 

benchmark agencies 

on all pillars in 2021.

Compared to the 

benchmark agencies, 

leadership is Waka 

Kotahi’s biggest 

strength.

Benchmark

SOCIAL 
RESPONSIBILITY 

TRUST

LEADERSHIP

FAIRNESS

BASE: Those aware of Waka Kotahi in 2021 (n=302)

Benchmark

Benchmark

Benchmark
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Is trustworthy

Can be relied upon to protect 
individuals’ personal information

Uses taxpayer money responsibly

Listens to the public’s point of view%
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BASE: Those aware of Waka Kotahi in 2021 (n=302), 2020 (n=256), 2019 (n=254), 2018 (n=224), 2017 (n=257)

AGREEMENT WITH TRUST ATTRIBUTES

Agreement with each of the trust attributes has increased compared to 2017. All attributes have seen an 

increase in agreement since 2020 except for being trustworthy, which has plateaued. In 2021, there has 

been a notable improvement in being seen as listening to the public’s point of view.
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AGREEMENT WITH SOCIAL RESPONSIBILITY ATTRIBUTES
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Is a positive influence on
society

Behaves in a responsible
way towards the
environment

Has a positive impact on 
people’s mental and 
physical wellbeing
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BASE: Those aware of Waka Kotahi in 2021 (n=302), 2020 (n=256), 2019 (n=254), 2018 (n=224), 2017 (n=257)

There has been year-on-year growth for all of the social responsibility attributes. In 2021 there has been a 

notable increase in the proportion of New Zealanders who agree that Waka Kotahi behaves in a 

responsible way towards the environment.
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AGREEMENT WITH LEADERSHIP ATTRIBUTES
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Contributes to economic growth

Is easy to deal with in a digital
environment

Is a successful and well-run
organisation

Is a forward looking organisation
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BASE: Those aware of Waka Kotahi in 2021 (n=302), 2020 (n=256), 2019 (n=254), 2018 (n=224), 2017 (n=257)

Leadership is Waka Kotahi’s strongest pillar. This is positive, as leadership is increasingly having a 

greater impact on reputation (see slide 10). There has been a significant shift (+10 percentage points) in 

agreement that Waka Kotahi contributes to economic growth in 2021, while the other attributes are all 

relatively static. Waka Kotahi’s biggest strengths across all the pillars are being seen as contributing to 

economic growth, and being easy to deal with in a digital environment.
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Deals fairly with people regardless of
their background or role

Works positively with Māori

Treats their employees well

Works positively with Pacific peoples

AGREEMENT WITH FAIRNESS ATTRIBUTES
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BASE: Those aware of Waka Kotahi in 2021 (n=302), 2020 (n=256), 2019 (n=254), 2018 (n=224), 2017 (n=257)

Waka Kotahi in increasingly being seen as a fair organisation. There have been notable improvements in 

being perceived as working positively with Māori and with Pacific peoples in 2021. This could be 

attributable to the rebranding (this is the first year the agency was called ‘Waka Kotahi’ throughout the 

survey).
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% agree 2021 

(rate 5 to 7 out of 7)

Percentage point 

difference from benchmarkWaka Kotahi outperforms 

the benchmark agencies 

on almost all of the 

attributes.

Waka Kotahi’s relative 

strengths are being easy 

to deal with in a digital 

environment, contributing 

to economic growth, and 

dealing fairly with people 

regardless of their 

background or role.

The only attribute where 

Waka Kotahi falls slightly 

behind the benchmark 

agencies is being seen to 

have a positive impact on 

people’s mental and 

physical wellbeing.

