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Foreword

The Financial Markets Authority is committed to becoming an intelligence-led regulator, and understanding
the experiences of New Zealanders within our financial markets is crucial to achieving this goal. To that
end, we have combined our previous KiwiSaver Statements and Investor Confidence surveys into a single,
comprehensive Consumer Confidence Survey. This survey provides valuable insights into how New
Zealanders interact with financial markets, their level of confidence in those markets and in the FMA, and
any emerging trends that require our regulatory attention.

This report presents the findings of our inaugural Consumer Confidence Survey. The survey offers a
nationally representative snapshot of consumer experiences and perceptions of financial services and
markets. As such, it represents a key component of the FMA's commitment to understanding the needs of
consumers and shaping effective regulation.

Overall, the survey indicates a generally positive sentiment among New Zealanders regarding their
interactions with and understanding of financial markets. Notably, we observed positive correlations
between certain consumer behaviours and favourable outcomes. However, the findings also highlight areas
requiring further attention, particularly concerning potential disparities in confidence levels among women,
Maori, Pacific Peoples, and those of low socio-economic status.

The FMA is dedicated to leveraging these insights to inform our regulatory approach and promote positive
outcomes for all New Zealanders. We will conduct further research to gain a deeper understanding of the
factors that contribute to financial well-being and to explore the specific concerns of potentially underserved
groups. We believe these findings will also be valuable to participants within the financial services industry,
enabling them to better understand and serve their customers.

By deepening our collective understanding of New Zealanders' experiences with financial services, we can
work together to foster greater financial well-being for all.

Liam Mason

Executive Director, Evaluation and Oversight, and General Counsel.
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Introduction

This is the first year the FMA has commissioned the Consumer Confidence Survey. The survey combines
the key questions from the Investor Confidence Survey and KiwiSaver Statements Survey from previous
years, with the addition of new questions covering key focus areas such as fairness, investment scams, and
confidence in various aspects of financial markets. The purpose of this survey is to gain a nuanced picture
of New Zealander’s experiences with financial markets to inform how the FMA is working for New
Zealanders.

The survey takes a pulse of how New Zealanders feel about investment, KiwiSaver, and financial markets
regulation. The survey results suggest that New Zealanders are reasonably confident in their interactions
with, and understanding of, financial markets. However, certain groups such as women, Maori, Pacific
peoples, and those of low socio-economic status are not so content and confident in how they interact with
and understand financial markets.

The survey was taken in late July to early August 2024. Some sentiments may have reflected the broader
economic constraints and uncertainty at the time of the survey; however, the results show us where the
FMA can focus to better regulate for all New Zealanders.

This report provides an overview of the key areas covered by the 2024 Consumer Confidence survey.
There were several areas of interest that emerged in the survey findings that merit a closer look, and
separate reports on these themes will be published early in 2025. These include:

e The experiences of women, Maori, and other minority groups with financial markets.

e The relationship between knowledge of financial markets and confidence.

¢ Investment scams and their link to confidence and consumer behaviour.

e The enablers of investment practices, including KiwiSaver.

e Comparative findings on fairness between the 2024 Consumer Confidence Survey and the
inaugural fairness research the FMA conducted in 2023.
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Financial product ownership

Banking products

Having some sort of banking product is a key marker of financial inclusion. Bank product ownership is as
expected with 98% of New Zealanders owning some form of banking product. This figure aligns with what
we know about banking accessibility and ownership in New Zealand.! The ownership of savings accounts
has increased across all demographics, and there has also been an increase in people considering opening
a savings account, which may be due to the favourable interest rates at the time of the survey. Those who
report a higher household income are more likely to own savings accounts, credit cards and mortgages,
whereas Maori are less likely to own these three products.

There has been an overall decline in credit card ownership but buy-now pay-later (BNPL) has increased in
usage, particularly for the age group 18-34. This follows the general trend of BNPL increasing in popularity
in younger age groups due to its simple structure, lack of interest, and no fees compared to credit cards
when payments are made on schedule.?

