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About this document 

The purpose of this document is to define and articulate a vision and strategy for Trafinz. It provides a 

‘direction of travel’ for the organisation, outlining our key focus areas and actions that will help work 

towards our vision. 

It is a guiding document for our executive committee, members and associates. It helps to communicate 

why we exist and our organisation’s goals to any stakeholders, partners or other interested parties. 

The strategy and plan cover the period 2019 - 2024 and should be reviewed annually. The associated 

action/business plan is intended to be a ‘living’ document that is reviewed more frequently. 

Developing the plan - 
methodology 

The diagram shows the project 

methodology for developing the plan for 

Trafinz.  

The overall approach was to ‘go wide’ to 

explore the broad landscape, context and 

opportunities, and then ‘narrow in’ to 

clarify, focus and make decisions. 

Essentially, we first explored what Trafinz 

could do, and then built a plan around 

what it should do. 

This ‘design-thinking’ approach 

encouraged contribution and establishes 

alignment amongst the executive team, 

building confidence in the outcomes. 
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1. Our strategy at a glance 

The diagram below shows the link between our actions as an organisation and our vision for New 

Zealanders. Making a difference for everyday New Zealanders is the result of actions that inspire change in 

our members and associates, and is the result of being a respected voice to influence decisions makers. 

This document breaks down and describes in more detail each element of our strategy.     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Everyone in New Zealand can get 
where they want to go, safely and 

sustainably.

As elected officials, council staff and advocacy 
groups with a rich history, we plan to:

HOW

Focus area

Focus area

Focus area

OUR VISION

Inspire 

Inspire members and associates  
to make change for safer, 

sustainable, more inclusive 
mobility.

Influence 

Influence decision makers to 
make change for safer, 
sustainable, more inclusive 
mobility.

Inspiring actions

Conference + workshops

Knowledge network

Grow membership

Influential actions

Position statements

Submissions

Media + reports

Strategic partnerships

Foundation actions

Modernise visual identity

Communications strategy

Strategy alignment + streamline



2. Our vision 

“Everyone in New Zealand can get where they want to go, safely and sustainably” 

3. Our challenge 

Trafinz exists to make change for the better. As representatives of local communities, we recognise the 

challenges that people face today, and will face in the future. While we will continue our proven history of 

responding to challenges as they arise, we have identified three key challenges we aim to tackle as an 

organisation: 

1. Rising road deaths and serious injuries  

2. The changing climate 

3. Inequality and access in the transport system.   

Rising road deaths and serious injuries 

The number of people dying and being seriously hurt on our roads has increased by over 50% since 2013. 

There are a range of factors behind this, but death and injury levels are rising far faster than population or 

the distances we travel. We can and must take concerted action to reduce this trend. Simply catching up 

with the best performing nations in the world would cut death rates by two-thirds, saving some 250 lives 

every year. We should aspire to do even better than that. 

The climate is changing 

Human activity, especially driving vehicles, produces greenhouse gases – mainly carbon dioxide, methane 

and nitrous oxide. The transport sector is a significant contributor of greenhouse gas emissions with fuel 

use from road transport contributing 16% of total national emissions.  

Since the industrial revolution global greenhouse gases have increased significantly impacting on the global 

climate causing the climate to change. This is likely to lead to more extreme events related to changing 

climate: floods, storms, cyclones, droughts and landslips. 

Warming of the climate system is unequivocal. Since the 1950s, the atmosphere and ocean have warmed, 

the amounts of snow and ice have diminished, sea level has risen, and the concentrations of greenhouse 

gases have increased. The average temperature today is roughly 1 degree above pre-industrial levels. We 

are already seeing the effects and into the future climate change could have significant impacts on our 

economy, environment and the way we live. 

[Reference: NZTA - https://www.nzta.govt.nz/roads-and-rail/highways-information-portal/technical-disciplines/air-
quality-climate/climate-change/] 

Access and inequality in the transport system 

Local governments across New Zealand are making changes and developing interventions for more 

efficient and effective travel around our regions and cities. Actively managing demand to reduce 

congestion and emissions, and encouraging a shift from single-occupant vehicles to public transport, 

walking and cycling, will support more liveable cities and thriving regions. While these projects contribute 

to economic and environmental prosperity, they can also create positive and negative social impacts.   

