
Copyright is owned by the Author of the thesis.  Permission is given for 
a copy to be downloaded by an individual for the purpose of research and 
private study only.  The thesis may not be reproduced elsewhere without 
the permission of the Author. 
 



 

 

 

Reeling Them In  
 

Printed New Zealand Army Recruiting Material 

1899 – 1999 
 

 

 

 

 

A thesis presented in partial fulfilment of the requirements for the degree of 

 

 

 

 

Doctorate of Philosophy 

in 

History 

 

 

 

 

at Massey University, Manawatū, New Zealand. 

 

 

 

 

Daniel Wildy 

 

2018 

 

 



   
 

 ii 

 Abstract 

 

The decision to join the army, or any other armed service, is a significant one. Unlike most 

jobs, the prospect of death in violent circumstances, particularly during periods of armed 

conflict, is a realistic possibility. Regardless of how unattractive this proposition might be, 

New Zealand maintained an army made up largely of volunteers throughout the period under 

review: beginning with the South African War in 1899, through to the deployment to East 

Timor in 1999. Whether militia forces, part-time Territorials, or full-time Regulars, the army 

has used printed recruiting material to attract New Zealanders, both men and women, to join 

the potentially fatal occupation of soldiering. To be successful as items of advertising, printed 

recruiting material has to resonate with its audience. By assessing the various themes used to 

encourage generations of men and women to enlist in the army, it is possible to identify what 

was relevant to various audiences at particular times, and by extension, what was valued 

within society during certain periods. In addition, how the army portrayed its worth to 

society, not just its worth to potential recruits, is an important aspect of recruiting material, 

and one that provides further opportunities to understand New Zealand society. This thesis 

will demonstrate significantly greater continuity among the themes used in recruiting 

material, and by extension, greater continuity in social values during the period than there 

was change. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   
 

 iii 

Acknowledgements  

 

First and foremost, I would like to thank my wife Kat for her support and encouragement 

throughout this thesis. Kat had a far greater appreciation of how much work a PhD would 

take to complete than I did, but this did not prevent her from providing her full support and 

encouragement. What is remarkable, however, is she offered her support in the knowledge 

she would have to bear an even greater share of responsibility for parenting our three young 

children than she already did. Her support to me, and the kids, while I’ve been beavering 

away at my studies, is testament to her unfailing selflessness where our family is concerned. 

 

I would also like to thank my three advisors: Kerry Taylor, Glyn Harper, and David 

Littlewood. Each brought their strengths to the advisory panel including Kerry’s knowledge 

of New Zealand social history, Glyn’s unrivalled understanding of the New Zealand Army at 

war, and David’s remarkable eye for detail. As my thesis progressed I must also thank Glyn 

and David for their patient reading and re-reading of versions of my thesis that must have 

seemed to them to improve by mere inches with each re-submission. 

 

As a part-time student in full-time paid employment, I must also thank my employers 

for their generosity with respect to the provision of study leave. Paying someone a salary 

while they pursue a qualification that is of little utility to the employer, and may even result 

in a change of career path on the part of the employee, is a generous thing to grant. I am 

grateful for the support my employer and colleagues have given me over the past five years 

and I have drawn much encouragement from their interest – feigned or otherwise – in my 

thesis topic. 

 

Finally, to those that contributed their time to make a contribution to my research, 

including Brigadier (retired) Roger Mortlock, Dolores Ho, Lieutenant Colonel Richard 

Taylor, Tom Roche, Bill Hopper, Tony Williams, Stephanie Gibson and Steve Mexsom, 

thank you. The quality of this thesis rests on the research material on which it is based. Your 

contribution to that body of research material is greatly appreciated and I hope you find the 

results of this thesis as fair justification for the time you gave so willingly. 

 

 

 



   
 

 iv 

Table of contents 

 

Abstract 

Acknowledgements 

Table of contents 

List of illustrations 

ii 

iii 

iv 

v 

Introduction 1 

Chapter One: Obligation, part one – Heroes, duty, and empire. 21 

Chapter Two: Obligation, part two – Peace, protection, and country. 67 

Chapter Three: Opportunity, part one – Travel, adventure, and financial security. 118 

Chapter Four: Opportunity, part two – Outdoors, excitement, and education. 146 

Chapter Five: Men, manliness and masculinity. 177 

Chapter Six: Women, recognition, and objectification. 225 

Chapter Seven: Ethnicity: From monoculturalism to biculturalism. 290 

Conclusion 324 

Bibliography 332 

Appendix – Quantitative data  357 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   
 

 v 

List of illustrations 

 

The Empire Needs Men! 2 

Arm Me with Experience 2 

Arm Me with Education 2 

The New Zealand Third Contingent: Scenes in Camp and Departure for S.A. 25 

Rallying Round the Flag 26 

South African War Fund: Great Patriotic Meeting 28 

Military Training. Dominion of New Zealand 30 

Lions of Empire 35 

Great War Certificate of Service 35 

City Recruiting Station, Queen Street Auckland 37 

Why Britain is at War, Lyttleton Times 38 

Why Britain is at War, The Times 39 

New Zealand Expeditionary Force: Reinforcements Halt! 42 

The Defence of New Zealand: The Importance of the Territorial Army 49 

Civil Defence is the Business of the Citizen! Rally to the Call 52 

In Defence of Democracy 53 

A Vital Message to Every New Zealander 56 

An Important Message to all Ex-Territorials 57 

Unless Britain and Her Allies Win All is Lost 61 

Now is the Time for Service 62 

If this Were a BOMB Where Would You Be? 63 

We Look to You… We Shall Not Look in Vain! 65 

To Japan with the Occupation Force 69 

Our Ocean and Our Job 69 

Octopus of Communist China  71 

Unchecked Aggression Brought the Destruction of 1939-1945 72 



   
 

 vi 

The Fight in Korea is New Zealand’s Fight 73 

A Career of Service 78 

You’re Somebody in the Regular Army Today 79 

Remember 1939-45 81 

Lieutenant General Sir Leonard Thornton 83 

Your Place in National Security 84 

Aim High… Join the Royal New Zealand Infantry Regiment 86 

Holyoake Wants You 88 

Royal New Zealand Artillery 90 

The Queen’s Commission 91 

Command73 93 

Command ‘75 95 

T.F.V. The Ideal Combination of Service with Civilian Life 97 

More than Just a Job 98 

The Board of Protectors 104 

Are You Good Enough? 105 

Officer Cadet School: New Zealand Commissioning Course 108 

The Profession of Arms 109 

They Joined for Their Own Reasons. You’ll Have Yours! 110 

Proud to Serve New Zealand 112 

Officer Cadet School: Serve Proudly Lead Wisely 112 

Lifestyle that Lasts for Life 114 

What do You Want Out of Life? 115 

The Chance of a Lifetime 125 

The Soldier has Never Been So Well Off 127 

Regular Force Cadets: Technicians in the Army of Tomorrow 128 

Regular Army Recruitment: Conditions of Service for an Army Career 131 



   
 

 vii 

Tradesmen in Khaki 132 

Go Overseas with the Infantry! 135 

Fly to Malaya with the Army 139 

Go Where the Action Is! 142 

Join-In… Join-Up… 147 

The Best Way to See Singapore is to Work There 149 

Get the Facts on Trade & Further Education in the Regular Force Cadets 154 

If You’re a Clergyman Looking for a Quiet, Secluded Life, You’d Better Turn 

the Page 
157 

Fly Me! 160 

Army Officer 161 

Army Careers 163 

Arm Me with a Future 167 

After Three Years as an Army Officer I’m Still Not Sure of the Daily Routine 169 

Everything You Could Want from a Tertiary Education Except the Student 171 

Blessed are the Peacemakers: You Can be Your Best 174 

The Wellington More Men Fund 184 

Offer Your Services Now: Our Brave Soldiers at the Front Need Your Help 185 

New Zealand Expeditionary Force Reinforcements 188 

To New Zealand’s Manhood 189 

Daddy Died for Me: Will You Fight for Me Now? 191 

Daddy, What Did You Do in the Great War? 192 

A Question 192 

A Vital Message to Every New Zealander 195 

Photo, Second World War Recruiting Officer and Car  197 

There’s a Man’s Job to be Done 199 

Your Help is Needed to Stop Aggression in Korea 202 



   
 

 viii 

Calling New Zealand’s Finest, Fittest Young Men! 205 

Be a Man Among Men 207 

Man Among Men! 207 

A Special Kind of Man 209 

Go with the Artillery to Vietnam 213 

Set Your Sights on a Mansized Career 214 

Army: The Career for You 215 

Are You Man Enough? 217 

Officer Cadet School (New Zealand) 219 

Enlist in the Sportsmen’s Thousand 220 

Rugby Footballers Are Doing Their Duty 221 

1966 Lions Itinerary  222 

It’s Not Just for Kicks 223 

Recruiting Campaign for Women 227 

Women of Britain Say Go! 229 

Remember Belgium 229 

The German Challenge 231 

Women’s War Service Auxiliary Enrolment Form 235 

Call to Farms 238 

Are You a Girl with a Star-Spangled Heart? 239 

I Said I’d Never Wear Uniform… But I Couldn’t Stand Back Now 240 

Shoulder to Shoulder 240 

Women with a Will to Win! 241 

A Choice of Over 70 Careers 244 

Do You Work in Town? Here’s a Job for You Near Home 245 

N.Z. Women’s Royal Army Corps 247 

N.Z. Women’s Royal Army Corps 248 



   
 

 ix 

N.Z. Women’s Royal Army Corps 250 

Women in the Services 250 

N.Z. Women’s Royal Army Corps 253 

Serve in Malaya 254 

The Queen’s Commission 255 

The Queen’s Commission 256 

Accomplishment 257 

Display Centre Wellington 259 

New Zealand Women’s Royal Army Corps 260 

Royal New Zealand Nursing Corps 261 

The Army Nurse 265 

Royal New Zealand Nursing Corps 266 

Army: Careers for Woman Officers 269 

Army Officer: A Natural All Rounder 270 

Your Career as a Soldier 275 

Territorials 275 

Are You Good Enough? 277 

Officer Cadet School (NZ) 282 

What Do You Want Out of Life? 283 

Officer Cadet School (NZ) 283 

Kiwis Armed to Make a Difference 284 

Enrolment of Māoris 297 

The War-Dog of New Zealand 299 

The Spirit of His Fathers 300 

Māori Shirking 301 

Taringa Whakarongo! 305 

The New Zealand Regiment 308 



   
 

 x 

Boys in the Army 309 

A Boy’s Career in the Regular Force Cadets 311 

New Zealand Army: Career Training for Boys 312 

Blueprint for a Boys Career 313 

Operation Career 315 

Survival Training in Fiji 316 

Your Career as a Soldier 318 

Training for Life 318 

Arm Me with Education 321 

Officer Cadet School (NZ) 321 

  



   

 1 

Introduction 
 

What a society gets in its armed services is exactly what it asks for, no more and no 

less. What it asks for tends to be a reflection of what it is. When a country looks at its 

fighting forces it is looking in a mirror: if the mirror is a true one the face that it sees 

there will be its own.1  

      General Sir John Winthrop Hackett 

 

During a tour of Archives New Zealand as a young graduate student, I came across a 

recruiting poster laid out on a table. The poster was undated, but it was undoubtedly old and 

unmistakably from another period in New Zealand's history. It was not the state of the paper 

that gave the poster's age away, but rather its content. The poster depicted a fully-grown lion 

supported by four young lions, while the text sought men for war service. Any doubt as to 

what the adult lion and young lions represented was clarified by the text of the poster, ‘The 

Empire Needs Men!'2 The adult lion represented Great Britain, while the young lions 

represented Australia, Canada, India and New Zealand - a point made clear in the subtext of 

the poster. The message was obvious: it was the duty of all male citizens of the Empire to 

answer the call to help the elder lion defy its foes; to enlist in the armed forces for war 

service.   

 

The poster's content struck a chord for a number of reasons. Months previously, I had 

graduated as a Lieutenant into the Regular Force of the New Zealand Army, having 

completed three years' training at the Officer Cadet School of New Zealand, while 

simultaneously completing an undergraduate degree at Massey University. Furthermore, 

while undergoing training at Officer Cadet School, I had myself appeared in a contemporary 

army recruiting campaign and was, therefore, familiar with the content of that material. The 

contrast between the army recruiting material of the late 1990s and this early twentieth 

century recruiting poster – later identified as a First World War poster – could not have been 

more striking. 