BANKING Q‘ 98%

P rOd u cts - r of New Zealanders have at |
o= oy least one banking product e \\ Average number of
- v banking products owned
by New Zealanders

(SIGNIFICANTLY UP OVER LAST 2 YEARS) \lr

Summary of Key Findings &=

Significantly more New Zealanders are also considering to further engage with In terms of age, use of Buy Now Pay Later services has increased across people
banking products in the next year of all ages (greatest appeal amongst NZ'ers aged 18-34), whereas credit card
usage has softened across all ages
TOP 5 BANKING PRODUCTS CONSIDERE D NEXT 12 MONTHS u Credit card ovnership ®BNPL services ovnvership
7 :::'r":’; : 3% +5% 4% 5% 6% +4% 2% 5%
p:> Savings acoount K'Y vs. £ Ko
?“ . 5. 2022. 56% 58% L
:@ (: ) 7 3™ 3™ 32%
Transactoneeryday )| 28%
" bankaccount [ .S 14%
T~ SE
49 0/0 Credit card 0 /AN Total 1834 3554 55+
considering at least Buy Now Pay : y M Hinieeian z 2
one banking product P ortgage ownership is significantly more likely to occur amongst higher household
in the next 12 months income earners, whilst mortgage ownership is significantly lower amongst Maori
(vs. 29% in 2022) Mortgage/ and Pacific Peoples vs other ethnicities
home loan
Changein -2% -5% 4% 0% 3% +2% 3% 2% 6% +16% 1% 2%
own=rship 52%
vs. 2022: 4% 51% 4“ 32"
: y . 2% 28% 28%
The growth of savings account owners hip is evident across most demographics 1% 21%  18%
5%
== (Change in savings account ownership 2024 vs 2022
= 55X x < ¥ w5 NC oo c Lco
1% g T R 2 3 8% :2°fF § gi ! § :58
g5, 10% % = L I G Ezu_§E56'E
° g 2 = d 2 s
6%
A% 3%
Maori & Pacific ethnicity are more likely to engage with BNPL (significant
:1 v/ increase among Pacific Peoples) whilst having lower incidence within credit cards
e o P X x¥x x x 5 § 5 8% 88 § Sa Chinge o .
i : "5, g £ B I 3 & 1 | ] 8§ § £ e 3% s e6% s5% 1% 9%
RS By g 5 5 g =2 : g e 5 = e vs. 2022 56% : 45% : A% OTotal
2 9 8 B & & 8 g o© g £35 38% : 28% 3% = Maori
SR =s8 3 ° [ el — el
& Z & = Pacific Peoples
Credit cards BNPL services
1 World Bank

2 Auckland Centre for Financial Research
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Insurance products

Insurance acts as a financial safety net, promoting stability and growth in markets by facilitating risk-taking,
providing investment capital, and enhancing consumer confidence. Most New Zealanders own at least one
insurance product, with the average number of insurance products being 2.5 per person. The most
commonly owned types of insurance are broadly in line with previous iterations of the Investor Confidence
Survey. The most common insurance product is car insurance, reflecting the high level of car ownership in
New Zealand.?

Lower income households own less insurance products, which may reflect affordability. Younger New
Zealanders (18-34) own fewer insurance products generally but are more likely to own pet and health
insurance compared to other age groups. Maori and Pacific peoples are least likely to own insurance
products, despite an increase since 2022. However, compared to other groups, Maori are more likely to
own funeral insurance.