We believe that managing these social impacts across the life of a project is to act in a socially responsible 

manner. As more transport choices become available we want to make sure sections of society don’t get 

left behind and mobility is inclusive for everyone, no matter mode or ability. 
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Impacts from traffic related projects might include changes to people’s ability to access other people, 

communities or services. They may also be caused by changes to amenity, facilities, mode of travel, local 

movement patterns and displacement or arrival of local businesses or residents. 

Physical mobility brings people closer to social and economic opportunities associated with education, 

employment, healthcare and markets. Improving access across the transport system is about providing safe, 

easy and affordable travel choices, ensuring the network is resilient at its critical points, keeping people and 

communities connected, and getting goods to market efficiently and on time. 

[Reference: NZTA - https://www.nzta.govt.nz/assets/resources/guide-to-assessing-social-impacts-for-state-highway-
projects/16-243-People-and-place-state-highway-social-impact-guide-2017-FINAL.pdf]  
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4. Our response to this challenge 

Value proposition 

“Trafinz is the respected voice of local authorities and their communities on safe, 
sustainable, and inclusive mobility. It exists to influence the conversation and decision 
making. It acts as the forum for sharing, celebrating and promoting best practice 
professional development and advice.” 

Focus areas 
As a membership organisation, with a volunteer executive committee, we have limited budgets and time 

resources. Making smart choices about where to focus our energy is vital to our success.  

At the highest level we do two things: inspire and influence. These are natural containers or workstreams 

that narrow the focus of our actions to achieve the two primary outcomes. At any point we should be able 

to identify which container we are working within and how it will help up to achieve the outcome.  

Our foundation actions are internally focussed. This workstream will help Trafinz to be smarter, faster and 

most effective in delivering our inspire and influence actions.  

The following pages outline the each focus area in more detail. 
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Focus area: 

Our foundation 

Our foundation builds up our ability to clearly communicate what we do as Trafinz, target who are trying to 

reach, how we approach them and ultimately, what we are trying to achieve. The work in this area supports 

the work we do in the other two focus areas, laying a foundation to be more efficient and effective. 

The need for this work is a response to the shifting focus of Trafinz and a response to the changing 

environment we operate within. This strategy defines our vision, current focus and approach, and we need 

to communicate it with our members, associates and a variety of other stakeholders.  

The context Trafinz operates within is growing more complex all the time. The growth of digital 

technologies and media has has created higher value and personalised interactions between organisations 

and individuals. These foundation actions help us to achieve greater outcomes in this new context. 

Our foundation activities 

Modernise visual identity 

Our visual identity shapes the story we are trying to tell. We need to ensure that our logo, website 

and other material produced for members and stakeholders reflects our vision and focus as an 

organisation.  

We need to develop an identity that works well across a range of media, and especially well in digital 

channels. Note: we recommend keeping the name Trafinz (and associated history), just changing the 

visual design.     

Communications strategy 

The communications strategy is a key document that supports our work to inspire our members and 

associates and shapes our approach to influence decision makers. It identifies key messages, 

principles and goals, who to target, when and appropriate channels of communication. 

Strategy alignment and streamline 

The work here supports this strategy. Vital to the success of Trafinz is our ability to communicate our 

strategy with members, associates and stakeholders. More than that, we need them to embrace and 

champion our vision and approach to achieve our desired outcomes. 

At the same time we will identify opportunities to streamline the way we approach our actions to be 

more efficient. We will explore new and innovative ways to deliver this strategy with current 

resources. 

For a detailed breakdown of our foundation actions, see the business plan (page 11) 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Focus area:  

Inspire 

Inspire members and associates to make change for safer, more sustainable and inclusive 

mobility 

Working to inspire our members and associates is core to our work. We want to create an environment that 

develops the motivation for change from within each and all our members. We will do this by challenging 

their current thinking, provoking thought into new areas and approaches to mobility challenges.  

The outcome we are seeking is that our members and associates are inspired and enabled to adopt Trafinz’s 

position on issues and endorsed approaches. Member go on to become champions in their organisation or 

region. 

Our inspiring actions 

Grow membership  

Being a membership organisation, our success depends on the success of our members. A strong 

membership means a strong Trafinz and vice versa. 

Our workshops and conferences 

Key to the value we provide to our membership are the workshops and annual conferences. 

Knowledge network 

We are a source of valuable information for our members and associates, providing innovative 

thinking. We are a conduit to connect people and knowledge. 