 

                                                
1 J.W. Hackett, The Profession of Arms: The 1962 Lees Knowles Lectures given at Trinity College, Cambridge, 
Centre of Military History, U.S. Army, 1986, p.34. 
2 Poster, The Empire Needs Men!, 1915, (original design by Arthur Wardle, United Kingdom; redesigned and 
printed in the New Zealand Herald, Auckland), Archives New Zealand Reference: AD 1 9/169/2/1 SEP 598. 
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The Empire Needs Men!, 1915 (original design by Arthur Wardle, United Kingdom; 

redesigned and printed in the New Zealand Herald, Auckland). Archives New Zealand Ref: 

AD 1 9/169/2/1 SEP 598. 

 
Arm Me with Experience and Arm Me with Education, late 1990s, National Army Museum 

Archive, Accession Number: 2013.195.1. 
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In the late 1990s, the army started using the advertising slogan ‘Arm Me’ to attract 

recruits. The slogan emphasised the opportunities offered to individuals who enlisted in the 

New Zealand Army, with a range of posters carrying variations on the ‘Arm Me’ theme: 

‘Arm Me with a Future’; ‘Arm Me with Skills’; ‘Arm Me with Education’; and ‘Arm Me 

with a Career’, among others.3 It was posters like these, and the associated booklets and 

leaflets that supported the ‘Arm Me' recruiting campaign, that I was familiar with, had 

participated in, and, in many respects, was uncomfortable with; my view being that soldiering 

in the army stood for service to others rather than focusing on self-advancement. Seeing the 

lion poster at the Archives, one could not help but be struck by the contrast with the 'Arm Me' 

campaign, which triggered a range of thoughts and questions, as well as a profound sense of 

shame. Was our society more patriotic in the past? Are people today only motivated by what 

they can gain from something? Does this make us selfish? How did we go from being a 

society inspired by patriotic loyalty to one motivated by personal gain? Whatever the answers 

to or implications of these wider questions, I was also left questioning my motivations for 

joining the army.  

 

I grew up in a family with a proud history of service in the British Army, being raised 

to value public service over personal enrichment and filled with an inherent desire to serve 

‘Queen and Country.' An important part of this upbringing, however, was the avoidance of 

glorifying war; war was always undesirable, but sometimes an unavoidable necessity. My 

decision to join the army was, therefore, not solely made as a result of recruiting material, but 

was part of a broader socialisation to the concepts of service inculcated within the family 

environment - as is the case for many who join the armed forces. Nevertheless, the recruiting 

booklet Officer Careers in the New Zealand Army undoubtedly tipped the balance between 

choosing a career in the army over a career in graphic design.4 The booklet achieved this by 

the inclusion of a range of themes that effectively targeted the values of service and 

patriotism instilled during childhood. Recruiting material may not be the sole influence on 

whether individuals join the army, but it can be an influential factor in the final decision.  

 

While full-time service in the army prevented academic exploration of the topic for 

more than a decade, the experience of seeing the lion poster lingered in the back of my mind. 

                                                
3 Posters, Arm Me with a Future, Arm Me with a Career, Arm Me with Skills, Arm Me with Education, late-
1990s, National Army Museum Archive, Accession Number: 2013.195.1. 
4 Advertisement, Officer Careers in the New Zealand Army, 2000, National Army Museum Archive, Accession 
Number: 2013.195.1. 
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Throughout that time, whether in New Zealand, on overseas posting, or on active service in 

East Timor and Afghanistan, thoughts persisted regarding the role recruiting material has 

played in encouraging generations of New Zealanders to enlist in the army and how that 

reflects our society. It also became apparent that, beyond First World War propaganda 

posters, there was a general lack of scholarly research on the subject. The value of this thesis, 

therefore, lies in filling a significant gap in the existing literature, as well as analysing the 

means used to encourage enlistment into one of New Zealand's oldest and most significant 

state institutions. It is the first study to consider the themes used to maintain the strength of 

the nation's army during times of both peace and conflict; how those themes reflected New 

Zealand society; and the position the army portrayed itself as filling in that society. 

 

In seeking to assess General Hackett's observation that a nation's fighting forces are a 

reflection of the society from which they are drawn, this thesis will address three key 

questions. The first is what themes were used in army recruiting material to attract recruits? 

The second asks why those themes were used, while the third asks how the themes reflected 

the army's self-projected place in New Zealand society. 

 

Answering the question of ‘what themes have been used?' is a critical first step to 

further analysis. By understanding what themes have been used, how, when and where, the 

second question can be addressed. Furthermore, understanding the range of themes is also 

necessary to understand the complexity of the topic, and to facilitate the development of 

hypotheses for the second question. The collated data for the first question provides insight 

into trends in advertising themes, which has value in itself as a record of twentieth century 

advertising methodology. From this data we can identify themes that have enduring appeal, 

as well as those that were transiently considered useful. 

 

The second question in this thesis, ‘why the themes were used?', is important for the 

insights it provides into New Zealand society. The primary aim of recruiting material is to 

persuade civilians to volunteer for service. The themes used in advertising can, therefore, be 

seen as a reflection of what was socially appropriate and likely to be successful at the time of 

its production. While the army's advertising undoubtedly ‘missed the mark' at times, it is 

logical to assume that such advertising themes would have been short-lived. By looking at all 

recruiting themes over time, however, it is possible to draw conclusions as to why themes 

were used and why they were thought likely to succeed as aids to recruiting. In posing and 
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addressing these questions, this thesis assesses the validity of General Hackett's observation. 

This assessment will also provide an answer to the question triggered by the lion poster of 

whether society had, over a century, become more self-centred. 

 

The third question this thesis answers is ‘how did the themes reflect the army’s self-

projected place in society?’ The secondary aim of recruiting material is to enhance public 

perceptions of the army. The relationships between the army’s public relations and recruiting 

functions is always close, whether it involves recruiting material or the deployment of the 

Army Band to perform at a regional A&P Show. At the centre of the army’s self-portrayal, 

particularly in recruiting material, is the role the organisation fills in society. Within that role, 

and more importantly in some respects, is the message of what value the army provides 

society. The costs associated with the maintenance of a standing army, particularly in times 

of peace or economic hardship, is often contentious. Analysing how the army has sought to 

project its place in society through recruiting material can, therefore, provide unique insights 

into New Zealand’s social and economic past. 

 

The decision to join the army, or any armed service, is a significant one. Unlike most 

jobs, the prospect of death in violent circumstances is one that cannot be separated from 

service in the armed forces, particularly during times of war. Likewise, service in the military 

also requires the surrender of some basic freedoms enjoyed by society in general. Some of 

the liberties lost are seemingly insignificant, such as the ability for men to grow long hair or 

for women to dye their hair unnatural colours. Others, however, are more significant, such as 

limitations on political involvement or the ability to refuse an order to go into a potentially 

fatal situation. Despite this, New Zealand has maintained armed forces since its earliest 

times, whether militia forces, part-time territorial forces, or full-time regular forces. To do 

this, New Zealand has relied on a mixture of compulsion and voluntarism to maintain the 

strength of its army, with voluntarism playing the predominant role, even in times of war and 

other armed conflicts. The role recruiting material has played in the decision-making process 

is, therefore, a significant one, not just in the life of those influenced by the material, but also 

for society in general, particularly during times of war when the army’s presence in the 

consciousness of society is often at its greatest. 

 

Existing international literature on recruiting material is limited in scope and 

interpretation. It can broadly be broken down into two categories: that which focuses on First 
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and Second World War recruiting posters as items of propaganda;5 and that looking at the 

efficacy of military marketing campaigns following the introduction of the All-Volunteer 

Force (AVF). The AVF was introduced in the United States during the 1970s, alongside 

similar voluntary service systems in other English-speaking nations around the same time.6 

There are two other categories of literature relevant to the topic outside of New Zealand 

general and military history. The first is advertising and marketing literature7, which is 

relevant to recruiting material as items of advertising. The second are official studies, reports, 

papers and research designed to increase the effectiveness of New Zealand Army recruiting 

efforts.8  

                                                
5 J. Aulich, War Posters: Weapons of Mass Communication, London, Thames and Hudson, 2007; J. Aulich and 
J. Hewitt, Seduction or Instruction? Manchester, Manchester University Press, 2007; E. Bernays, Propaganda, 
New York, Ig Publishing, 2005; B. Bray, “From Flag-Waving to Pragmatism: Images of Patriotism, Heroes and 
War in Canadian World War II Propaganda Posters”, Material History Review 42, Fall 1995; M. Bryant, “Poster 
Boy”, Cartoon Times, History Today, July, 2009; S. Carruthers, “ ‘Manning the Factories’: Propaganda and 
Policy on the Employment of Women, 1939-1947”, The Journal of the Historical Association, June, 1990, Vol. 
75 Issue 244, pp.232-256; M.G. Chaktsiris, “ ‘Our Boys With the Maple Leaf on Their Shoulders and Straps’: 
Masculinity, the Toronto Press, and the Outbreak of the South African War, 1899”, War & Society, Vol. 32 No. 
1, March 2013; J. Darracot, The First World War in Posters, New York, Dover Publications, 1974; S. Gibson, 
“Display Folk: Second World War Posters at the Museum of New Zealand Te Papa Tongarewa”, Tuhinga, 
Number 19, 2008; S. Gibson, “First World War Posters at Te Papa”, Tuhinga, Number 23, 2012; C. Ginzburg, “ 
‘Your Country Needs You’: A Case Study in Political Iconography”, History Workshop Journal, Issue 52, 
2001; P. James, Picture This: World War I Posters and Visual Culture, University of Nebraska, USA, 2009; 
G.S. Jowett and V. O’Donnell, Propaganda and Persuasion, 5th edition, California, Sage Publications, 2012; J. 
Palermo, “Patriotic Poster Boys: Uncle Sam Wasn’t the First-or Last-Recruiting Icon to Point the way into 
Service”, Military History Magazine, July/August 2007; J. Taylor, Careless Talk Costs Lives, London, Conway, 
2010; J. Taylor The Secret History of the Propaganda Poster, Scotland, Saraband, 2013; D. Welch, 
Propaganda: Power and Persuasion, London, British Library, 2013. 
6 G. Bachman, et al, The All-Volunteer Force: A Study of Ideology in the Military, Ann Arbor, The University of 
Michigan Press, 1977; M.T. Brown, Enlisting Masculinity: The Construction of Gender in U.S. Military 
Recruiting Advertising during the All-Volunteer Force, New York, Oxford University Press, 2012; P. Padilla & 
M. Laner, “Trends in Military Influences on Army Recruitment Themes: 1954-1990”, Journal of Political and 
Military Sociology, 2002, Vol. 30, No. 1 (Summer): 113-133. 
7 C. Ankersen & L. Tethong, “Retain or Perish: Why Recruiting Won’t Save the CF”, Canadian Institute of 
Strategic Studies, Strategic Datalink #95, March 2001; J. Eighmey, “Why Do Youth Enlist? Identification of 
Underlying Themes”, Armed Forces & Security, Vol 32, No. 2, January 2006, pp.307-328; C. Flood, British 
Posters: Advertising, Art & Activism, London, V&A Publishing, 2012; D. Francis, Selling Canada: Three 
Propaganda Campaigns that Shaped a Nation, Vancouver, SA&D Publishers, 2011; T. O'Reilly & T.M. 
Tennant, The Age of Persuasion; How Marketing Ate Our Culture, Toronto, Vintage Canada, 2010; H. Phillips, 
SELL! Tall Tales from the Legends of New Zealand Advertising, Auckland, Penguin Books, 2013; H. 
Thompson, Paste Up: A Century of New Zealand Poster Art, Auckland, Random House, 2003; P. White, 
“Grabbing Attention: The Importance of Modal Density in Advertising”, Visual Communication, Vol. 9, Dec 
2010. 
8 Director of Recruiting, Recruiters’ Aide Memoire, Director of Recruiting, Wellington, October 1967; A.B. 
Howie, "A Recruiting Strategy for the New Zealand Regular Army," Commandant’s Papers, RNZAF Staff 
College, Staff Course No. 29, November 1988; H.T. McKubre, DPRS Research Report 88/76: Morale and 
Retention in the New Zealand Army, Directorate of Personnel Research and Psychological Services, Personnel 
Branch Defence Headquarters, Wellington, 1976; R.C. Mortlock, A Blueprint for Army Recruiting Strategies 
1985 Onwards, Army General Staff, Wellington, 1985; R.C. Mortlock, Minute: Report on Recruiting Activities 
in the New Zealand Army 1984/85, Army General Staff, Wellington, 9 May 1985; P. Phipps, DRPS Research 
Report 67/74 Civilian Attitudes to Employment A Report on a Study of New Zealand Males, Directorate of 
Personnel Research and Psychological Services, Personnel Branch, Defence Headquarters, Wellington, New 
Zealand, April 1974; RNZAF Command and Staff College, Commandant’s Papers (various), 1965 - 1995; The 
Recruiting Strategy Study Group, Report No. 1: The Demographic Study, Defence Recruiting, Wellington, 
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One section of literature that has not been used in this thesis approaches wartime 

recruiting posters via the academic disciplines of semiotics and iconography. Scholars using 

this approach have argued that the aesthetic features of a recruiting product reflect the beliefs 

and assumptions of the society in which it operates. ⁠9  While the themes used to influence the 

audience is a core feature of this thesis, it will not be studied from a semiotic or 

iconographical perspective. Both of these approaches focus on how the technical process 

itself occurs, theorising in detail how signs and symbols are thought to affect internal 

attitudes and emotions. ⁠10  Given the focus of this thesis is on the themes used and why at a 

broader social and historical level, such approaches have not been adopted. 