INSURANCE
Products ﬁ :

Summary of Key Findings

86% O@

)

Q)

7|

of New Zealanders have at r T
least one insurance product
(SIGNIFICANTLY UP OVER LAST 2 YEARS)

o

Average number of
insurance products owned
by New Zealanders

Car, content and hous e insurance are the leading forms of insurance Compared to other ethnic groups, Maori and Pacific Peoples are less likely to own
car, contents and house insurance products though ownership has increased since 2022

9 Car / motor insurance 2% Change in 9% 6% +5%  +5%  +3% 7%  +4%  +5%  +5%
ownership

vs. 2022: 2% gou 545, 52% . OTotal

: 4%%
Contents insurance [l - l:]m% 30% I:]“% 28% =M 3on
BPacific Peoples
4%% Car/ motorinsurance Contentsinsurance  House insurance

-

N
3
{ . Life insurance 2%
P

28% TOP 5 INSURANCE PRODUCTS == Change in insurance product ownership among those identifying...
" CURRENTLY OWNED 23% 20%

Insurance ownership in general is significantly more likely to occur @

Among those identifying as Chinese, there has been an uptake across insurance
products, with the exception of funeral insurance, compared to 2022

amongst higher income hous eholds (100k+) 0
FQOQ\
% OF THOSE WHO OWN AT LEAST ONE INSURANCE PRODUCT s Car / motor House Health Contents Life Petinsurance Funeral
insurance insurance  insurance insurance  insurance insurance
92% 95%
86% 87% . . . .
82% New Zealanders aged 18-34 are less likely to have insurance, with pet insurance
being the exception amongst 18-34 year olds
56%
18-34
8%
o 3554
Q 55+
Total Under $20K  $20-549K  $50-$99K $100-$149K $150K & over have petinsurance

3 Ministry of Transport
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Investment Products

Investment product ownership demonstrates trust in the financial system and its ability to generate returns.
Widespread participation fuels market liquidity and contributes to efficient price discovery, further bolstering
investor confidence and overall market health. Most New Zealanders have at least one investment product
with the average number of investments per person products just under two, including KiwiSaver.
Compared to other financial products in this survey, investment products are the most considered type of
finance product. Term deposits have seen a large increase in ownership and consideration compared to
results from last year’s Investor Confidence Survey, which is likely in part due to high interest rates at the

time of the survey.

Some groups are more likely to engage with riskier investment types, such as cryptocurrencies. Lower
income earners, men, and Maori are more likely to own cryptocurrencies as an investment. These groups
are also more likely to have been exposed to a cryptocurrency scam, highlighting how people seeking these
kinds of investments also may be at higher risk to being exposed to an investment scam.

In choosing an investment/KiwiSaver, performance of the fund, low fees and simple fees were the most
common attributes that consumers find important in making an investment or KiwiSaver decision. Ethical
investment is more important for women, Maori and Pacific people.

B

INVESTMENT
Products i é@

Summary of Key Findings

Investments are the most considered type of financial product (lead by
KiwiSaver, Term Deposits and Shares which have all grown in consideration
since 2022)

TOP 5 INVESTMENT PRODUCTS CONSIDERED NEXT 12 MONTHS

55%

considering at least
one investment
product in the next 12
months

(vs 42% in 2022)

Shares you bought yourself

Managed inds

Crypocurrencies

Ownership of investment products skews towards higher income earners

% OF THOSE WHO OWN AT LEAST ONE INVESTMENT PRODUCT

7% 96%

85% e

Total Under 520K $20-549K  $50-599K  $100-5149K $150K & over

85%

of New Zealanders have at
least one investment product
(SIGNIFICANTLY UP OVER LAST 2 YEARS)

Average number of

different investment

products owned by
New Zealanders

A combination of fund performance, fee structure and reputation are central drivers of
investment product/provider choice

TOP 5 IMPORTANT FACTORS WHEN DECIDING ON AN
INVESTMENT PRODUCT/ KIWISAVER PROVIDER (% VERY/ EXTREMELY IMPORTANT)

81% 70% 6% 68% 50%

Performance refurns Low fees Simple fees Reputation of Quality of
ofthe fund (KiwiSaver) provider communications
TOP 3 REASONS FOR NOT
o N PLANNING TO MAKE CHANGES
Majority of New