Is trustworthy

Can be relied upon to protect individuals’ personal information

Uses taxpayer money responsibly

Listens to the public’s point of view

Is a positive influence on society

Behaves in a responsible way towards the environment

Has a positive impact on people’s mental and physical wellbeing

Contributes to economic growth

Is easy to deal with in a digital environment

Is a successful and well-run organisation

Is a forward looking organisation

Deals fairly with people regardless of their background or role

Works positively with Māori

Treats their employees well

Works positively with Pacific peoples

Fairness
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Fairness

TRUST

LEADERSHIP

FAIRNESS

SOCIAL 
RESPONSIBILITY 

BASE: Those aware of Waka Kotahi in 2021 (n=302)

10

7

7

4

4

10

-1

14

22

9

8

12

4

5

2

Rele
as

ed
 un

de
r th

e O
ffic

ial
 In

for
mati

on
 Act 

19
82



P U B L I C  S E C T O R  R E P U T A T I O N  I N D E X  2 0 2 1  

Awareness and 
understanding

P U B L I C  S E C T O R  R E P U T A T I O N  I N D E X  2 0 2 1
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Almost all New Zealanders (98%) have heard of Waka Kotahi. Perceived understanding of what the 

agency does is strong, with 50% of those aware claiming to have a good understanding. This is 

above the benchmark agency average.

BASE: Those aware of Waka Kotahi in 2021 (n=302), 2020 (n=256)

UNDERSTANDING OF WHAT WAKA KOTAHI DOES

47 

48 

4 

38 

53 

9 

2020 50 
45 

4 

2021 BENCHMARK

% Good understanding % Basic understanding % Heard or seen the name only
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Below are the key areas that people think Waka Kotahi has a role in. People think of the agency’s 

administrative role for road users in addition to managing road / transport maintenance and safety.

Administrative functions 
WOFS, registrations, licensing 

and road user information

Road / transportation 

maintenance
Road safety

License, vehicle registration 

and WOF and services.

Builds roads - Transmission 

Gully etc., which I hope they finish this year. 

Think they also are in charge of traffic and road 

works.

Keeps reminding you about registration. 

All to do with keeping cars safe on 

New Zealand roads.

Monitors and maintains the 

standards of vehicles in New Zealand.

Responsible for upkeep of roads, trains, train 

lines, ferries etc.

Making sure vehicles are road worthy and 

roads are safe.

Monitor parking around areas, help people get 

their licenses, driving tests.
Fixes roads.

I think they’re the people that set speeds, 

driving tests, road safety.

Vehicle-related information. For example 

payments, user charges, ownership, roads.

Tries to keep our roads safe by keeping our 

cars in good working order. We pay fees to 

them. Looking after our highways and 

byways.

Theme 1: Theme 2: Theme 3: 
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Almost three-quarters of New Zealanders feel that the work Waka Kotahi does is important for New 

Zealand. This is in line with 2020, and above the benchmark agency average.

BASE: Those aware of Waka Kotahi in 2021 (n=302), 2020 (n=256)

LEGITIMACY OF PURPOSE

73 
68 

2020

73 

2021 BENCHMARK

The proportion of people who agree that the agency’s work is important for New Zealand
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Advocacy

7

Rele
as

ed
 un

de
r th

e O
ffic

ial
 In

for
mati

on
 Act 

19
82



P U B L I C  S E C T O R  R E P U T A T I O N  I N D E X  2 0 2 1  

Advocacy for Waka Kotahi has declined from the high seen in 2020. However, it is higher than the benchmark agency 

average. This is at odds with the improved performance across the reputational attributes. We believe this difference is 

because the advocacy score is akin to a gut response from the public, and that at a more emotional level they feel less 

positive than in 2020, but this does not reflect how they rationally think about the different attributes. 

BASE: Those aware of Waka Kotahi NZ Transport Agency, base sizes shown on chart

3 4 5 4 4
10

11
16 16

13 15

20

49

49 48

44
46

43

37
31 31

39 35
27

2017 2018 2019 2020 2021 Benchmark

ADVOCACY

(n=1,984) (n=1,958) (n=2,702) (n=1,364)

% Advocates

% Neutral

% Critics

% Don’t know

(n=1,709)
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36 34 35
39

30 32
36 33 32

36 38
33 34 32

27

42

17
13 16

11
15 16 16 19 17 14

10 13 15 15 12 13

Asian New Zealanders are the most likely to advocate for Waka Kotahi. Aucklanders are more likely than 

average to be critics.