 

Various authors have recognised that recruiting material, and posters in particular, are 

powerful tools of persuasion in the effort to convince individuals to enlist in the army during 

times of war. Key texts in this area have included Edward Bernay’s seminal work 

Propaganda. In his assessment of the role propaganda played during the First World War, 

Bernays noted: 

 

It was … the astounding success of propaganda during the war that opened the eyes of 

the intelligent few in all departments of life to the possibilities of regimenting the 

public mind. ... They not only appealed to the individual by means of every approach 

– visual, graphic, and auditory – to support the national endeavour, but they also 

secured the cooperation of the key men in every group… At the same time, the 

manipulators of patriotic opinion made use of the mental clichés and the emotional 

habits of the public to produce mass reactions against the alleged atrocities, the terror, 

and the tyranny of the enemy.11 

 

In Bernays' view, recruiting posters would have formed part of the visual and graphic 

approaches used by the propagandist to achieve their aims. The view of wartime posters as 

items of propaganda is echoed by Joseph Darracott in The First World War in Posters (1974), 

who discussed how governments exploited posters, and by extension their population, to call 

                                                                                                                                                  
1985; The Recruiting Strategy Study Group, Report No. 2: The Demographic Study, Defence Recruiting, 
Wellington, 1985. 
9 K. Harvey, History and Material Culture: A Student’s Guide to Approaching Alternative Sources, New York, 
Routledge, 2009, p.4. 
10 W. Mitchell, “What Do Pictures ‘Really’ Want?”, The MIT Press, Vol. 77 (Summer, 1996), p.71. 
11 Bernays, pp.54-55. 
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for recruits and channel emotions of courage and hate.12 Likewise, in the book War Posters: 

Weapons of Mass Communication, James Aulich focused on the exploitative and misleading 

nature of wartime recruiting posters. He described how recruiting posters capitalised on 

feelings of loyalty, affirmed dominant social values and repressed discontent, by presenting 

an ‘illusion of a coherent reality’.13 James Taylor, likewise, identified posters as using a 

variety of psychological techniques to ensure their messages were remembered and acted 

upon, using various forms of emotional bribery to achieve their desired effect - enlistment.14 

Aulich and John Hewitt, in Seduction or Instruction?, also described how many of the 

popular images of the war depicted the transformation of a civilian into a soldier as painless 

and instantaneous, while simultaneously presenting actual fighting in grossly unrealistic 

terms.15 Both depictions were, according to Aulich, a deliberate attempt to avoid the harsh 

realities of war and tap into long-standing social values encouraged through a popular culture 

of imperialism, militarism, monarchism, and patriotism.16  

 

This view of recruiting material as items of propaganda, though arguably valid, 

particularly with respect to First World War recruiting posters, encourages analytical bias. 

The term ‘propaganda’ is inherently negative and suggests manipulation on the part of the 

propagandist in their interests and by inference against the interests of those subjected to the 

propaganda.17 The New Zealand army, however, served the society from which it was drawn 

at the direction of the government elected by that same society. 

 

While the most common interpretation of recruiting material has been to view them as 

items of propaganda, largely because the literature has focussed on First and Second World 

War recruiting posters, alternative interpretations exist. In 1973, it was announced that the 

United States would move to an AVF. One consequence of this announcement, and the 

subsequent implementation of the AVF system, was a greater need for analysis on what 

makes people join the military, what keeps them in, and the best means of attracting people to 

the service. The resulting body of literature is less focussed on moral judgments of recruiting 

material and more focussed on issues of efficacy. Shortly after the introduction of the AVF, 

Jerald Bachman, for example, suggested two broad approaches to recruitment, namely: 

                                                
12 Darracot, p.vii. 
13 Aulich, p.162. 
14 Taylor, Secret History, p.60. 
15 Aulich and Hewitt, p.41. 
16 Ibid., p.36. 
17 Jowett and O’Donnell, p.13. 
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recruiting material that concentrated on traditional military values and practices, focussing 

recruiting efforts on those already favourably disposed to the idea of military service;18 and 

an alternative approach, whereby the themes depicted in recruiting material are expanded to 

encourage a broader range of people to consider a career in the military.19  

 

Melissa Brown acknowledged that the likely success of recruiting material depends 

on its ability to appeal to the self-image of potential recruits, in effect mirroring the interests 

of those already pre-disposed to the idea of military service.20 Furthermore, Brown noted that 

recruiting material, in order to be effective, must reflect what the public wants to see, which 

is where advertising firms and marketing survey companies become important.21 Brown also 

concurred with Bachman by recognising the importance of using recruiting material to shape 

the public image of those who serve and of the service as an institution, not just to recruit 

personnel, but to broaden the appeal of military service amongst the population.22 Peter 

Padilla and Mary Laner used a similar approach, conducting an analysis of the themes used in 

recruiting material, then assessing why this had been done. They concluded that a wide 

variety of themes were both present and necessary in recruiting material in order for it to be 

effective, including: patriotism, adventure, challenge, career, education, social status, 

remuneration, travel and a miscellaneous category, where many varied themes were used 

with no single theme being dominant.23 Collectively, Bachman, Brown, Padilla and Laner's 

analysis of recruiting material avoided the emotional and analytical bias the ‘recruiting as 

propaganda’ approach introduces. Recruiting material is instead viewed as a reflection of 

society's values at an individual and collective level.   

 

In addition to literature on recruiting posters as propaganda and advertising efficacy, 

there are a few texts specifically dedicated to analysing posters used during wartime in New 

Zealand. Stephanie Gibson’s first published article on the subject, ‘Display Folk: Second 

World War Posters at the Museum of New Zealand Te Papa Tongarewa’, provided an 

informative account of the organisation of the Second World War recruiting campaign in 

New Zealand. The nature of the posters themselves, which Gibson described as ‘flashes of 

intense colour in towns and cities throughout New Zealand,' the context in which they were 

                                                
18 Bachman, et al, p.143. 
19 Ibid., p.144. 
20 Brown, p.7. 
21 Ibid. 
22 Ibid., p.8. 
23 Padilla & Laner, p.115. 
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displayed, and the efficacy of recruiting posters, are all discussed.24  Gibson’s assessment of 

how the posters were received by the public at the time is particularly engaging and is a 

strength of her research. Her second article, ‘First World War Posters at Te Papa’, considered 

the fundamentally diverse posters used in New Zealand during the First World War compared 

to those used in the Second. 

 

Despite appearing only thirty years earlier, the content of recruiting posters was 

markedly different from those of the later conflict. Gibson described how the New Zealand 

Government relied heavily on British Parliamentary Recruiting Committee (PRC) posters to 

do the emotional and psychological work of recruitment during the earlier conflict. This was 

achieved through various appeals to patriotic duty, courage, and service to empire, using 

what Gibson described as ‘colourful works of graphic art with hard-hitting emotional and 

manipulative images and messages’.25 Compared to the austere notice-style posters in use by 

the New Zealand Government at the time, British PRC posters had the benefit of Britain’s 

superior print manufacturing techniques and advertising industries. The fact that the posters 

were produced in Britain provided no impediment to their effectiveness, as imperial 

sentiment and a sense of common identity with the empire was high amongst New 

Zealanders. By the time of the Second World War, New Zealand’s poster industry had 

developed significantly following the creation of the New Zealand Railways Advertising 

Studios in 1920, along with other commercial print agencies.26  

 

While limited to the two world wars, Gibson's papers set a high standard for future 

New Zealand-specific research into recruiting material. The quality of the papers was 

sufficient for Taylor, in his book The Secret History of the Propaganda Poster, to describe 

Gibson’s work as 'excellent' and to note as a strength the papers' examination 'in detail how 

[the posters] were acquired and the reception of the posters at the time'.27 This particular 

feature of Gibson's approach, to place posters within their historical context in terms of 

events and display location, is vital to understanding printed recruiting material as social 

markers. When, where and how the material has been displayed, and where possible received 

by its audience, is as important as the content of the material itself. Gibson also saw the value 

of recruiting posters as cultural artefacts, stating 'New Zealand's reliance on war posters from 

                                                
24 Gibson, “Display Folk”, p.7. 
25 Gibson, “First World War Posters”, p.69. 
26 Thompson, p.8. 
27 Taylor, Secret History, p.114. 
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Britain and Australia [during the First World War] is not surprising considering the political, 

cultural, social and economic ties of empire at the time… New Zealanders saw themselves as 

imperial subjects, sharing an empire-wide culture'.28  

 

A third text specifically dealing with New Zealand's wartime propaganda – including 

recruiting posters – is Greg Hynes' M.A. thesis ‘Propaganda, Perspective, and the British 

World: New Zealand's First World War Propaganda and British Interactions, 1914-1918'. 

Hynes' thesis analysed how New Zealand's First World War propaganda campaign reflected 

the country's place within the concept of the British world. For Hynes, propaganda, often 

transmitted in poster form, provided an ideal window to view the ideological, national and 

British identities operating in New Zealand and the wider imperial world. Hynes' thesis 

successfully demonstrated the complexity involved in analysing New Zealand's cultural and 

social identities due to the 'multifarious bundle' of loyalties, patriotism and identities 

operating within New Zealand during the First World War.29 Furthermore, Hynes showed 

how identity in New Zealand, while influenced by the imperial world, was not imposed on 

New Zealand by Britain. It was instead New Zealand that selectively internalised and 

reshaped imperial rhetoric to the country's specific situation, accepting a shared cultural 

legacy with Britain. Another strength of Hynes' thesis is his avoidance of an overly negative 

definition of the term ‘propaganda’. Hynes viewed propaganda used during the First World 

War as seeking to reinforce existing beliefs and prejudices, rather than being manipulative or 

coercive.30 

 

The most recent New Zealand-specific text to consider the use of propaganda during 

wartime is Jessica McLean’s thesis, ‘Images and Identity: The Demonstration of New 

Zealand’s National Identity through the Propaganda of the Second World War’.31 McLean 

described how New Zealand’s wartime propaganda, including recruiting posters, was 

specifically publicised with its New Zealand audience in mind.32 This was achieved through 

the use of symbols designed to appeal to New Zealanders. Amongst those images used were 

the nation’s flag and depictions of New Zealand soldiers in their distinctive lemon-squeezer 

                                                
28 Gibson, “First World War Posters”, p.74. 
29 G. Hynes, “Propaganda, Perspective, and the British World: New Zealand’s First World War Propaganda and 
British Interactions, 1914-1918”, M.A. Thesis, University of Canterbury, September 2013, p.146. 
30 Ibid, pp.17-18. 
31 J.A. McLean, “Images and Identity: The Demonstration of New Zealand’s National Identity through the 
Propaganda of the Second World War”, M.A. Thesis, Massey University, 2016. 
32 Ibid, p.26. 
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hat.33 McLean also explored how New Zealand’s strong cultural ties to Britain ensured there 

remained a place in New Zealand for propaganda produced by Britain’s Ministry of 

Information.34 British material, however, was only used when expected to be no less effective 

than a locally developed and New Zealand-specific campaign. British-produced propaganda 

was, therefore, found to supplement New Zealand's own publicity and propaganda material.  