Zealanders are not
actively planning
changes to their
investments (incl.
KiwiSaver) in the
next 12 months

58% Happy with my investments/
don’t need to make changes
0,
62%

Don't think changes | make now will
not planning m have much impact on how much
money | end up with in my fund

ﬂ Don't feel well enough informed

Males are more likely to engage with

investment products, particularly shares,

managed funds and cryptocurrencies

Compared to 2022, the ownership of
cryptocurrencies has increased among
lower income earners (annual household

FEMALES ' MALES income of under $20K) Chonge idonsnishie

vs. 202
84% 87% Ttal 10% o
own at least one own at least one Under $20K 11% +5%
investment product investment product $20-849K 5% 1%
1.5 2.0 $50-599K 9% 1%
average number of average number of $100-5148K 11% 5%
investment products investment products 3150K & over 16% =2%
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KiwiSaver

KiwiSaver membership

KiwiSaver is a voluntary retirement savings scheme designed to help New Zealanders supplement their
income in retirement. KiwiSaver is the most common investment product owned by New Zealanders, with
self-reported KiwiSaver ownership highest amongst Pacific and Asian groups. Most respondents said that
they chose their KiwiSaver fund, but for those who did not, lack of knowledge and confidence is correlated
with not making an active choice. Compared to the 2022 survey, younger respondents are more likely to
have made an active choice of fund, suggesting a potential shift in attitudes towards KiwiSaver in that
population. Those who haven’t made an active choice are also more likely to identify as female and aged
between 45-54 years old. This matters as women are generally more vulnerable to having insufficient
retirement funds.*

The main reason for not participating in KiwiSaver is being close to or already in retirement. However,
current unemployment, or low/unstable income are also significant reasons for non-participation, particularly
among younger people.

KiwiSaver
membership |

Summary of Key Findings =

72%

of New Zealanders are a member to a KiwiSaver fund making it the
investment product most widely owned by New Zealanders

KiwiSaver membership is highest amongst Pacific and Asian ethnicity and New Zealanders who haven’t actively chosen their fund also express less
has increased over the last 2 years confidence in their understanding of KiwiSaver and less control in their overall

day-to-day finances.
Change in

’ 7% +5% 14% +10% +20% 1% 2 9 O/ €
i 0

vs. 2022:
..of those who haven't made an active

fund choice feel fairly very confident

70% . ) : “ih
in their understanding of KiwiSaver
(vs. 49% total)
" 46%
] 0
..of those who haven't made an
active fund choice agree to feeling
i Fori : 5 : A completely in control over their day-
NZ European Maon PacificPeoples Chinese Indian Oetthnenrigt?; to-day finances (vs.58% total)
The majority of New Zealanders choose their own KiwiSaver fund (79%), with Not being active in the workforce provide the leading reasons for not being a
females and thos e aged 45-54 years having lower levels of participation in KiwiSaver member, whether its due to retirement or unemployment
their choice of fund
I've already retired or nearing 30%
Don't knows can't remember 6% L retirement
No, | have never made an active Sy I ﬂgg%g%ﬁiﬁaﬁﬁgﬁggE VP4
choice about my KiwiSaver fund > [ e Not currently employed 25%

Q l’@]ﬁ TOP 5 Can't afford to / income too low/ 13%
; Jall REASONS FOR income unstable

v NOT BEING A
Yes 7% KIWISAVER

60% MEMBER Already have savings 8%

_..identify as female ... are 45-54 years old Like to have control over my money 8%
(vs. 50% overall) (vs. 18% overall)

4 Te Ara Ahunga Ora The Retirement Commission
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KiwiSaver satisfaction

New Zealanders are largely satisfied with their KiwiSaver provider. However, confidence in understanding
KiwiSaver is mixed. Confidence seems to be higher in those who engage with the information materials
about their KiwiSaver distributed by their fund provider.