AGE

18 to 29

(n=347)

30 to 39

(n=331)

40 to 49

(n=246)

50 to 64

(n=429)

65 plus

(n=356)

ETHNICITY

NZ 

European

(n=1,104)

Māori

(n=286)

Pacific 

Peoples 

(n=96)

Asian 

ethnicities 

(n=334)

REGION

Auckland

(n=552)

Wellington

(n=188)

Other North 

Island

(n=552)

Canterbury

(n=217)

Other 

South 

Island

(n=200)

GENDER

Men

(n=825)

Women

(n=878)

% Advocates % Critics

BASE: Those aware of Waka Kotahi NZ Transport Agency, base sizes shown on chart

Significantly higher / lower than average
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36 34 34 36
32

38
32 35 34 33

39
33

13
17 16 14 15 13

17 16 14
20

14 16

Renters and middle-income earners are more likely than average to advocate for Waka Kotahi, while those 

in households without children are more likely than average to be critics. Disabled New Zealanders are the 

most critical group, with one in five being a critic (albeit this is not significantly higher than the average).

PLACE OF BIRTH HOUSEHOLD INCOME

Under $50k

(n=436)

$50k - $100k

(n=692)

Over $100k

(n=581)

CHILDREN

Household 

with children

(n=658)

Household 

without 

children

(n=967)

Born in NZ

(n=1209)

Born outside 

NZ

(n=500)

EMPLOYMENT STATUS DISABILITY HOME OWNERSHIP

Employed

(n=1,200)

Unemployed

(n=509)

Disabled

(n=175)

Renter

(n=448)

Home owner

(n=1,130)

% Advocates % Critics

BASE: Those aware of Waka Kotahi NZ Transport Agency, base sizes shown on chart

Significantly higher / lower than average
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Advocates feel that 

Waka Kotahi does the 

best it can to keep 

New Zealanders safe 

on our roads, and to 

keep us moving.

Many perceive the 

agency as being 

efficient and easy to 

deal with.

Advocates also praise 

the website for 

enabling them to 

easily action required 

tasks, such as 

renewing their car 

registration.

What advocates say about Waka Kotahi 
NZ Transport Agency

They are doing the best they can for NZ 

infrastructure.

They are really helpful for all people.

They provide safety in roads to everyone.

They do a great job with land transport in 

New Zealand.

I think they have done well for our country, 

it showed during shut down last year, 

where we didn't have to stress about no 

regos or WOF on our vehicles. Also, they 

have really good notification emails.

They appear to me to be efficient.

I like their services and always prompt 

response to current situations.

The information they give on their website.

Good website to work with.

Their website for dealing with day to day 

transactions eg car registration is excellent.

One can get the information they want by 

visiting their great website.
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What critics say about Waka Kotahi 
NZ Transport Agency

Critics of Waka Kotahi 
feel that funds are being 
allocated to projects that 
they shouldn’t be, or 
that issues that require 
attention are not being 
addressed.

Many reference negative 
experiences on the 
roads in New Zealand as 
cause for concern.

Relatively few mention 
any direct engagement 
with Waka Kotahi.

They continue to waste money on stupid, stupid 

things that don't improve the safety of roads and just 

slow down travel journeys. They need to spend the 

money on what is important, like fixing the bloody 

roads!

They are focused on the wrong areas.

Badly maintained roads on the highway.

Cameras are outdated for new drivers licensing and 

they waste money on stupid projects. some are good 

but there are a few dumb ones.

They give fines.

If or when it is linked to Auckland Transport .... 

disastrous, lack of organisation.

Their anti-motoring policies against the people who 

supply the majority of the funds they administer is a 

shocking inditement on their bias.

They really haven’t done much to help the current 

state of Auckland’s roadworks. Now the news 

about the harbour bridge not being able to be 

strengthened anymore... Where was the future 

planning and mapping from NZTA?! Pathetic.

Poor customer service.

The state of our roads nationwide.

Have you tried to drive round this country lately? 

The road system is awful.

Experienced a talk to a group from one of their PR 

people a few years ago - person did not present 

well and totally lacked conviction.

Don't fix roads and terrible traffic congestion

The person we have had to deal with locally is 

very difficult to engage in helpful conversation. He 

caused a lot of stress.

Always a negative experience nothing is ever 

done well or on time
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BASE  | 70

BASE  | 131

BASE  | 137

New Zealanders who mainly base their opinion of Waka Kotahi on conversations, or their 

own experience, continue to be more positive than those whose views are based on the 

media or on impression. 