 

Another New Zealand text to consider the use of recruiting posters during wartime is 

Hamish Thompson’s book Paste Up: A Century of New Zealand Poster Art. Thompson 

briefly considered the use of posters during wartime, sharing the common view that they 

acted as items of persuasion and propaganda.35 Thompson also gave an insight into how New 

Zealand’s newly developed print industry responded to the war. He noted, for example, that 

‘A few days after New Zealand declared war on Germany, the government began recruiting 

soldiers for an army expeditionary force… the recruitment posters employed appeals ranging 

from nostalgic reminders of the conquering Anzac spirit to … personal messages from the 

commander of the New Zealand force'.36 What Thompson did not discuss was the inherent 

cynicism of the posters’ content when viewed in light of the social context of the time. 

Despite the monumental sacrifices made by much of New Zealand’s youth during the First 

World War, their post-war treatment by the government was still a point of contention for 

many returned servicemen. Likewise, in the early part of the 1930s the Regular Force 

strength of the army was allowed to drop to fewer than six hundred,37 while for much of the 

1930s government expenditure on Defence was less than one per cent of total government 

spending.38 Added to this, 'anti-war sentiment – pacifism, even – had become widespread and 

respectable, voiced even at Anzac Day parades’.39 Employing the Anzac legend may have 

been a useful recruiting theme to evoke the emotive memories of heroic deeds on the shores 

of Gallipoli, but it also overlooked the relative neglect that returned servicemen, as well as 

serving army personnel, received during the inter-war period.   

 

                                                
33 Ibid. 
34 Ibid., p.48. 
35 Thompson, p.47. 
36 Ibid., p.49. 
37 M. R. Wicksteed, The New Zealand Army: A History from the 1940s to the 1980s, Wellington, P. D. 
Hasselberg – Government Printer, 1982, p.31. 
38 Statistics New Zealand, Long Term Data Series: D2.4 Defence expenditure.xls, Accessed 15 December 2014, 
http://www.stats.govt.nz/browse_for_stats/economic_indicators/NationalAccounts/long-term-data-
series/government.aspx. 
39 P. Baker, King and Country Call: New Zealanders, Conscription and the Great War, Auckland, Auckland 
University Press, 1988, p.233. 
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Overall, the literature on recruiting material to date has been significant in volume but 

limited in scope. These limitations have included a focus on posters at the expense of other 

printed recruiting material; a focus on wartime recruiting at the expense of peacetime 

recruiting; and a focus on relatively short periods of time, precluding the opportunity for 

comparative analysis over longer periods. To address these limitations, this study will 

encompass all available printed recruiting material during a hundred-year period, beginning 

with the South African War in 1899 and closing with East Timor in 1999. The inclusion of 

other forms of printed material has provided a greater body of sources from which to analyse 

the themes used. Meanwhile, the inclusion of all available recruiting material for a hundred-

year period has allowed for comparative analysis across time in order to answer the question 

of how social values have changed. 

 

The value of this thesis is twofold. First, it analyses recruiting material across a much 

longer time period than previous studies. This avoids the pitfall of treating all recruiting 

material as wartime propaganda, viewing them instead as part of a continuous advertising 

effort to recruit during periods of peace and war. Likewise, it fills a gap in the New Zealand 

literature on the relationship between the army and society. Second, it challenges perceptions 

as to what motivates New Zealanders to join the army. Have Kiwi soldiers always been 

motivated by a sense of patriotic duty? Or have there been other, less righteous, factors that 

influenced soldiers, even our honoured First and Second World War veterans, to enlist for 

service? And have women been ignored as a potential recruiting pool, or Māori featured as 

prominently within the army as contemporary thinking would suggest? Or are these 

perceptions simplified narratives to support current social debates and ideals? This thesis 

offers insights into many of these questions, challenging commonly-held views.  

 

Several important decisions have been made regarding the geographic and 

chronological scope of this thesis. The first was to focus on printed material used to recruit 

personnel into the New Zealand Army, rather than the armed services as a whole. Of the 

three armed services in New Zealand, the army has the longest history, as well as the greatest 

number of members to have served within it both past and present. For that reason, the army 

was chosen out of the three services as it provides the necessary material for a comparison 

between the organisation and the society from which it is drawn. With respect to the other 

two services, the length of the thesis would have precluded a complete analysis of their 

respective recruiting material.  This thesis will, however, provide a basis for future historians 
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to conduct a comparative analysis of recruiting material used by the Royal New Zealand 

Navy and Royal New Zealand Air Force with that of the New Zealand Army. 

 

The second parameter was the focus period of 1899-1999. The year 1899 was chosen 

as the South African War represented the first time New Zealand deployed troops in an 

expeditionary capacity, while the end-point of 1999 provides a period sufficiently long for 

meaningful temporal analysis to be conducted. The New Zealand Army's contribution to East 

Timor in 1999 was also significant in its own right as the country's largest military operation 

since the Korean War.40 The thesis therefore encompasses all the conflicts of the twentieth 

century in which New Zealand became involved, as well as a period of significant change in 

society. 

 

The third parameter was to focus on printed recruiting material. The decision to cap 

the scope of advertising material in this way was largely pragmatic. Printed recruiting 

material existed throughout the period under review, while radio, television and Internet 

advertising did not, denying the ability for comparisons to be made throughout the entire 

period. Furthermore, including radio, television and computer advertising would have 

increased the volume of material requiring analysis beyond that which could be sufficiently 

covered within the word count available. Contemporary research, however, shows that the 

themes used in recruiting material, irrespective of media type, remain largely the same, 

thereby indicating that the conclusions drawn from an analysis of printed recruiting material 

will be equally valid for other delivery modes.41 As a result, placing non-printed forms of 

recruiting material outside the scope of this study has had little influence on the validity of 

the conclusions made. 

 

Printed recruiting material is at the heart of this thesis as both a source and as the 

primary subject of analysis. Printed recruiting material shares a value inherent in many other 

types of ephemera, which stems from their being designed to be useful for a short period. As 

a result, ephemera tends to act like a time capsule and manifestation of social sentiment.42 In 

other words, ephemera provide defining images of a period they outlive, which is 

                                                
40 J. Crawford & G. Harper, Operation East Timor: The New Zealand Defence Force in East Timor 1999-2001, 
Auckland, Reed, 2001, back cover. 
41 Padilla & Laner, p.115; Brown, p.14. 
42 J.D. Prown, “The Truth of Material Culture: History or Fiction?”, in Lubar and Kingery (eds), History from 
Things, Washington, Smithsonian Books, 1995, p.1. 
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undoubtedly true of army recruiting material.43 Printed recruiting material also provides a 

novel, vivid and often dramatic snapshot of the past, not dissimilar to a photograph.44 Also, 

like a photograph, such material can present a distorted view of the past - especially when, 

why, how and by whom it was created is considered.45 This is why exhaustive lengths have 

been taken to establish the wider social context in which the material existed, as well as that 

of the army as an organisation requiring new recruits and seeking public support. 

 

In addition to a detailed reading of published texts on New Zealand's social, political 

and military history, a wide range of other primary and secondary sources was also used to 

provide context. Other primary sources consulted included memoirs and diaries written by 

individuals involved in the development of recruiting material within the army, alongside 

official documents relating to army recruiting efforts. Every effort was made to source 

information on the effect recruiting material had on its target audience and the significance of 

items in influencing an individual's decision to join the army. A wide range of secondary 

sources, many of which were contemporary with the recruiting material, were also used. 

These sources included magazines, newspapers and journals. Of particular value were the 

articles written by students at the Royal New Zealand Air Force Command and Staff College 

during the period 1965-1995. Several of these articles, published in the Commandant’s 

Papers, directly addressed challenges facing the army in terms of recruitment, not least of 

which were the negative public attitudes held towards the army during the 1970s and 1980s.46  

 

As the central focus of this thesis, it was first necessary to establish that a sufficient 

body of material was available for review. Ultimately more than 450 individual items of 

printed recruiting material were identified during the research. These items were sourced 

from the following institutions: Archives New Zealand; National Army Museum; Auckland 

War Memorial Museum; Te Papa Museum of New Zealand; Headquarters New Zealand 

Defence Force; and National Library of New Zealand. Other sources approached included: 

Returned and Services’ Association (RSA); Malaya Veterans’ Association; Vietnam 
                                                
43 C. Flood, British Posters: Advertising, Art & Activism, London, V&A Publishing, 2012, p.10. 
44 T.J. Schlereth, Artifacts and the American Past, Tennessee, American Association for the State and Local 
History, 1989, p.11. 
45 Ibid., p.43. 
46 G.T. Bowes, “What Motivates People to Join the Territorial Force Volunteers”, RNZAF Command and Staff 
College, Commandant’s Papers, Auckland, No.14, 1973; I.W. Collins, “A Review of Recruiting in New 
Zealand’s Armed Forces”, RNZAF Command and Staff College, Commandant’s Papers, Auckland, No.18, 
1977; G.E.A. Cook, “The Relationship Between The New Zealand Army and the Community”, RNZAF 
Command and Staff College, Commandant’s Papers, Auckland, No.20, 1979; J.R. McLeod, “Improving 
Professional Satisfaction of New Zealand Army Officers”, RNZAF Command and Staff College, 
Commandant’s Papers, Auckland, No.32, 1991. 
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Veterans’ Association; Korea Veterans’ Association; Army News; and the New Zealand 

Military Historical Society. Although few items of recruiting ephemera were uncovered by 

approaching veterans’ associations, the effort was nevertheless valuable. The quality of 

responses generated from articles advertising my research in the RSA Review, Army News and 

on the W3 Company RNZIR website was excellent. Responses included personal recollections 

of the recruiting process, to accounts of the challenges faced by recruiters. Some unique 

recruiting items not found in any formal institutions were also obtained in this way for which 

the author is deeply grateful. A small number of oral history interviews were also conducted 

with army personnel, including Brigadier (retired) Roger Mortlock and Lieutenant Colonel 

Richard Taylor, while other interviews were conducted via email. These interviews, though 

small in number, proved valuable in providing essential context to decisions made around 

army recruiting, including contemporary sentiment within the army not captured in official 

records. 

 

Printed recruiting material appeared in various forms; primarily as posters, pamphlets, 

leaflets, booklets, and advertisements within magazines and newspapers, with one bumper 

sticker, one box of matches and one pocket itinerary also included amongst the items 

identified. Despite the seemingly large number of items discovered, there is little doubt they 

constitute an incomplete sample, with many having been discarded or destroyed over time. 

Serendipity has played no small part in determining those items that have survived and those 

that have been lost to history. The Hope Gibbons office building fire in 1952, for example, 

likely destroyed archival documents of potential relevance to this research.47 Other events 

have likewise contributed to the loss of valuable historical sources, including the destruction 

of as much as 90 per cent of the country's War Archives during the 1930s.48 Added to these 

unfortunate events, as well as challenging the ‘military efficiency’ stereotype, the army has 

also proved somewhat haphazard in its record keeping, making the historian’s job of tracking 

down documents difficult.49 On at least one occasion, for example, Archives New Zealand 

had to remind the army of its obligations to forward copies of its recruiting material to the 

National Archive.50  

 

                                                
47 http://www.teara.govt.nz/en/photograph/41758/hope-gibbons-fire-1952. 
48 F. Walker, “ ‘Descendants of a Warrior Race’: the Maori Contingent, New Zealand Pioneer Battalion, and 
Martial Race Myth, 1914-1919”, War & Society, Vol. 31 No. 1, March, 2012, p.3. 
49 Email to author from T. Williams, "RE: Old recruiting strategy docs," 5 January 2016. 
50 Archives New Zealand, Service Recruiting: Publicity/Advertising: Publications and Pamphlets - NZ Army 
(1975-1984), Ref: ABFK W4948 7494 Box 313. 
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Where gaps have been identified in recruiting material, most notably during the South 

African War and the 1930s, every effort has been made to determine why this is the case. A 

thorough survey of primary and secondary sources has been conducted to determine whether 

the items were destroyed, lost to time, or, in some cases, never produced. In cases where it 

became clear that recruiting material was never produced, an explanation as to why has been 

provided. From an analytical perspective, particularly given the focus of this thesis on 

assessing the link between social values, recruiting themes, and the place of the army society, 

understanding why recruiting material was not produced during a given period can be as 

revealing as the content of recruiting material. During the South African War, for example, 

there was no need for formal recruiting material; the job of recruiting was largely done by a 

highly patriotic Press, selling the war to an already receptive public.  

