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1.

Executive Summary

1.1

Onfire Design Ltd is a specialist brand identity design studio based in
Birkenhead, Auckland. We work with a number of well known New Zealand
companies across a range of industies covering brand and identity.

1.2

Kiwi Self Storage (Kiwi) have asked me to consider the potential issues that
will arise from a brand identity perspective of the Kiwi site and business as a
result of the construction of the new bus way extension and shared use path
(SUP) as part of the Northern Corridor Improvements proposal by New
Zealand Transport Agency (NZTA) (proposal).

1.3

The business currently has its premises in a prominent location adjacent to
SH1 and close to the Constellation Drive interchange.

1.4

I consider that current NZTA plans for the busway and SUP will significantly
impact Kiwi on a day-to-day business and overall branded presence point of
view.

2.

Introduction

2.1

My full name is Samuel Alexander Allan.

2.2

I am currently the Managing Director and owner of Onfire Design Limited and
have held that position since 2005. Previously I was a Designer of various
specialist brand design agencies in Auckland and London working with clients
ranging from Aston Martin, Rodd & Gunn to Avanti Bikes. I have 25 years of
Graphic Design and Marketing experience.

2.3

I am also a professional member of the Designers Institute of New Zealand
having joined in 2014.

2.4

My role in relation to Kiwi’s submission on the six notices of requirement and
25 resource consent applications for the Northern Corridor Improvements
proposal in Auckland has been to provide brand, identity design and marketing
services to Kiwi.
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2.5

I have visited Kiwi’s site at 12 Holder Place, Rosedale, Auckland (Site) on
numerous occasions since we began working on their account in 2012. I most
recently visited the Site on 22 May 2017 to assist with preparing this statement.

3.

Code of Conduct

3.1

I confirm that I have read the Code of Conduct for expert witnesses contained
in the Environment Court of New Zealand Practice Note 2014 and that I have
complied with it when preparing my evidence. Other than when I state I am
relying on the advice of another person, this evidence is entirely within my area
of expertise. I have not omitted to consider material facts known to me that
might alter or detract from the opinions that I express.

4.

Scope of this evidence

4.1

In my evidence I will discuss the following:
(a)

Marketing presence and value of the existing site; and

(b)

Marketing impacts of the proposal on the site and Kiwi.

5.

Marketing of the existing site

5.1

Kiwi is a visual brand and service. Having land and property so close to the
traffic of SH1 at a major intersection means morning and afternoon commuting
traffic as well as other general traffic see the building, the brand on the side of
the building and existing flag poles. Attached as Appendix 1 is a series of
photographs illustrating the visibility of the Kiwi site from SH1.

5.2

A self storage business is best communicated visually. The customer ideally
needs to see the space (i.e. the building) to connect the ‘brand’ to the ‘space’
and ‘location’ – leaving the consumer with the easy decision of needing
storage in a convenient position.
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5.3

The positioning of the premises was specifically chosen for:
(a)

Maximum exposure of the brand on the side of the building; and

(b)

The potential for consumers to see the building as they drive past on
SH1.

5.4

Consumers see the building, connect the brand to the idea of ‘storage’ and
remember the location of the building. When a consumer has passed this
building on their commute or general motorway travel needs a storage facility,
Kiwi’s business will be recalled. Put simply, exposure + location = future
customers. I understand that Kiwi estimates a quarter of sales are engaged by
the location of its facility and exposure to SH1. This is described in more detail
in the joint statement of Mr Fraser and Mr Trautvetter.

6.

Marketing impacts of the Northern Corridor Improvements project on
Kiwi’s site

6.1

The proposed busway and SUP plans, as well as the SH1 to SH18 overbridge
and other associated works, will mean the view of Kiwi’s building will either be
completely lost to passing motorists or severly obscured because the new
busway and SUP will be the same height as the building. This will mean that
consumer recall of Kiwi’s building and location will be lost.

6.2

Kiwi’s site was initially planned so that the size of the building, the simple
building signage of ‘secure self storage’ and the Kiwi brand would all be seen
and remembered together. Location is a prime asset for Kiwi in gaining new
customers.

Kiwi do not have to rely on traditional advertising or online

searches which would not be as successful as their current advertising to SH1.
In essence, location and visibility are the most important part of this premises
brand equity. This will be lost with the proposed busway and SUP, and other
associated works, as they are currently planned and will damage Kiwi’s
aforementioned equity.
6.3

There is no other road exposure available like the kind Kiwi currently enjoys.
Kiwi will have to rely on more traditional advertising techniques to market their
brand. These methods are costly, targetting small pockets of customers,
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compared to the potential wide range of customers travelling along SH1 seeing
and remembering the buildings position and services it offers.
6.4

While large billboards as suggested by NZTA, could be erected above the
building in my experience these types of billboards create a lot of visual clutter
for consumers and will not create the same visual impact that Kiwi’s current
advertising signage does.

6.5

To illustrate Kiwi’s current advertising technique, we conclude with a scenario
of ‘perception’.

A company like Michael Hill sells jewellery, hence its

advertising shows high end photography of diamonds and ‘lust worthy’
jewellery items to induce a purchase decision. Kiwi sells storage and space,
and the customer ideally needs to see the space (i.e. the building) to connect
the ‘brand’ to the ‘space’ and ‘location’ – leaving the consumer with the easy
decision of needing storage in a convenient position. The proposed busway
and SUP will render Kiwi’s current brand exposure, location and building void.
7.

Conclusion

7.1

For the reasons set out in this evidence, I consider that the NZTA proposal will
have a significant impact on the visibility and brand awareness of the Kiwi site
and business and therefore impact on its business. I also consider that while
billboards could be ereceted above the building this will not mitigate the current
value of customers seeing and remembering the buildings position and
services it offers.

Samuel Alexander Allan
25 May 2017
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Appendix 1
Series of photographs illustrating the visibility of the Kiwi site from SH1
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