BASE: Those aware of Waka Kotahi NZ Transport Agency, base sizes shown on chart

45 

40 

29 

18 

36 

42 

46 

58 

18 

15 

20 

5 

2 

3 

5 

19 

Conversation

Experience

Media and comms

Impression

ADVOCACY BY SOURCE OF REPUTATION

% Positive: speak highly of them % Neutral % Negative: speak critically of them % Don’t know

BASE  | 49
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BASE  | 46

ADVOCACY BY TIME SINCE LAST PERSONAL CONTACT

New Zealanders who have interacted with Waka Kotahi more recently tend to be less 

critical about the agency. This reinforces the improvements seen earlier in this report, 

further highlighting the upwards trajectory that Waka Kotahi is on.

BASE: Those aware of Waka Kotahi and interacted with the agency, base sizes shown on chart

39

38

20

45

38

46

12

25

14

5

20

Last 12 months

More than 12 months ago

Never

BASE  | 67

BASE  | 165

Positive: speak highly of them Neutral Negative: speak critically of them Don’t know
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Source of 
reputation

8

P U B L I C  S E C T O R  R E P U T A T I O N  I N D E X  2 0 2 1
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Direct experience with Waka 

Kotahi continues to be the 

single largest influence on 

peoples’ perceptions of the 

agency. It has increased from 

34% in 2020 to 39% in 2021.

While 38% of New Zealanders 

say that news media has 

influenced their view of Waka 

Kotahi, only 25% say it has had 

the biggest impact.

What impacts people’s views of Waka Kotahi

39%

25%

6%

7%

5%

1

9%

7%

44%

38%

17%

15%

11%

4%

Experience

News organisations

Friends or family

Advertising

Social media

Independent
commentators

Don't know

None of these

Biggest influence

Total influence

BASE: Those aware of Waka Kotahi in 2021 (n=302)

xx%
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IR

MPI

MBIE

MFAT

MOJ

MSD

MOE

RBNZ

Treasury

MoH

Customs

Police

FENZ

Corrections

ACCWaka Kotahi

Stats NZ

EECA

CAA
CFFC

EQCKainga Ora

DIA

Te Kawa Mataaho

MFE

DOC

Maritime NZ

BSA

FMA

NZDF

MCH

SFO

HPA

PHARMACSport NZ

OFLC

AT

Creative NZ

MetService

Oranga Tamariki

NZ On Air

NZTE

RNZ

Tourism NZ

Electricity 
Authority

WorkSafe

NEMANIWA

Children’s 
Commissioner

Callaghan

GNS

Immigration

ComCom

Productivity 
Commission

LINZ

AVSEC

MIQ

MHUD

Waka Kotahi is one 

of the few agencies 

where experience is 

the most important 

influence on 

reputation.

IMPRESSION
Don’t know 15%

None of these 14%

MEDIA AND COMMS
News media 47%

Advertising / communications 10%

Bloggers / commentators 8%

EXPERIENCE
Personal experience 13%

CONVERSATION
Friends or family 15%

Social media 10%
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In line with previous 

years, two-thirds of New 

Zealanders have seen or 

heard something about 

Waka Kotahi in the last 12 

months (slightly above the 

benchmark agency 

average).

The sentiment of what 

people have seen tends to 

be more positive than 

negative.

BASE: Those who had seen or heard something about Waka Kotahi in 2021 (n=302); 2020 (n=256); 2019 (n=254)

22 
26 26 

22

26 

29 27 

23

19 
10 14 

16

33 35 33 39

2019 2020 2021 Benchmark

% Positive

% Both positive 

and negative

% Negative

% Not seen anything

% SEEN OR HEARD SOMETHING

67% 65% 67% 61%
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Work on highway.

Wearing a mask on public transport, free rides 

during COVID

Tolling on the new motorway joining onto 

Johnson Hill Tunnels - about how there may be 

two tolls.

The protracted work and extensions of time 

required to complete Transmission Gully 

project. The shortcomings of the Kapiti 

Expressway (near new seal breaking up).

Speed zone decrease in Auckland.

Restructuring.

Rego.