 

With respect to analysing printed recruiting material, a mixed methodology using 

both quantitative and qualitative analysis has been used. Melissa Brown applied a similar 

approach in her analysis of the construction of gender in military recruiting material in the 

United States. In her study, Brown used content analysis to prepare quantitative information 

for analysis and an interpretive textual approach, seeking to ‘make explicit the meanings 

encoded in the published words and images’, to assist qualitative analysis.51  

 

In this thesis, individual items were categorised according to their various attributes, 

including the type of material (poster, pamphlet, advertisement, booklet, etc.); date of 

publication; as well as the thematic content within the text and images. This allowed the mass 

of material available to be codified, and for quantitative data to be established for review. 

Information derived from the quantitative analysis helped identify trends over time, as well as 

pointing to areas and periods requiring further scrutiny. An example of how this was useful to 

directing further inquiries, as well as the development of early hypotheses, was the absence 

of recruiting material during the 1920s compared to the more than 180 items produced during 

the 1970s. Another useful result from the quantitative analysis, one that validated the decision 

to include all forms of printed material, not just posters, was the 2:1 ratio of advertisements 

used compared to posters. A complete list of the quantitative data derived from recruiting 

material is contained in the Appendix. Content analysis formed the basis for the quantitative 

methodology used.  

 

                                                
51 Brown, p.12. 
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The qualitative facet of the methodology used was more interpretive. It required a 

detailed assessment of the language, imagery and symbolism used to convey respective 

themes in each item. Analysis of how images and text were used individually and 

collectively, either in single items, in specific advertising campaigns, or between recruiting 

items used over an extended period, was conducted to identify coded themes; those that were 

not explicitly articulated. Once the various themes used in the recruiting material were 

identified, analysis was conducted as to why those themes were used. Critical to this part of 

the qualitative analysis was an assessment of the social, economic and physical context in 

which the material appeared. With respect to the later context, this concerned where the item 

featured, e.g. a school career advisor's office, shop window, newspaper, magazine, etc. The 

significance of display or dissemination location stems from what it reveals in terms of the 

intended target audience, as well as what was considered socially acceptable space for 

advertising military service. An example of this is the prevalence of recruiting material in The 

Students’ Digest, indicating attempts to influence career decisions long before the decisions 

were made and that this was considered socially acceptable by most people.52  

 

When analysing recruiting material as an item of advertising designed for public 

consumption, it might be assumed that the items ‘speak for themselves.' This assumption may 

be valid for the generation who made and viewed it, but not so for the historian interpreting 

the items years after its creation.53 Herbert Butterfield wrote ‘it might take a hundred years 

for historians to regain the knowledge of the past that an intelligent newspaper reader had at 

the time’.54 Recruiting material acted within a broader world, since past, necessitating a 

reconstruction of that world in order to make a reading of the ephemera accurate.55 

Connected to the issue of context has been the need to remain conscious of one’s own biases, 

both individual and generational. As a result, every effort has been made to avoid judging the 

past by today's standards in recognition that the past is not always as we would like it to be 

and, therefore, cannot be judged by modern standards.56  

 

During this thesis it has also, at times, been necessary to make generalisations. This is 

not to diminish the experience of individuals or smaller groupings of people, but to allow 
                                                
52 Advertisements for the New Zealand Army appeared in the Digest from 1953 until it went out of publication 
in 1980. 
53 James, pp.3-4. 
54 H. Butterfield, The Whig Interpretation of History, 1965, cited in J. Vincent, An Intelligent Person’s Guide to 
History, London, Duckworth, 1996, p.9. 
55 James, p.22. 
56 J. Vincent, An Intelligent Person’s Guide to History, London, Duckworth, 1996, pp.11-12. 
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observations and conclusions to be drawn from the evidence available. Where generalisations 

have been made, they have been used alongside the adjectives some, many, or most, 

indicating the prevalence of particular social view or social group at a given point in time.   

 

Reflecting the content analysis methodology used, the chapters of this thesis have 

been structured using a thematic approach. Each chapter analyses a specific theme, with the 

larger themes broken up into two chapters. Within chapters, themes are examined 

chronologically, placing the items within their broader social and historical context, allowing 

for an analysis of the key questions of why the themes were used and how they reflected the 

army's self-perceived and projected role within society. A thematic approach has also 

allowed the analytical results of the thesis to be presented in a more coherent and digestible 

manner than would have been possible using a strictly chronological approach. A traditional 

chronological approach would have made it difficult to present a concise analysis of how and 

why respective themes were used across time, with each theme being spread across multiple 

chapters. The thematic approach has, therefore, allowed analysis of specific themes within 

respective chapters to be provided with minimal requirement to recap information contained 

in other chapters. 

 

Using the thematic approach, this thesis begins by examining the concept of 

obligation promoted in various themes within recruiting material. Appealing to themes linked 

to a sense of social obligation was one of the most significant and enduring of all concepts 

used. As a result, the concept is discussed in Chapters One and Two, exploring how themes 

such as duty, honour, loyalty, patriotism, and righteousness of the cause were used to 

encourage enlistment. The equally significant concept of the army as an opportunity is then 

explored in Chapters Three and Four. The variety of opportunity-linked themes used ranged 

from remuneration to job security; from travel and adventure to a life-less-ordinary; and from 

lifestyle to sex. The final three chapters of the thesis analyse the use of masculinity (Chapter 

Five), women in the army (Chapter Six), and ethnicity (Chapter Seven) as important 

recruiting themes. Chapter Five will explore how themes of manliness, masculinity and rites 

of passage into manhood have been used to encourage generations of young men to join the 

army. Chapter Six will then analyse a series of apparent contradictions in how women have 

been depicted, from the equals of their male counterparts to prizes for male soldiers. The final 

chapter, Chapter Seven, will then explore the representation of ethnicity in recruiting 

material, with a particular emphasis on the depiction of Māori. 
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Through the chapters outlined above, this thesis will demonstrate how printed army 

recruiting material has reflected New Zealand social values. Furthermore, the thesis will 

demonstrate the efforts the New Zealand Army took to remain relevant to the society it 

served, as well as remaining attractive to those it sought to recruit, predominantly the 

country’s young people. The thesis will also show how recruiting material has deliberately 

sought to shape public perceptions of the organisation, building a positive image of the army 

and its value to society. Ultimately, this thesis will demonstrate the close relationship 

between the army and society. It will show that, far from being a social outlier, the New 

Zealand Army has closely reflected the values of the society from which it has been drawn 

and which it has served. The thesis will also reveal how social values, while adapting to 

changing times and events, have at their core remained largely the same. Broad continuity of 

social values, rather than change, is the surprising insight resulting from this study and the 

analysis of printed recruiting material. 
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Chapter One: Obligation, part one – Heroes, duty, and empire 
 

Printed recruiting materials are cultural artefacts that reflect the social era in which they were 

used. The material reveals social values of its time by illustrating public attitudes towards 

patriotism, justice, personal character, and other important social virtues. It does this by 

virtue of its designated purpose as items of public advertising; recruiting materials seek to 

make a strong and instant connection with the viewer. To achieve this, recruiting materials 

refer to accepted cultural norms and values to demonstrate that the army, as a career and an 

organisation, reflects prevailing and familiar social values. The manner of representation, in 

both word and text, is often dramatic and surprising, particularly when reviewed in light of 

today's values. Recruiting material also provides a record of changing social values through 

both the themes employed as devices of influence, as well as by the way they are represented. 

As noted by Garth Jowett and Victoria O'Donnell in Propaganda and Persuasion, people 

respond to persuasion that promises to satisfy their wants and needs.57 New Zealand’s 

recruiting material from 1899 to 1999 has historical significance as a unique a record of such 

changing wants and needs. 

 

The next four chapters will explore how the army used recruiting material to 

encourage recruitment by depicting a particular type of values. The term values refers to 

something that people prize or esteem, which may be an objective, a reward, an ideal or a 

principle.58 These values can be broadly divided into two categories; those connected to a 

sense of social obligation and those linked to individual opportunity. Obligations refer to 

values that need no justification and are accepted as having intrinsic, if not altruistic, value. 

Examples of such values include the concepts of patriotism, honour and duty. In contrast, 

opportunity values are those justified by something else worth valuing, such as financial 

reward, overseas travel, adventure or vocational training. As will be established, recruiting 

material often includes both types of values in an attempt to be an effective persuasion tool. 

The distinction between what might be termed an obligation or an opportunity can at times be 

blurred, reflecting that not all people in society hold the same values. As a generalisation, 

however, the two terms have proven useful for the purpose of breaking the thesis down into 

meaningful sections for further analysis. 

                                                
57 G.S. Jowett and V. O’Donnell, Propaganda and Persuasion, 5th ed., California, Sage Publications, 2012, 
p.33. 
58 J. Harold, “Between Intrinsic and Extrinsic Value”, Journal of Social Philosophy, Vol. 36 No. 1, Spring, 
2005, p.85. 
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The constellation of obligation-based themes seen in recruiting material and discussed 

in the next two chapters includes patriotism, duty, honour and defending that which is ‘right’, 

including; democracy, security, freedom and the innocent. These values, and the themes that 

appeal to them, provide insight into the moral and ethical basis of both the army and wider 

society. Likewise, these themes show how the army sought to portray itself as an organisation 

and to position itself as the defender of a range of social values. 

 

South African War to pre - 1914 

 

The official announcement that war in South Africa had broken out in October 1899 

was welcome news to many New Zealanders. Such was the level of imperial patriotism, the 

majority of the country’s citizens thought only of the chance to prove their loyalty to 

Britain.59 This feeling of eager excitement to prove the nation's worth and commitment to 

empire also extended to government. Premier Richard Seddon offered a contingent of 

mounted rifles for the war two weeks before it was declared, stating in Parliament on 28 

September, 'the occasion now exists for us to prove our devotion to the Empire'.60 The sense 

of imperial patriotism and loyalty had, as John Crawford and Ian McGibbon noted in One 

Flag, One Queen, One Tongue, been 'given a fillip by the celebration of Queen Victoria's 

Diamond Jubilee in 1897'.61 War represented a welcome opportunity and outlet to express 

feelings of loyalty, faith and devotion to imperial ideals.  

 

Remarkably, the already significant level of public support for the empire grew as a 

result of the conflict. Likewise, there was an increase in the perception and standing of the 

empire’s military strength. This is in marked contrast to the situation in the United Kingdom, 

where the British Army’s reputation diminished during and after the war. The British press 

had been scathing in its assessment of their army's performance against a numerically inferior 

and relatively poorly equipped force.62 By contrast, in New Zealand the press had been 

openly supportive of the war and the performance of New Zealand troops. As a result, rather 

than shake confidence in the empire and its strength of arms, the New Zealand public's faith 
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in empire increased. The country's sense of value to the Empire also increased - a value that 

was ostensibly recognised and rewarded by the visit of the Duke and Duchess of Cornwall in 

June 1901.63 Such was the level of jingoism and support for New Zealand's involvement it 

appears no official recruiting material was produced during the war. The job of recruiting had 

instead been primarily completed by the press and patriotic societies inside the country.   

 

A simple explanation for how New Zealand as a small nation, far from the seat of 

imperial power, developed such a strong sense of loyalty, is that a large proportion of the 

population were born in Britain. Though the 1886 census revealed that for the first time over 

half of New Zealand’s population was born locally, the sense of being British endured.64 

Describing New Zealand and its ties to England, New Zealand author and British Army 

Officer John Mulgan wrote at the end of the Second World War: 

 

Close ties bound the New Zealanders to England. If the form that clothed these ties 

was sentiment and tradition, their content and reality was economic dependence and 

the fact that we were a small country with no nationality of our own … They have 

never questioned the unity that joins them to England … The kind of loyalty that New 

Zealanders possess is stupid, irrational, and, in some melancholy way, satisfying to 

the heart. It has the texture of family relationships that can be full of internal 

bitterness but united against the outside world, that can be relied upon beyond 

ordinary friendships in times of sickness and death.65  

 

As Mulgan pointed out, for all its apparent sentimentality, the emotional connection many 

New Zealanders felt towards Britain also had an underlying pragmatism in the form of 

economic dependence.   