For a detailed breakdown of our inspiring actions, see the business plan (page 12) 
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Inspire 

Inspire members and associates 
to make change for safer, 
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mobility.
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Focus area:  

Influence 

Influence decision makers to make change for safer, more sustainable and inclusive 

mobility 

We want to be the ‘go to’ for information and comment on mobility safety, sustainability and equality. We 

need to build credibility with our various stakeholders. We seek to strike a balance between reactive (to 

external changes) and proactive communication. 

Our membership expects us to speak on their behalf. We want to identify key stakeholders and work to 

influence the decision makers that will help us achieve our vision. We need to build credibility with these 

stakeholders – developing a reputation for trusted, timely and innovative advice. We need to clear about 

what we stand for, and how our various partners and stakeholders can be part of our success, working 

towards our vision as an organisation.  

Our influential actions 

Position statements  

Defining what we stand for, what we support, what we oppose, and providing advice on how to 

achieve our vision. In a more digital, more fragmented media landscape, there will be an increased 

focus on making our position more easily understood for a range of audiences.  

Our work defining our position will also contribute to the success of our submissions: making them 

more timely and more accurately reflecting the views of our membership. 

Submissions 

Continue our long history of making submissions to and engaging with the NZ Government. Use 

digital tools and processes to improve the process by enabling more members to contribute to the 

development of submissions. 

Media and reports 

We want to be more visible in this space. To do that we need systems in place to quickly respond to 

media requests, provide comment and proactively release information to media agencies.  

Strategic Partnerships 

We need to be in the room to influence the conversation. We need to continue building relationships 

and seeking governance groups to sit on, and forming strategic partnerships to amplify our voice. 

 
For a detailed breakdown of our influential actions, see the business plan (page 14)
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Influence 

Influence decision makers to 
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5. Foundation actions 

Focus Workstream # Tactic Year* Cost** Targets and outcomes sought Actions Who

Foundation

1. Modernise 
visual identity

1.1 Refresh and 
modernise the logo 
and brand elements 
for use across 
multiple channels and 
media

2019 $$ • Our visual identity should reflect our 
vision and strategic approach. 

• It should help tell our story and/or 
reinforce our credibility as an 
organisation  

• It should be suitable for a range of 
media, updated for digital media

• Develop a brief, outlining the goals and 
narrative of the modernised identity 

• Engage creative agency/designer 

2. 
Communications 
strategy

2.1 Develop a 
communications 
strategy

2019 $$ • Trafinz needs a cohesive 
communication strategy for knowing 
what to say, when to say it, and on 
what channel to say it to its members.

• Align communication strategy and 
action plan to new Trafinz business plan 
and strategy 

• Review current communication 
processes 

• Consider ‘branding’ the Trafinz 
communication streams (eg ‘On the 
radar’ for innovation updates)

Paul, Pippa, Susan and 
Rachel

3. Strategy 
alignment and 
streamline

3.1 Engage members 2019 $ • Members embrace and become 
champions for our vision and strategy

• Develop presentation and supporting 
collateral to share with members 

• Identify key channels to share 
information through 

3.2 Engage stakeholders 2019 $ • Key stakeholders have a better 
understanding of Trafinz, what we 
stand for and the vision we are working 
for. 

• Opening up new opportunities and 
relationships for collaboration

• Stakeholder mapping to identify who we 
want to engage 

• Develop presentation and supporting 
collateral to share with members 

• Identify key channels to share 
information through 

3.3 Streamlining 
workshop

2019 $ • Identifying new and innovative ways to 
approach the delivery of our strategy.  

• Prioritise our action plan and narrow 
focus to ensure we have realistic and 
achievable targets.

• Coordinate workshop 
• Develop/add to/update strategic action 

plan 

3.4 Executive 
collaboration tool

2019 $ • Streamline communications process 
amongst the executive committee

• Aquire advice about appropriate online 
tools e.g. Trello, Slack etc.

3.5 Decision making and 
delegations 
framework

2019 $ • Clarifying delegations and the decision 
making process for the executive. 
Empowering individuals, small working 
groups and subcommittees to execute 
projects for efficiently.