New road funding's and long term plans

Mainly adverts about 

texting and driving

Lots of road repairs.

Lots about speeding tickets and how unfair the 

fines were.

Issues with Transmission Gully project and 

delays around that.

Driving licence frauds.

Discussions around design and progress of 

Southern motorway near Christchurch - opinions 

on how well it was planned and being executed; 

some good, some bad.

Checked for the traffic throughout Auckland and 

also looking at the traffic cameras.

An ad on social media

What people 

have seen or 

heard about 

Waka Kotahi
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% Mostly
negative

% More
negative than
positive

% Both positive
and negative

% More positive
than negative

% Mostly
positive

4 4 4 7

8 8 8

12

38 
30 31

33

27 

32 32

29

23 26 26
19

The public’s experience of 

Waka Kotahi is in line with 

the 2020 results.

Almost six in ten people 

who have had personal 

experiences with Waka 

Kotahi in 2021 rate it 

positively. This is above 

the benchmark agency 

average of 48%.

PERCEIVED POSITIVITY / NEGATIVITY OF PERSONAL EXPERIENCE WITH WAKA KOTAHI

NETT

57%
NETT

50%

BASE: Those who have had personal contact with Waka Kotahi in 2021 (n=232); 2020 (n=224), 2019 (n=180)

2019 2020 2021 Benchmark

NETT

57%
NETT

48%
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SOURCE OF EXPERIENCE

BASE: Those who have had personal contact with Waka Kotahi in 2021 (n=232)

39%

30%

29%

19%

15%

12%

4%

0%

10%

Using the website to fill out a form

Experience with the service delivered by the organisation

Browsing the website or app

Having a face to face interaction with someone from the organisation

Emailing / writing to the organisation

Calling the organisation

Working with the organisation in a professional capacity

Other

Don’t know / can’t remember

The public is most likely 

to have personal contact 

with Waka Kotahi through 

the website, or through a 

service delivered by the 

agency.
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Waka Kotahi

HIGH

Main influences on reputation
LOW

However, Waka Kotahi 

shouldn’t just rely on 

personal experiences to 

build its reputation. 

Agencies whose reputation 

is shaped by both 

experience and media & 

communications have seen 

some of the most notable 

improvements in the past 

two years. 

The challenge for Waka 

Kotahi is how it can generate 

more positive media 

coverage to help support a 

relatively positive customer 

experience.

C
h

a
n

g
e

 i
n

 r
a

w
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e
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s
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 s
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c
e

 2
0

1
9

Experience 

only

Media / 

comms only
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Key take 
outs

P U B L I C  S E C T O R  R E P U T A T I O N  I N D E X  2 0 2 1

9
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Waka Kotahi has seen year-on-year 

improvements in perceptions across 

almost all of the reputational 

attributes since 2019.

The improvements in 2021 have 

outstripped those of the rest of the 

agencies, resulting in Waka Kotahi 

significantly raising its relative 

reputation score, making it a key 

mover and shaker on the Index.

Effort should be made to maintain 

this momentum moving forwards.

Moving on 

up
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While Waka Kotahi has made 

advances across the reputational 

attributes, advocacy for the 

organisation has slipped. 

This indicates that the public’s 

rational response to the agency is 

moving in one direction and their 

emotional response in another. 

To resolve this dichotomy and further 

build its reputation Waka Kotahi 

needs to consider how it can build 

love for the brand.

But 

where is 

the love 

…
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Waka Kotahi’s reputation is mainly influenced by 

the public’s direct experience with the agency. 

However, the biggest reputational gains are from 

agencies that use both experience and media & 

communications to their benefit. 

Those New Zealanders whose perceptions of 

Waka Kotahi are shaped by experience are much 

more likely to be advocates than those whose 

perceptions are shaped by the media and comms.

Courting 

the 

media

Waka Kotahi should consider how it can better use 

media and comms to build love for the brand and 

so improve advocacy. 
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Edward Langley 
or Katelynn Fuller

For more information, 

please contact:

Edward.Langley@colmarbrunton.co.nz

Katelynn.Fuller@colmarbrunton.co.nz
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PUBLIC 
SECTOR
Reputation index 2021 
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