 

In addition to its economic wellbeing, New Zealand also relied on the empire for its 

military security. New Zealand had no army of its own other than militia forces, no navy and 

only limited coastal defences. While much of the rhetoric justifying and supporting New 

Zealand's involvement in the South African War was jingoistic, it was still freely admitted 

that more practical considerations lay at the core of Premier Seddon's calculations:   
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I say it is a connection so closely interwove with our interests, so inseparably bound 

are we together, that if you take from the Empire her colonies you weaken that 

Empire. If, on the other hand, you keep together the Empire is strengthened … The 

British flag is our protection; without belonging to the Empire where would New 

Zealand be? … We should be under some other nation, perhaps treated as are the 

outlanders in the Transvaal.66 

 

With respect to which potential adversary New Zealand might require protection, Japan was 

the primary country of concern at the time. The outcome of the First Sino-Japanese War in 

Japan’s favour and the subsequent strengthening of the Japanese fleet caused Seddon 

significant concern.67 

 

Another important explanation and one of the most significant factors negating the 

need to employ official recruiting material was the inescapable presence of imperial 

propaganda. Symbols and stories of imperial achievements abounded. From the press to 

juvenile literature, from classroom to church sermon, and even to the promotion of consumer 

goods, the empire’s achievements were lauded.68 The dominant ideology of the age as 

described by John MacKenzie was 'patriotic, militaristic, and imperialistic'.69 The reign of 

Queen Victoria and the age of empire imbued many New Zealanders with a set of beliefs and 

values that became an essential part of individual and collective identity. Furthermore, among 

the many forms of imperial endeavour, including intrepid exploration, war provided the 

greatest outlet for values of patriotism, militarism and imperialism to manifest themselves 

outwardly and proudly.  

 

The press also played a central role in harnessing public support for the war. On 6 

January 1900, for example, the Evening Post reported: 

 

Canterbury Province, and the Christchurch City in particular, are to be congratulated 

upon the worthy example of patriotism they have set. The whole colony is responding 
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loyally to the call from South Africa, but the City of the Plains has taken a noble lead 

in devotion to the Imperial idea.70 

 

In addition to providing nearly daily coverage of all aspects of the South African War and 

New Zealand's contribution, the principal daily newspapers also produced special editions 

and commemorative booklets linked to the war. Examples include the Evening Post's 

coverage of the Second Contingent's departure, citing its own publication as 'The Fullest, 

Most Accurate, Most Picturesque Description published of the Farewell to Our Boys'.71 The 

following month the Otago Witness published 'Scenes in Camp and Departure for S.A.'.72 

Included in this particular advertisement were three 'Union Jack' flags and only one New 

Zealand flag, symbolically indicating that New Zealand's involvement was primarily an 

imperial endeavour, not a national one. A third example of press support for the war, again in 

the Otago Witness, covered the departure of the Fourth and Fifth Contingents, with the 

headline, 'RALLYING AROUND THE FLAG… A GREAT DEMONSTRATION. 

MAGNIFICENT PROCESSIONS'.73 It is almost certain that the flag the Otago Witness 

encouraged New Zealanders to rally around was the Union Jack - New Zealand's current flag 

was not formally instituted until the passing of the New Zealand Ensign Act, 1901. 

 
Otago Witness, 22 February 1900, p.33. 
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Otago Witness, 29 March 1900, p.22. 

 

The press coverage of official speeches during contingent departures was also 

supportive of the war. In reporting addresses given by Governor Lord Ranfurly and Premier 

Seddon, the Evening Post included indications of public endorsement using parenthesised 

depictions of audience 'cheers'. Governor Ranfurly was reported as stating that the First 

Contingent would: 

 

…do their duty nobly-(cheers)-and prove themselves no unworthy descendants of that 

dauntless Island race whose colours waved over them, and whose records were 

second to none in the history of the world. (Cheers.). The spectacle of the Mother 

Country and her colonies thus standing shoulder to shoulder must rouse feelings of 

heart-felt patriotism in British breasts, and was an object lesson of deepest 

significance to the enemies of England.74 
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Reports of Premier Seddon’s words indicated an equally 'stirring address': 

 

From the North Cape to Invercargill the people, as far as lay in their power, would 

fight for one flag, one Queen, one tongue, and for one country – Britain. (Cheers). It 

might be that the blood of some of the pride of their country now before them would 

flow, but there was consolation in the fact that they would be fighting shoulder to 

shoulder with the forces of the Imperial Army, and from that would spring up and be 

maintained a bond of union which would last for ever and ever. (Loud cheers.)75  

 

Reporting of the farewell speeches given to the First Contingent provides insight into the 

'official view', as well as evidence of unabashed press support for the war. Likewise, it would 

have stimulated recruiting, helping to make it unnecessary to produce printed recruiting 

material. 

 

Following the outbreak of war, popular committees were immediately established to 

raise funds for the war effort, organise recruitment, and prepare troops for departure.76 While 

searching South African War recruiting material, the first items uncovered related to these 

patriotic committees, and they revealed how the business of recruiting was done by the public 

and not through official means. One fundraising event programme produced for the 'South 

African War Fund' in January 1900, stands out in particular for its use of imperial symbols 

and appeal to patriotism.77  In many respects the programme foreshadowed recruiting 

material of the First World War. The cover of the programme, headed for ‘For God and 

Country’ prominently featured Queen Victoria in the centre and referred to her sixty-year 

reign as monarch (1837-1897). The programme also promoted the event as a ‘GREAT 

PATRIOTIC MEETING’. While the purpose of the meeting was to raise money for the 

widows and orphans of the war, it is easy to see how the public's patriotic fervour could 

inspire potential recruits to volunteer for the next contingent. The programme's reference to 

Victoria's Diamond Jubilee served as a reminder of the monarch's lengthy reign and 

portrayed her as a figure to whom imperial allegiance was owed.  
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South African War Fund. Great Patriotic Meeting, Drill Shed, Wellesley Street. Tuesday, 

January 9th, 1900. National Library, Reference Number: Eph-B-WAR-SA-1900-01-cover. 

 

During the course of the war, New Zealand sent ten contingents totalling more than 

6,000 troops.78 With vocal support from the public and press alike, recruiting for these 

contingents was made sufficiently easy that formal recruiting was unnecessary. Further 

evidence of the ease with which recruits were obtained was seen in the growth of the nation's 

volunteer forces during the same period. The strength of the volunteer force stood at 7,000 

men just months before the war began, increasing to a peak of more than 17,000 two years 

later in July 1901.79 For a country with a population of less than 800,000 in 1899, such a 

commitment to the war and the volunteer force, both in terms of personnel and government 

finance, was significant.80 The sense of obligation at an individual and collective level must 
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have been significant to sustain such a contribution to the war effort. The absence of 

recruiting material during the South African War also testifies to the overwhelming patriotic 

fervour of the time. It also reflected that the army’s place in society was a privileged one and 

enjoyed a level of public approval that remains unmatched to this day. The army and 

soldiering were the natural embodiment of patriotic duty, which, coupled with the job done 

by newspapers and informal public organisations to promote the war effort, made the 

production of official recruiting material unnecessary. 

 

New Zealanders felt significant pride in their contribution to the war and the fighting 

capacity of their troops. All praise afforded the troops by notable persons of empire, or 

foreign correspondents, was proudly reported in the press. A domestic audience hungry for 

external validation then greedily consumed the news.81 This validation engendered a sense of 

responsibility for New Zealand to sustain and even increase its capacity to contribute toward 

the burden of Imperial defence.82 Following the war, memorials were soon raised to honour 

those who had died during the conflict. The memorials, built by many of the same people 

involved in the patriotic societies associated with the war, were not treated as a sombre 

opportunity to mourn those lost. The memorials instead represented 'tributes to the Empire 

and outpourings of pride about New Zealand's place in that Empire'. 83 The memorials served 

as a reminder, not of war's human cost, but of its purported glory, encouraging patriotism for 

empire and romantic notions of war, particularly in young boys.84 Such praise and perfect 

faith in the empire ushered New Zealand into a period described by Roberto Rabel as 'the 

high point of peace-time militarism in New Zealand history'.85  

 

While the number of volunteers in New Zealand was reasonable, their reliability as a 

force was uncertain. Against a growing sense of New Zealand's responsibility to contribute to 

Imperial defence, it was not long before some form of compulsory military training was 

discussed. The system of voluntary recruitment, as Sir Howard Kippenberger would later 

comment, had 'not taken its chance', and was replaced after a period of fifty-two years with 
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the passing of the 1909 Defence Act.86 The 1909 Defence Act fundamentally changed the 

nature of New Zealand's defence structure and recruitment. The Act, designed to 'make Better 

Provision for the Internal Defence of New Zealand', introduced a compulsory military service 

liability on all men between the ages of eighteen and thirty.87 The system, which entered into 

force in 1911, was based on a Territorial Force structure consisting of men aged 18-25 who 

had received prior training in the cadet force. It was anticipated that by 1915 the Act would 

provide a peacetime Territorial Force establishment of 30,000 troops, and a Reserve 

establishment as large as 87,000.88 With the passing of the Act, there continued to be little 

requirement for recruiting advertisements to be produced, other than public notices outlining 

service liability.89  

  
Military Training, 10 April 1911, National Library: Eph-D-ARMY-1911-01. 
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The general public, still fervently imperialistic in their outlook, accepted the 

legislation with only limited resistance. This acceptance reflected the country's developed 

sense of responsibility following the South African War to maintain itself in military 

readiness to protect the Empire.90 Support for the Act, however, was not universal. Among 

those unhappy with the legislation were a section of educationalists who considered military 

training a danger to students’ 'moral, physical and emotional development'.91 Other members 

of the small, but vocal, anti-war group were pacifists and Quakers.92 Their concerns were 

assuaged somewhat with the passing of the Defence Amendment Act 1912, which repealed 

the earlier Act's requirement for those aged between twelve and fourteen to be trained in the 

Junior Cadets.93 Others within the educational system were less critical, with many schools at 

the time enthusiastically promoting the principles of patriotism and duty. Empire Day was 

widely celebrated amongst the country's schools and was commonly marked by flag salutes 

and patriotic speeches.94 This enthusiasm was also officially encouraged by the Education 

Department. In a circular forwarded to school committees in 1903, schools were encouraged 

to make 'suitable observance' of Empire Day and to address the children, 'reminding them of 

the privileges and duties of the citizens of the Empire'.95  

 

First World War 

 

A mixture of militarism, military preparation and continuing imperial patriotism in 

the years following the 1909 Defence Act ensured that when war came again, New Zealand 

was ready to do its duty. The public's response to news of the First World War’s outbreak 

was predominantly loyal and enthusiastic. There were, however, several minority groups that 

opposed the war, ranging from women’s organisations and pacifists, to intellectuals and some 

Māori tribes.96 As in Britain, newspapers reported with some pride the 'loud cheers' with 

which the announcement of war was met by the public.97 Also reported was the King's 

message to the Governor of New Zealand, which expressed the monarch’s pride to have 

received 'spontaneous assurances of their [the Dominions] fullest support recall to me the 
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generous self-sacrificing help given by them in the past to the Mother Country'.98 The 

Governor, Lord Liverpool, replied 'New Zealand desires me to acknowledge Your Majesty's 

gracious message, and to say that come good or ill she, in company with the dominions and 

other dependencies of the Crown, is prepared to make any sacrifice to maintain her heritage 

and her birthright'. 99  

 

In the days following the official declaration of war, the press in New Zealand 

became even more vocal in its patriotic prose, giving some insight into wider public 

sentiment. On 8 August the New Zealand Herald reported: 

 

War! There is no conception more inspiring, no condition nobler, no call that rings 

more grandly in the ears of those who are to possess the earth. For they fight for peace 

and safety, as in peace and safety they are blessed and uplifted by the heroic virtues, 

the national brotherhood, that only comes to those who know they must conquer 

together or lose for ever what is dearer than life.100  

 

Not only was war welcomed as a grand and noble endeavour by the majority of New 

Zealanders, it was also promoted as the definitive expression of patriotic commitment. The 

same article emphasised, 'We are at war, we British… the British know themselves brothers 

all the world over… from loss will come gain, from individual death will come the national 

life that is the life everlasting… To-day, the British are brothers… All that is noblest and best 

in us rises to the challenge of circumstance. We know that we are the custodians of a sacred 

trust, the guardians of the national life of the British’.101 The mixture of religious overtones in 

the article also reflected the prominent role the Christian faith played in New Zealand at the 

time. Other motives of a more opportunistic nature also existed and will be discussed in detail 

in subsequent chapters. 