• Draft a framework and take to full 
committee for sign off

Robyn, Andy B, Ryan 
and Steve



6. Inspirational Actions 

Focus Workstream # Tactic Year* Cost** Targets and outcomes sought Actions Who

4. Conferences 
and 
workshops

4.1 Annual conference 
planned and delivered

Annual $$$$ Aim for over 300 delegates, increased 
sponsorship, increased media 
coverage, content developed in a way 
to be better re-used online. 

• Detailed evaluation of current 
conference feedback and format 

• Improve online booking experience 
• Look for more sponsorship 

opportunities 
• Set up a specific conference and 

workshops committee and develop 
strategy for who to target with 
conference. 

• Offer strategic ‘complimentary’ 
tickets to bring in new or relevant 
delegates/audiences 

4.2 Two physical 
workshops per year 
planned and delivered

Annual $$ Focussed on topical projects, with 
high uptake of membership (target %)

• Identify topics and engaging 
facilitators early 

• Better promote through website and 
regular newsletter channels

4.3 One virtual workshop/
webinar planned and 
delivered

Annual 
(first year 
2020)

$$ Create a compelling online experience 
on topic that regional members can 
better access (in their own time).

• Develop digital capabilities within the 
executive to deliver learning/
workshop material online 

• Identify and deploy appropriate 
delivery software 

• Potentially re-use conference material

4.4 Create new ‘leading’ 
forum

Bi-annual 
(first year 
2020)

$$$ Create a high-impact shorter forum 
(eg 1 day) for invite-only VIP 
stakeholders such as Councillors/MPs 
etc.

• Identify approximately 50 key stake-
holders and a theme that binds them 

• Create a day long experience that 
furthers Trafinz’s vision.

4.5 Create one targetted 
short form workshop 
for external audiences

Annual 
(first year 
2020)

$ Find like-minded groups that you 
Trafinz’s wants to inspire and educate 
and create free half-day workshops 
(for example, how to better report on 
traffic safety (audience being comms 
teams and media)).

• Identify the topics that are of value to 
non-members AND Trafinz and build 
workshops around them.

5. Expertise 
resource

5.1 Improve website 
resource library

2020 $ The Trafinz website should be the go-
to location for information relating to 
sustainable and safe traffic movement.

• Build off the outcomes of the 
workshops to create simple summary 
documents/resources. 

• Use the membership network to 
create a library of useful links. 

• Regularly add more context and new 
links.
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5.2 Enable online forums 2021 $ Enable membership to log-in and 
comment on resources/articles/pages 
on the website.

• Establish the guidelines for 
facilitating membership dialogue 

• Determine best software to facilitate 
the forums 

• Implement on the Trafinz website

5.3 Enable a job board 2021 $ Let members advertise jobs via the 
Trafinz newsletter and website

• Create format and guidelines for jobs 
• Consider taking a small payment for 

listing a job

6. Grow 
membership

6.1 Develop a membership 
strategy

2019 $$ Determine what members we want, 
what experience we want them to 
have, how we want them to engage, 
and how membership could be better 
‘packaged’ (eg trials, digital 
membership, individual etc)

• Determine ideal target membership 
type and size 

• Consider different types of members 
• Insight interviews with members 
• Review member surveys 

6.2 Explain the value of 
‘membership’

2020 $ Add content to the Trafinz website 
and communication channels that 
clearly explains membership value

• Adopt new plan and vision 
• Communicate clear member benefits

6.3 Improve the experience 
of becoming and being 
a member (especially 
for rural Councils)

2020 $$$ Once a strategy is in place, begin the 
process of ‘designing’ an improved 
member experience (and website)

• Map out the ‘life of a member’ and 
how members engage 

• Look for improvements 
• Use automated email tools for regular 

communication 
• Consider best use of social media for 

members 
• Consider more ‘awards’ and 

opportunities to champion members

6.4 Regular membership 
sentiment and 
priorities survey

2020 $ Ensure that members views are 
constantly known so that workshops 
and submissions are on point.