KiwiSaver investors care most about the performance of their fund, and this is the top theoretical reason for
changing KiwiSaver providers. This aligns with investment decisions more generally. High fees were also a
top theoretical catalyst for change; however, this is unlikely to be realised as the majority of KiwiSaver
members believe that the fees are as or better than expected.

Confidence levels are
somewhat split in terms of
understanding their KiwiSaver
or Investments, approximately
half expressing they are fairly
or very confident

KiwiSaver
satisfaction

Summary of Key Findings

Majority of KiwiSaver members believe the fees they pay are aligned to or better
than expectation, leading to a perception of being good value for money

PERCEPTION OF KIWISAVER FEES

M Don'tknow/ havent noticed ' Verylow  Low M About whatl would expect B High M Very high

rate their KiwiSaver scheme
good or very good in terms of
value for money received

60%

New Zealanders are largely s atis fied with their KiwiSaver provider, with
satisfaction levels improving over the last 2 years, albeit below 2020 levels

M Not at all coniident ~ Not very conident Slighty confident W Fairy confident M Very confident
Fairdy / very
1 confident
’\Investments m 1% 29% m 46%
Zl KiwiSaver ﬁ 18% 30% m 49%

Confidence in understanding their KiwiSaver is higher amongst those that

chose their fund or read their statements
/

..of those who chose their fund feel
fairly/very confidentin their
understanding of KiwiSaver

(vs. 49% total)
" 66%

_..of those have read their most
recent annual statement feel fairly/
very confident in their understanding
of KiwiSaver (vs 49% total)

The promise of better returns from an alternate provider is the main catalyst for
New Z ealanders to consider making changes to their KiwiSaver/ other investments.

Fees are still important but declining. 1. 2022
- NET Satisfaction (Quite/ very satisfied- Not at all/ not that satisfied)

|fmy fees seemed high 3% 0%
67% 67% @Q If another provider achieved better o <59
G / 0 investment retums 1% 5%

60% TOP 5
DRIVERS OF I1f my fund lost money in the last year 21% +1%

53% KIWISAVER/
INVESTMENT If1 wanted to change the type of fund 20% 1%

CHANGES with my provider
If1 received a one-off lump sum that | 15% +2%
2018 2020 2022 2024 wanted to invest in my KiwiSaver 2 =
Page 9
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Consumer understanding and experience of
financial markets

Investment information sources and KiwiSaver statements

KiwiSaver providers send annual statements to keep investors informed about their retirement savings. Just
over half of those with KiwiSaver read their KiwiSaver annual statements. The reasons respondents give for
not reading their statements are predominantly being time poor and the perceived complexity of the reports.
Men, those aged 55+ and/or in white collar occupations are more likely to have read their KiwiSaver
Statement. Just under half of the respondents feel confident in their understanding of KiwiSaver, with
women more likely to report not feeling confident in their understanding of KiwiSaver. This discrepancy may
have implications for women in getting the most out of their KiwiSaver and being adequately prepared for
retirement.

Sixty percent of New Zealanders invest time in researching and making comparisons for investments more
broadly. Apart from making their own calculations, people rely on word of mouth when making decisions
about financial products. This suggests the importance of social connections and trust in making financial
decisions, but this may disadvantage those who aren’t utilising other resources to make financial decisions.
News articles and banks are the most common sources of information about financial products.

Investment Info Sources
& KiwiSaver Statements

Summary of Key Findings

Average number of
materials containing investment
information received by
New Zealanders

Investment Statements and Quarterly fund updates are the
most commonly received

Recall of additional information materials) seen or read in the last year, news
articles and bank collateral are the leading sources

INFORMATION MATERIALS RECEIVED IN THE LAST 12 MONTHS News article

65%

Bank website/ flyers

Financial advice website/

Recall flyers

addm‘_’"a' Government department

3% materials "j website/ flyers

Investment  Quarterly fund Product Adviser Other None ofthese Financial seminar
statements updates disdlosure disclosure
(ind KiwiSaver statements statements

annual Other

statements)