 

As in the South African War, the press helped sell a war that initially sold itself - a 

phenomenon also seen in other dominions.102 The preconditions for a patriotic embrace of 

war had been set through the dominant social values of the age: imperialism, patriotism, 
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adventure, and righteous military action.103 The war was seen by many as a crusade for the 

freedom of the British Empire.104 This complex amalgam of ideals, exploited in official 

recruiting material, found their common element in war. Posters and other recruiting material 

capitalised on feelings of loyalty and prevailing war fever to recruit unprecedented numbers 

of soldiers to the armies of Britain and her dominions - including New Zealand.105 These 

products, largely produced by the British Parliamentary Recruiting Committee (PRC), were 

used widely throughout New Zealand. Furthermore, many of the posters remained unchanged 

from the originals used in Britain.  

 

While the use of PRC posters was partly pragmatic given the nature of New Zealand's 

nascent print industry, it also reflected the common visual and textual language shared across 

the empire.106 The PRC campaign addressed the viewer as 'a dutiful citizen loyal to King and 

Country through the use of simple devices such as the Union flag, the portrait of the King or 

a map of the British Isles'.107 Throughout New Zealand, men were commonly called to duty 

with the slogan 'Your Country Needs YOU'.108 Whether these calls referred to New Zealand 

or Britain as 'your country' seems to have been irrelevant at the time, with press articles and 

recruiting posters failing to differentiate between the two.109 The place and fate of New 

Zealand were seen as inseparably tied to Britain. Prime Minister William Massey summed up 

New Zealand's position and relationship with Britain in an address to the departing first 

echelon in August 1914:  

 

When the Empire calls it is for the citizens of this Dominion to respond, and when the 

Empire calls it is for the soldiers of the Dominion to obey. When you leave the shores 

of New Zealand, in probably a very few hours from now, you carry with you a very 

great responsibility, but I am sure you all realise the trust that is reposed in you. You 

go forth to uphold the honour of New Zealand and to fight for King and country in the 

greatest crisis the Empire has ever seen.110 
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That others shared the Prime Minister’s convictions and beliefs is reflected in the 

recollections of some of those who served in the war. One veteran stated, “I went for King 

and country, flag and adventure. I would do the same today”.111 

 

In addition to using text to encourage men to do their duty for King and country, 

many recruiting posters also included symbols of empire to enhance visual appeal and 

effectiveness. One such poster, titled The Empire Needs Men!, was produced by the PRC in 

1915 for distribution throughout the empire. The poster was reprinted in the New Zealand 

Herald and was soon visible on public buildings and recruiting stations throughout the 

country.112 The poster depicted a fully-grown male lion backed by four adolescent lions in a 

pride. The text accompanying the poster read, ‘The Empire Needs Men! All answer the call. 

Helped by the YOUNG LIONS The OLD LION defies his Foes. ENLIST NOW'. A list of 

the four dominions of empire was also provided, confirming the four adolescent lions as 

representing Australia, Canada, India, and New Zealand.  

 

The poster itself not only encouraged men to enlist to serve the empire; it also 

promoted the idea of imperial unity and shared community. Interestingly, the New Zealand 

Herald had already carried the imperial lion and lion cubs as a symbol of empire relating to 

the country's involvement in the First World War. On 22 August 1914, the Auckland Weekly 

News featured a cartoon titled 'THE BRITISH LION AND CUBS AROUSED'.113 While the 

poster was an official recruiting advertisement, such unofficial cartoons found in the New 

Zealand Herald fulfilled a similar recruiting function. Both used imperial imagery as a form 

of visual shorthand to communicate a complex range of ideas in the most compelling manner 

possible.114 Likewise, both helped sell the war and thereby aid in recruitment. After the war, 

the Dominions would again be depicted as young lions, eager to fight alongside the leader of 

the imperial pride; those who served in the Great War received a Certificate of Services in the 

New Zealand Expeditionary Forces, which featured the symbolic lions.115 
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Auckland Weekly News, 22 August 1914, p.4. 

 
Edward Harold Whiting’s Great War Certificate of Services in the New Zealand 

Expeditionary Forces, AWMM, Call Number: MS2012/4.116 
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One of the most familiar features of First World War recruiting material seen in New 

Zealand was the image of the Union Flag. Like the imperial lion, this symbol had the ability 

to link recruiting pleas to a set of beliefs and values held by the viewer; beliefs and values 

encouraged in New Zealand children from a young age through popular culture including the 

Boys' Own Paper.117 The Union Flag also appeared in a variety of other colonial campaigns, 

much as the lion poster had featured in the four dominions.118 The PRC poster Rally Round 

the Flag provided the most obvious example of the use of the Union Flag as a persuasive 

device in recruit advertising.119 Another PRC poster featuring the Union Flag and distributed 

in New Zealand was visible in a photo of Auckland's Queen Street recruiting station taken on 

23 April 1917.120  

 

The poster, It's Our Flag, Fight for It, Work for It, was created three years earlier in 

October 1914, which demonstrates its lasting significance to the New Zealand public.121 The 

date of the picture also reveals that voluntary recruiting was still encouraged despite the 

introduction of compulsory military service in New Zealand through the Military Service Act 

1916. According to Paul Baker, the volunteer was still preferable to the non-volunteer for the 

act of volunteering 'suggested virtues of patriotism, manliness, and initiative'.122 This may 

explain why the poster of official notice for the Enrolment of the Expeditionary Force 

Reserve continued to mention both 'duty' – now referring to legal compulsion rather than 

moral obligation – as well as continuing provisions for voluntary recruitment.123 The sense of 

obligation was keenly felt, with anecdotal evidence captured in a love letter from Fred 

Stewart to Kate Chirnside while Fred was training at Trentham Camp in February 1915: 

 

…To think that my offering my services, and if necessary my life, is going to cause 

unhappiness between us - well Katie it is hard. It makes me feel miserable because, as 

a man, I can’t refuse. I must go, and if I should not return, it will be my fate. I will 

have given my life in doing what I honestly think is my duty. The sacrifice I make is a 
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big one, for I leave my home and you, dear, which is everything that I wish to live 

for…124 

 

 
Photo: Henry Winkelmann. Sir George Grey Special Collections, Auckland Libraries; 1-

W1595, cited in S. Gibson, ‘First World War Posters at Te Papa’, Tuhinga, Number 23, 

2012. 

 

A third example of the Union Flag being used in recruiting is the poster Why Britain 

is at War.125 Unlike the earlier examples, however, this poster was not a copy of a PRC 

poster, but rather a local adaptation by the Lyttelton Times of a British poster extracted from 

The Times.126 Notably, The Times original did not include the Union Flag. The reason for 

introducing the flag into the Lyttelton Times version can only be guessed at, but it can be 

reasonably concluded that it had a dual purpose of both brightening the poster and making 

clear that Britain's reasons for war also applied to New Zealand.  

 

                                                
124 I. Stewart, The Twigs of My Tree: Stories from the Past, A Grandfather Writes for his Grandchildren, 
Auckland, Polygraphia Ltd, 2006, p.104. 
125 Poster, Why Britain is at War, Archives New Zealand, Reference: R22444093. 
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Lyttelton Times, Christchurch, 1915, 

Archives New Zealand, Item ID: R22444093. 

 

The poster, like so many of the First World War throughout Britain, the empire and 

New Zealand, implored citizens to do their duty. In this case, the call was subtle, captured in 

the justification 'To save her Good Name', which made clear the empire's honour was at 

stake. The poster then demanded the viewer to 'FIGHT - for your honour', taking what was a 

national matter of honour and personalising it down in the individual level. The poster also 

provided an illustration of other important values-based themes that often appeared in printed 

New Zealand army recruiting material during the remainder of the century: freedom, liberty 

and society at large. The poster Why Britain is at War illustrated the need to ensure the war 

was accepted as having just cause (Jus ad Bellum), however strong the level of patriotic 

sentiment. It was simply not enough to fight for King, country and empire; it was also 

important for the fight to appeal to a higher moral sense of right and wrong. 
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The Times, London, 1915, 

Imperial War Museum Poster Collection, Catalogue Number: Art.IWM PST 0948. 

 

Various atrocities were attributed to German soldiers in France and Belgium to help 

make plain the just cause for war. In the PRC poster Cold-Blooded Murder! the viewer was 

reminded of Germany's infamy over the 'Sinking of the Lusitania, with hundreds of women 

and children'.127 A list of other alleged atrocities perpetrated by Germany was then provided, 

ranging from wanton sacking of holy places to murdering thousands of innocent civilians and 

killing wounded British soldiers. The poster concluded with the statement such atrocities 

were crimes against 'God and Man', which emphasised the religious and humanitarian basis 

for claiming a just cause for fighting. At the time, 96% of New Zealand’s population self-

identified as Christian, many of whom being devout practicing Christians, making references 

to crimes against God a powerful message.128 The war, to repeat a phrase from the locally 
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produced recruiting leaflet A Manifesto by the Recruiting Board to the People of New 

Zealand, was a fight to 'save Civilization'.129  

 

The Recruiting Board Manifesto, released in 1916, claimed that 'keeping the Bosches 

out of English territory [would] save civilization… [and] the Empire'. Volunteering for the 

fight was also claimed to be a 'privilege' and a 'duty' that if 'deferred or neglected may cause 

… life-long tribulation and anguish of mind'. The idea that duty postponed or ignored might 

cause distress or anxiety represented a last-ditch effort on the part of the Recruiting Board to 

save New Zealand's system of voluntary recruitment, a motive made clear in the Manifesto 

with the statement 'The Call is still for Volunteers'. In December 1915, Prime Minister 

William Massey had announced a new recruiting scheme to begin in February 1916. The 

scheme sought to appeal to men's consciences and ensure they realised 'beyond all doubt that 

'the call' had finally come'.130  

 

The move to conscription in New Zealand had been debated at length with strong 

arguments for and against. One of the primary concerns for those who opposed conscription 

was the fear it would insinuate New Zealanders were less patriotic than other citizens of 

empire.131 Concern that New Zealanders might be seen as less patriotic was palpable in the 

press, with numerous cartoons and opinion pieces seeking to shame men into enlisting. One 

such example in the Observer opined that 'The decent, smart, brainy young men who go to 

Gallipoli die in Gallipoli for these drones, and the parasites are to be left to propagate 

parasites and hangers on'.132 In some cases, white feathers signifying cowardice were 

distributed to men who had not enlisted. Contemporary stories of the time also suggest young 

men could not enter a train in some places without being insulted for not being at war or in 

military service.133 

 

The actions of some moralists and patriotic groups led former Prime Minister Joseph 

Ward, as a member of the Recruiting Board, to state that no person had the right to send a 

white feather. The government, however, bore at least some responsibility for creating such a 
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powerful sense of ill feeling towards men not in military service.134 As early as February 

1915, when 'little or no difficulty was experienced in providing recruits', the government had 

begun to use shame as a recruiting theme.135 For example, an official full-page advertisement 

for New Zealand Expeditionary Force Reinforcements published in the Evening Post, stated, 

'Don't feel for the rest of your life you shirked your duty when your Empire's existence 

depended on your help'.136 Moral suasion and shame was not a tool used solely by private 

individuals or groups with an over-developed sense of patriotism; it was also employed by a 

government keen to pull as many emotional levers as it could to achieve its ends. It was also 

somewhat hypocritical of the government to condemn patriotic groups for being overzealous 

in their condemnation of men who had not joined up, given that local Defence Offices relied 

on many of those same volunteers, local bodies and Patriotic Societies as ‘feeders’.137 In his 

report on the New Zealand Expeditionary Force's recruiting efforts, Captain Cosgrove (as 

Director of Recruiting), wrote 'In the principal centres, however, where large and influential 

committees were set up, they practically did all the work of recruiting except that of calling 

up the men for the purpose of proceeding to Camp'.138 

 

                                                
134 Ibid. 
135 Captain Cosgrove, Director of Recruiting, New Zealand Military Forces, New Zealand Expeditionary Force 
1914 – 1918; Recruiting 1916-1918; Report by the Director of Recruiting, New Zealand Military Forces, 
D.R./47/D.C., Wellington, 31st March, 1919, Defence Library, HQNZDF, p.1. 
136 Evening Post, 15 February 1915, p.10. 
137 Captain Cosgrove, Director of Recruiting, New Zealand Military Forces, New Zealand Expeditionary Force 
1914 – 1918; Recruiting 1916-1918; Report by the Director of Recruiting, New Zealand Military Forces, 
D.R./47/D.C., Wellington, 31st March, 1919, Defence Library, HQNZDF, p.2. 
138 Ibid. 



