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57%

49%

55%

21%

26%

21%

15%

15%

14%

7%

10%

10%

2012 
(n=309)

2013 
(n=304)

2014 
(n=305)

Being approached by another company to switch

Finding a better deal by using an online price comparison website

Approaching another company to switch

Other/Unsure

Change motivated by:

28%
31% 30% 31%

71%
68% 69% 68%

2011 2012 2013 2014

Have switched in past two years Have not switched

Switched power company in the past two years
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

29%

24%

26%

22%

18%

24%

23%

25%

11%

18%

19%

22%

39%

30%

29%

29%

3%

4%

3%

2%

2011

2012

2013

2014

Approached once Approached twice Approached three or more times Was not approached Unsure

Total approached: 69%

Number of companies that approached 

consumers to switch

Total approached: 68%

Total approached: 66%

Total approached: 58%
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

 

                                                

19%

19%

24%

25%

26%

27%

28%

31%

32%

35%

39%

54%

57%

A phone call from another power company

An advert that tells the story of people who have switched

Power company website

An email or text prompt from an independent authority suggesting 
you could save money if you switched to another power company

Knowing that over five hundred thousand households have switched 
in the past year

A visit to your home by a power company representative

An advert that shows you how to switch

Advice from a budget advisor, Work and Income or Citizens Advice 
Bureau

Stories of others who have switched easily

Information in the mail from an independent government or 
consumer agency

Reassurance that it is safe and easy to switch from an independent 
watchdog

Advice from a consumer's advocate like Fair Go or Consumer New 
Zealand

An independent website that compares the prices of different power 
companies

2014Effectiveness of strategies encouraging switching

power companies (2014)
Total that deemed strategy effective(1+2)

80% 81%

77%

90% 91%

85%

2012 2013 2014
All respondents

Those that had switched in the past two years

Worthwhile reviewing 

best power deals
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

71%

82%

73%

1%

2%

28%

18%

25%

2012

2013

2014

Aware of campaign Unsure Not aware

What's My Number advertising campaign 

awareness
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20%

18%

14%

15%

14%

10%

8%

11%

8%

7%

10%

9%

5%

6%

14%

11%

11%

10%

3%

7%

9%

7%

10%

6%

59%

53%

50%

53%

50%

60%

5%

5%

5%

7%

5%

5%

2012 (n=165)

2013 (n=142)

2014 (n=132)

Powerswitch

2012 (n=243)

2013 (n=299)

2014 (n=307)

What's My Number

We switched to the cheapest power company according to the site
We switched, but not to the cheapest power company according to the site
We have not switched, but we intend to do so in the next 12 months
We are considering switching
We took no further action nor do we intend to switch in the next 12 months
Other/Unsure

Total switched: 19%

Action taken after visiting the website(s)

Total switched: 22%



 
  

  8 

  

10

10

11

16

16

16

17

17

19

21

21

22

25

28

29

41

28

23

21

33

32

33

36

20

27

30

24

34

30

37

29

32

62

67

68

51

52

51

47

63

54

49

55

44

45

35

42

27

Advertisements in magazines

A flyer in places like Post shops or libraries

Kiosks or workshops held in places like 
libraries or malls

Advertisements in newspapers

Outside advertising such as billboards, 
buses, and bus shelters

A radio advertisement

Case studies on how others have saved 
money

Social media such as Facebook

An email or text reminder to visit the site

Online advertising on sites like Stuff, NZ 
Herald and Trademe

Access to the site through a smartphone 
APP

A flyer in the mail

Provision of an 0800 number

A television advertisement

An email or text message when a cheaper 
deal was available

Information with your electricity bill

Total useful (7-10) Neutral (4-6) + Unsure Total not useful (0-3)

Usefulness of methods to encourage 

visitation to price comparison websites 
(2014)
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

 

32%

50%

52%

61%

68%

Its commitment to your local community

Value for money

The provision of extra services like online power 
usage information, energy efficiency services, other 

loyalty reward programmes

Conducting actual meter readings not estimates

General overall service

Total satisfied (1+2)Levels of satisfaction with consumers' power 

company (2014)

Total satisfied (1+2)
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