Just over half of KiwiSaver members

The main reasons preventing more

People most often leverage their personal information res ources to

claim to have read their most recent widespread readers hip of KiwiSaver make financial product decisions, tapping into comparison websites as m)l
annual statement statements are being time-poor, a secondary source =
finding them overwhelming
and a perceived complexity TOP 5 INFORMATION SOURCES USED FOR CHOICES
Don't know/ not sure 7% ON FINANCIAL PRODUCTS LAST 12 MONTHS
31%
Did not read | haven't had time 26%
| find them 19% 18%
overvhelming 2%% 16%
It is too complicated 1%
; Yes,
LI I'm not interested 1%
) There is too much Own calculations  Word of mouth Comparison Bank website or Nevs article
information 15% vebsites fiyers
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Understanding financial markets and their regulation

Financial literacy empowers individuals to plan for their future, make smart investments, and avoid costly
mistakes, ultimately leading to greater financial well-being. New Zealanders understand part of what
constitutes the financial markets with banking, investment and interest rates being the top three factors
considered part of financial markets. Financial advice and insurance are not as commonly considered part
of financial markets. This matters to the FMA as these are two main areas of conduct regulation. Those
who report they don’t understand what comprises financial markets at all tend to be women, low household
income, non-investors, and/or have no formal qualifications.

About half of respondents resonated with statements defining effective financial markets regulation. Men,
those aged 55+, those with university qualifications and/or those with a high household income were more
likely to be aware of the FMA. These same groups are also more likely to have positive perception of the
FMA. Women, Maori, those with low household incomes, and those with no formal qualifications are less
likely to report knowing what effective financial market regulation means.

More individuals were likely to know about RBNZ, and more people are aware of interest rates being a part
of financial markets than certain other parts of financial markets. These facts, coupled with the interest rates
and broader economic conditions at the time of the survey, may have affected some of people’s
perceptions of financial markets more broadly.

Summary of Key Findings

New Zealanders consider WHAT IS CONSIDERED PART OF FINANCIAL MARKETS

financial markets to be 80% 76% 71% ig\;
040

largely comprised of 56%

. . g 1% B
banking, investment 5 a%e
and interest rates

Banking Investment Interest rates

Effective financial markets regulation is most widely believed to embody
supporting fairness, transparency and market integrity.

—~
68%

_..indicate that to them,

effective regulation means

promoting fair, efficient &

transparent financial markets

64%

_..indicate that to them,
effective regulation means
supporting the integrity of
NZ's financial markets

Financial Advice

Insurance Debt regulation
Awareness of most leading financial
regulatory bodies softened in 2024.
New Z ealanders are most aware of the
Reserve Bank of New Zealand whilst
the FMA has declined significantly to
27% awareness.

=2024 2023 =2022

Retail misconduct

None ofthese

| don't know

Agreement growing that the FMA are
helping to promote fair, efficient,
trans parent financial markets as well
as trust and confidence in New
Zealand's capital markets

% AGREE/ STRONGLY AGREE

The FMA's actions help promote fair,
efficient and transparent financial markets

e Pirea i 58%
Deterring mis conduct, promoting trust and preventing investment scams 50%
are also important components of market regulation. R T e :
TO THEM, EFFECTIVE REGULATION MEANS... A1
(S S
AL e 2022 2023 2024
7 " 7 ’ 8 The FMA's actions help promote trust and
/ :
' 4sv§9m;.§;‘( confidence in NZ capital markets
5T%
\\\” FMA 49%
40%
maintaining effective promoting trust and preventing investment
deterrence against poor confidence in NZ capital scams in New Zealand //:(\ AHORGA ORA
compliance or misconduct markets 2022 2023 2024
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Fairness and Confidence in Financial Markets

New Zealanders generally believe that financial providers treat people fairly, with banking and KiwiSaver
providers perceived to be fairer than insurance providers. When defining what fair means, people care most
about providers being transparent and straightforward to avoid hidden surprises. Additional to this, women
are more likely to care about salespeople not being pushy and Pacific people more likely to care about
being treated as a valued customer, indicating that these may be areas where those groups experience
less fair treatment compared to other groups.