• Implement a regular (largely 
automated) survey tool 

• Analysis and report on survey every 
quarter (or 6 months)

Focus Workstream # Tactic Year* Cost** Targets and outcomes sought Actions Who

Page  3



 

7. Influential actions 

Focus Workstrea
m

# Tactic Year* Cost** Targets and outcomes sought Actions Who

7. Position 
statements

7.1 Develop process for 
determining Trafinz’s 
position on relevant issues 
(eg Vision Zero and Safer 
Journeys)

2019 
- Annual 
review

$$ Clarify positions for the executive, 
members and stakeholders.  
Create efficient and timely responses 
to issues, challenges or media stories 

• Workshops to lay out positions, digital 
tools to finalise positions - with media 
lay person as audience

Robyn and Brian

7.2 Develop engaging 
resource that visually 
explains Trafinz’s position 
(and challenge response)

2019 
- 
Annual 
review

$$ Increase members, target audiences 
and key stakeholders understanding 
of core issues and Trafinz supported 
solutions.

• Dependant on 7.1 
• Prepare brief 
• Engage designer 

8. 
Submissions

8.1 Develop a process where 
members can contribute 
and collaborate on formal 
submissions 

2021 $$$ More effective submissions (cut-
through) and more credibility as a 
representative organisation

• Submissions and collaboration 
workshop (engage digital strategy 
consultant) 

• Workshop the desired requirements

8.2 Identify a calender of key 
events and consultations 
that Trafinz would like to 
engage with

Annual $ More efficient resource planning, 
strategic approach to submissions and 
key events

• Create calendar of events and 
consultations

9. Media and 
reports

9.1 Raise the profile of Trafinz 
with key media 
organisations

2020 $ 2-3 approaches/month by media 
organisations for comment on traffic 
and mobility issues

• Set an ambitious vision for media: ‘if 
the story is about traffic safety, Trafinz 
is part of the story’ 

• Share vision and strategy with key 
stakeholders 

• Use a service (eg Google News) to 
capture and start recording media 
mentions 

• Make it easier for media to include 
Trafinz positions, quotes and imagery 
in their reporting 

• Media area of website

9.2 Establish and formalise 
spokesperson roles to 
enable Trafinz to respond 
more quicky to events

2019 $ Clear lines of communication that 
means that requests for comment are 
responded to in a timely manner and 
the media load is spread across the 
organisation

• Develop key areas of comment/
responsibility and allocate executive 
members to each area.
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*Frequency or the year the tactic is implemented 
** Cost approximation key:  
$ = <$10,000  
$$ = $20,000  
$$$ = $30,000 
$$$$ = >$40,000

9.4 Review ‘annual report’ for 
Mayors and Councils

Annual $ Increase elected members 
understanding of core issues and 
Trafinz supported solutions.

• Review workshop for annual reports 
• Tie in LGNZ channels

9.5 Develop long-form content 
suitable for magazines (eg 
North & South, or 
‘Weekenders’)

Annual $ Adding personal stories into often 
abstract content - make it real for the 
audience.

• Work with partners on the ‘story’ of 
safety 

• Make it about people (eg fence in 
Hawkes bay: https://www.stuff.co.nz/
motoring/88601825/For-us-it-was-too-
late-but-barriers-could-save-other-
lives-says-mum)

9.6 Develop easy-to-
understand ‘solutions’

Annual 
(first 
year 
2020)

$ Be recognised as the safety 
champions

• Recognised as safety champion - 
providing ‘what should have happened’ 
media content (diagrams etc) - prepare 
based on black-spots and Safer 
Journey knowledge. A bit like ‘hey ref’ 
cartoon? What should have happened 
in this situation. 

• Engage creative agency

10. Strategic 
partnerships

10.1 Develop or complete MoUs 
with key strategic partners

2019 
- review 
annually

$ Leverage collaboration for mutual 
benefit and align with organisations 
that can help to achieve our vision 

• Finalised MoU with LGNZ 
• Amplify Trafinz visibility on LGNZ 

channels and website 
• Identify key strategic partners e.g. 

Health groups 
• Create an MoU action plan and 

approach identified partners

10.2 Governance groups Ongoing $ Direct influence of decision making 
bodies and organisations

• Attend governance groups 
• Report back to committee 

10.3 Develop a data strategy 
and data communication 
plan

2021 $$$ Use data as compelling evidence to 
support position statements and other  
issues.

• Work with members to set up a data 
workstream to establish opportunities 
to collect and communicate data 
stories that advocate Trafinz’s position.

10.4 Media partnerships 2020 $ More effective cut-through with media 
and collaborative approach to traffic 
related communications

• Potentially work with a media outlet 
(eg RNZ) on strategic partnerships

Focus Workstrea
m

# Tactic Year* Cost** Targets and outcomes sought Actions Who
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