The level of confidence in remediation has reduced since the FMA'’s fairness research undertaken in 2023.°
New Zealanders are not as confident in their own knowledge of what to do if they have not been treated
fairly, but levels of confidence are higher amongst those who know about the FMA.

Confidence in New Zealand’s financial markets is strongest amongst those more satisfied and engaged
with their personal financial circumstance. In contrast, confidence levels in New Zealand’s financial markets
are lower amongst those New Zealanders reporting they never have enough to save and are always trying
to make ends meet.

o) U

Confidence and Fairness

Summary of Key Findings

The majority of New Zealanders express confidence that financial service providers treat customers
fairly, although confidence level wanes amongst those less engaged with financial products (lower
incomes and no investment products)

. , % SLIGHTLY/ FAIRLY/ VERY CONFIDENT
Confidence in IN FINANCIAL MARKE TS
New Zealand's

financial markets 68%

has declined 64% % SLIGHTLY/ FAIRLY/ VERY CONFIDENT IN FAIR TREATMENT FROM FINANCIAL SERVICES PROVIDERS
significantly 57%
_..of those that don’t
2022 2023 2024 o currently own any
8 /o investment products

Confidence in New Zealand's financial markets remaining e fﬁﬁs;g:tnly, TalionVEry
highest amongst males, those aged 55+ years and those
aware of the FMA 70%

...of New Zealanders
with an annual
household income of

. Y $50K or less feel slightly,
2022 2023 2024 fairly or very confident
...ofthose aged 55+ ...ofthose identifying ...ofthose awareof = S 5 1/ .
years feel sightly, S aia Yl et the FIA feel Siightly, Banking a.nd KiwiSaver providers Only 29% of N.ew Zealanders are confident they_ know what
fairly or very confident  fairly orvery confident fairly or very confident are perceived to treat customers steps to take in the event they were treated unfairly by a

more fairly than is the case with

New Z ealanders understand fair treatment to mean explaining
risks and benefits, transparency, simplifying small print and
offering competitive, negotiable rates compared to competing

providers
TOP 3 FACTORS DETERMINING FAIR TREATMENT

Clearly explain the risks and benefits 46%
oftheir products 41%

Are transparent and simplify the small 45%
print so nothing is hidden from me 40%

Offer competitive, negotiable rates and 30% m=m2024

fees compared wvith other providers 26% 2022

5 Understanding Fairness in Financial Services

Insurance providers
% NET FAIR (SCORE OF 7-10)

Banking 68%
KiwiSaver 68%
Insurance 60%

financial services provider, whilst four in ten lack confidence
in knowing what actions to take

mVery confident Fne
29% ({vs. 31%in 2022)
Fairly confident
Slightly confident 2%
Not very confident
28%

40% {vs. 35%in 2022

I

m Not at all confident

mDon't know
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Investment Scams

Investment scams are fraudulent schemes advertising themselves as legitimate investment opportunities,
often promising high returns and low risk. They erode consumer confidence by undermining trust in
legitimate investment opportunities and can cause significant harm. One in four respondents reported being
approached with a scam. Cryptocurrencies are the number one investment scam reported. The same
population groups (18-34 age group, Maori, men) who are more likely to own cryptocurrencies are also
more likely to report a cryptocurrency scam. Those who report mental health conditions, and/or are
neurodiverse are also more likely to have been approached by an investment scam.

Those who reported being approached with an investment scam generally didn’t report that it affected their
confidence in financial markets regulation. However, Maori and Pacific respondents report that an
investment scam approach was more likely to impact their confidence in financial markets regulation. This
suggests that the FMA’s response to investment scams may have more of an impact for those populations

in feeling like regulation is working for them.

One in five respondents who had been approached with an investment scam reported losing money to that
scam. Of those who lost money, about half did nothing, and of those who took action, most reported the
incident to their bank in the first instance, then the FMA. This indicates about five percent of New
Zealanders may have lost money to an investment scam, with many of those losses going unreported.

Experience with Scams

Summary of Key Findings

26% of New Zealanders have been approached with a potential investment scam,
a number that is higher amongst males and those of Maori descent

...ofthose identifying as male
believe to have been approached
260/ with a potential investment scam
0
approached
...ofthose identifying as Maori
believe to have been approached

New Z ealanders with various mental
health conditions or physical
disabilities have shown to have a higher
incidence of being approach by scams

% BEEN APPROACHED WITH A
POTENTIAL INVE STMENT SCAM

Cryptocurrency is the form of
investment most ass ociated with
scam approaches, with banking and
investment software packages
rounding out the top three

TOP 5 TYPE OF INVESTMENT
SCAMS APPROACHED WITH

Total 26%
Crypiocurecy
Neurodiversity (ind.
learning disabiliies) Banking
Physical health
ysé?ndiﬁons Invesiment software

packages/ seminars

Mental health condifions Shares

Physical disabilties Initial public offerings 1%

New Zealanders approached with scams are most commonly contacted via
email, with social media and phone also frequently used modes of contact
METHOD OF CONTACT (NET, ACROSS ANY SCAM TYPE)

5%%
36% 32% 32
Email Sodal Phone SMS Text
Media message

One in five people approached with a scam
experienced financial loss as a result, with
forex trading scams incurring most financial loss

FINANCIAL LOSS
{NET, ANY SCAM TYPE)

=

Nearly half of those who have lost money in
relation to a cryptocurrency scam chose not to
take action. Of those that took action, their bank
is the main financial institution contacted

Binary options 20%

did nothing  contacted their bank  notified the FMA

20%
2% 3%
Messaging Newspaper Other
Application ad

Nearly 1 in 3 who have been
approached with a potential
investment scam have been
impacted in their confidence
in effective financial market
regulation

uYes-
impacted

No-not
impacted

= Don't

woow TR
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Appendix 1 - methods

The FMA commissioned Fiftyfive5 to conduct a nationwide survey to gain a comprehensive understanding
of consumer experiences with the financial sector. This survey brought together the core elements of the
previously conducted Investor Confidence and KiwiSaver Statements Surveys for the primary objective of
monitoring consumer sentiment, supporting strategic decision making, sharpening communications and
investor activities that combined, should enable improved consumer outcomes.

The questions included in the survey covered:

¢ Financial Products: Determine financial product ownership and the level of engagement New
Zealanders have with financial products.

¢ KiwiSaver Confidence and Satisfaction: Understand New Zealanders’ knowledge, engagement
and satisfaction with KiwiSaver products and providers.

¢ Understanding of Financial Markets: Deconstruct what constitutes financial markets, the players
within and the role of effective regulation.

e Confidence and Fairness: Establish the prevailing public sentiment in terms of financial markets
confidence and expectations of financial providers

e Financial Advice and Information: Understand the sources of financial information and advice
used, the role it plays, how exactly it is used, and what advice or information is the most preferred
and trusted.

e Scams and Vulnerability: Quantify the prevalence of scams within the New Zealand market, its
impact and the course of action taken by those affected.

Methodology

A 20-minute survey was conducted covering a range of topics and aspects of financial products and
services. Fieldwork was conducted online among a representative sample of 2,081 New Zealanders aged
18 and over between 22" July 121" August 2024.

Quotas were set on age, gender, and region (interlocking), ethnicity and household income based on NZ
2018 Census data to ensure that the sample is nationally representative and captures vulnerable groups.

The data has also been weighted to ensure the sample is representative of the New Zealand population by
age, gender, and region.
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