   

 42 

 
Evening Post, 15 February 1915, p.10. 

 

The focus on recruiting diminished with the introduction of compulsory service, 

though men could still volunteer and most did. As the war's end drew near in early November 

1918, attention shifted to honouring the sacrifice of the country's soldiers as well as their 

performance. In Prime Minister William Massey’s eyes, the soldiers’ deeds were heroic, 

gallant, and 'equal to the best of the fighting men of the British stock of which history gives 

us record'.139 That same month, he added, 'what country had done its part and performed its 

share better than this Dominion? The soldiers of no part of the Empire have excelled those of 

New Zealand'.140 New Zealand’s soldiers had done the country proud, much as the Prime 

Minister had expected and predicted in his address to the First Echelon more than four years 

earlier. New Zealand’s troops had departed for war as citizens of empire with a great 
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responsibility and they had not been found wanting. The nation’s honour had been upheld 

and the legacy of the ‘Anzacs’ would provide a new chapter in popular culture and the 

nation’s collective memory. That legacy would become the ‘legend of Anzac’, a story of 

dutiful, brave, honourable and patriotic soldiers.  

 

Between World Wars 

 

To cement this legend as accepted wisdom, it was necessary for the country to be 

selective in its remembering. There was no place, for example, to remember that Australasian 

troops - including New Zealanders - had a high venereal disease rates.141 Nor would there be 

room to consider how many New Zealand troops volunteered out of fear of being ‘despised 

for not answering the plain call to duty’.142 The myth to keep alive was a simple one of 

'outstanding heroism and courage' where the achievements of New Zealanders in battle were 

promoted as the 'essence of nationhood'.143 As one New Zealand historian has noted, 

‘Developing … a romantic view of war has been a tendency for ex-soldiers to protect the 

image of their achievements. As time passed, the triumphs were magnified and the failures all 

but forgotten’.144 The soldier, and soldiering, was represented as the embodiment of 

patriotism and duty; a powerful message that would be drawn upon in subsequent recruiting 

campaigns.  

 

The promotion of New Zealand's soldiers as virtuous and patriotic was insufficient to 

convince the population of the need for compulsory military training after the war. The 

Minister of Defence met resistance when he moved to amend the Defence Act, substituting 

weekly parades and an annual camp for a four-month period of continuous training. In a 

booklet titled The Dark Shadow of Militarism Hangs Over the Dominion, produced by ‘The 

Worker Print’145, the proposed amendment was strongly opposed in a style that acted as a 

form of counter-recruitment activity. For a start, the pamphlet cited the British Premier's 

statement following the war that 'it was the existence of conscript armies on the continent that 

inevitably rushed the world into war…’ It then argued, using distinctly socialist lexicon, that 
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militarism was the 'handmaid of IMPERIALISTIC VENTURE AND CAPITALISTIC 

EXPLOITATION'. Ironically, for one Second World War veteran, it was the rise of 

militarism in Europe between the wars that subsequently left him, in his own words, with “no 

option … but to enlist”.146  

 

The pamphlet further stated, less vociferously and with somewhat greater reasoning, 

that a standing force of soldiers justified on the grounds of defending New Zealand was 

unnecessary; 'we have come through our history with practically no defence worth 

mentioning, and it should be less necessary now than ever when the League of Nations, 

which is assured, proposes the reduction of armaments'. The pamphlet then added, 'Besides, 

we were told emphatically that this war WAS TO END WAR!' The pamphlet also raised 

concerns that military training captured the youth of New Zealand, moulding their character 

towards militarism. No doubt ‘The Worker Print’ would have welcomed the lapsing of the 

country's Junior Cadet scheme around the same time they published their pamphlet.147 Not all 

viewed the Cadet Scheme as militaristic, with Colonel Sleeman explaining in 1919 that the 

education of young boys might have been militaristic, though citizenship and not militarism 

was the ‘real aim of the new Cadet Force.’148 For the large part, the concerns of the 

pamphlet’s authors turned out to be unnecessary, as prevailing economic circumstances 

would soon force the government to significantly reduce military spending.  

 

Despite the domestically lauded performance of New Zealand's troops during the First 

World War, the standing of the army within society failed to reach the high position it held 

following the South African War. While still valued as an institution, other social and 

economic pressures would overshadow the social standing of the army. Furthermore, between 

the two world wars, the near universal support for the army, and for war as an expression of 

patriotic imperialism, was increasingly called into question. For the army and wider New 

Zealand society, the 1920s and 1930s would prove to be a challenging period. Referring to 

this time, Major-General Sir Howard Kippenberger wrote: 
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1930-38 was probably the most discouraging the New Zealand Army has survived. 

Those who soldiered on, Regular and Territorial, knew that they had no support or 

sympathy from the Government or the great majority of the public.149 

 

The Army itself went through a period of retrenchment during the 1920s and 1930s as 

government funds were allocated elsewhere. In 1923, the size of the army was reduced by 

nearly thirty percent, with the number of mounted rifles regiments decreased from twelve to 

nine and infantry battalions from seventeen to twelve.150 The size and efficiency of the army 

were further damaged by the economic crisis of 1929. In October 1930, compulsory training 

for the Territorial Force was suspended and the force reduced further to just three mounted 

regiments and six infantry battalions - less than a third of the force’s pre-1923 strength.151 

Worse, however, was to come. On 31 March 1931, the army's already small Permanent Force 

was reduced by a total of 136 officers and men due to financial constraints brought about by 

the halving of defence spending. The Permanent Force was left with fewer than 250 full-time 

personnel. The Territorial Force was similarly affected by the decline in defence spending, 

with its establishment reduced from 16,990 to 3,655. On the same day, the Territorial Force 

also became a voluntary organisation.152 To quote New Zealand military historian Glyn 

Harper, it was a period in which ‘New Zealand’s defence forces all but went out of 

existence’.153 It should be noted that the army was not the only part of the public sector to 

suffer the impact of the economic depression. The Government also cut civil service salaries 

by 10 per cent and empowered the Arbitration Court to amend any wage if economic 

circumstances called for it, which resulted in a 10 per cent cut to all wages.154  

 

The groups that continued to champion the idea of empire, its associated ideologies 

and patriotism, included the Royal New Zealand Plunket Society, the Young Women's 

Christian Association and the Women's Division of Federated Farmers.155 Schools, an 

important agent of influence in the development of social ideals, also continued to promote 

these values. School Cadets remained a significant feature of school life; the empire's military 
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successes were recounted in class; the national flag was saluted weekly - a compulsory 

activity for public schools after 1921 - and the national anthem, 'God Save the King', was 

sung.156 The textbook The Story of the British Nation was also reprinted several times during 

the 1920s with 80 out of 137 pages dealing with war and its results. War, patriotism, duty, 

honour and empire represented important building blocks in a child's education.157 

 

Children were also taught the importance of Anzac Day, with essay competitions held 

on the subject and 'innumerable addresses at school assembles'.158 Monuments to the 

country's fallen soldiers were also built at the entrances to many schools or within their 

grounds. The purpose of these monuments was not merely commemorative. They were also 

intended to have an educational effect on students.159 They promoted military heroism, 

service in the name of empire and country, and taught future generations that soldiers, 

particularly war veterans, held a special social status. The archway built at the entrance of 

Otago Boys High in Dunedin provides an example of the educational agenda of many 

memorials, with the phrase 'Dulce et Decorum Est Pro Patria Mori' - It is sweet and glorious 

to die for one's country - chiselled into the archway under which students pass daily. The 

same phrase was made infamous by Wilfred Owen’s poem Dulce et Decorum Est, referring 

to the stark contrast between the phrase’s educational message and the reality of war.160 At 

Auckland’s King’s College, the foundation stone for the memorial chapel, laid in 1922, was 

inscribed ‘To the glory of God and in memory of the Old Boys who gave their lives in the 

Great War, 1914-1918’.161 King’s, like many of its contemporaries, promoted the ‘Spartan 

virtues of hardihood, patriotism, military training and corporate spirit’ to mould boys into 

men.162 

 

While the patriotism, imperialism and arguable militarism of the country continued to 

be widely promoted as essential social values, resistance to the status quo was growing. 

Efforts to educate students through the use of memorials for example, was by no means 

universally endorsed. Dan Sullivan, a Labour councillor in 1920, said 'he did not stand for the 

promotion of the spirit of war, or for instilling into the minds of young New Zealanders 
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imperialistic designs, or thoughts of that kind'.163 Sullivan was not alone, with an increasing 

number of New Zealanders believing in pacifism and anti-militarism.164  

 

Rejection of war and the promotion of peace, however, were not necessarily seen as 

diametrically opposed to nationalism or the positive virtues war could engender. Sullivan for 

example, did approve of memorials to fallen soldiers for the characteristics of courage and 

self-sacrifice they had shown.165 Likewise the Rector of Waitaki Boys High School, Frank 

Milner, an individual known for his 'fervent nationalism and patriotism' deplored war.166 

Speaking to a group of Rotarians in Boston in 1933, Milner stated: 

 

Now, many of you are fathers. You have your children who carry on for you, even in 

this life, some form of immortality. Their mothers went down to the portals of death 

to give them life. You encompassed them with love and tender nurture. You have 

fondly imagined lives of honour and usefulness for them. But again breaks in this 

ruthless cycle of armaments, of fears, and national hatreds, and shatters your dream, 

and what do you see? Behold I show you the ‘nobility’ of warfare, for warfare is not 

noble, though it gives rise at times to noble virtues…167 

 

Both Sullivan and Milner's views were illustrative of the difficulty many had in condemning 

war fully. While neither wanted to see war promoted, they nevertheless found it could give 

rise to honourable virtues. In this way, whether militarist or anti-militarist, in favour of 

compulsory full-time training or against, war service was seen as an opportunity to exhibit 

esteemed social values.  

 

Jim Henderson, in his cathartic and often poignant autobiography Gunner Inglorious, 

condemned war more fully. He also noted the gap between the popular notion of war as 

promoted in schools and the reality of war:  
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If I should die, think only this of me …’ …That’s a twice-told tale. We’ve heard that 

one before. A corner of a foreign field? Or give me a home where the buffalo roam? 

A richer dust concealed? Oh yeah? Cold comfort in this unflowering wilderness. We 

learned all this at school and it’s false, empty…168 

 

Henderson also made specific mention of patriotic posters and the deliberate 

misrepresentation of war’s reality: 

 

As he came nearer I could see he was heading for the iron stool at the foot of my bed. 

He didn’t look at all like the wounded heroes you see on patriotic posters. No. He was 

only a little man, about five foot two, with long black hair. But the hair couldn’t grow 

above his left ear. That was bare. There was a huge dent there. You could have buried 

half your fist in it. It was an angry red now, through his exertions, and you could see 

the thin skin pulsating and throbbing. This unsightly wound had paralysed his right 

arm and leg. Triandifilos Lagos couldn’t speak, either. His tongue, too, had been 

paralysed. … This is the sort of exhibit which should be put in war museums. Not 

cannon and helmets and maps and shells and pictures and inhuman data concerning 

‘personnel’. Not the means but the ends of war. A little Greek soldier. Paralysed and 

dumb.169 

 

The 1920s and 1930s saw little need for recruitment to take place because of a 

combination of factors: the small nature of the Permanent Force; the eventual reduction in the 

size of both the compulsory Territorial and voluntary Permanent Forces; and the suspension 

of compulsory service in the territorials. The one item found for the period between the wars 

(not directly related to the Second World War), quoted the League of Nations Union: 'the 

existence and maintenance of an efficient Territorial Army is in no wise incompatible with 

the aims of the League of Nations'.170 The booklet went on to state that 'If you are an ordinary 

citizen, peaceful minded, anxious that this country should not go to war - yet prepared to 

fight to the death for the priceless heritage of freedom, you will find in our Territorial Force 

just that type of force which suits the British Commonwealth and the League of Nations'. 

Reference to the League of Nations and principles of freedom and peace, not only reflected 
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prevailing social concerns of the time, but also foreshadowed changing perspectives on New 

Zealand's defence - namely ties to a powerful security guarantor and the presence of an 

international organisation for the peaceful settlement of disputes.  

 

 
The Defence of New Zealand, circa 1935-37, Alexander Turnbull Library, Reference: 355 P. 

 

Another notable exception to the apparent suspension of recruiting occurred in 1922 

with the 'Chanak Crisis'. The crisis arose after the Turks were victorious against Greece, 

allowing them to advance towards the neutral zone guarding the Dardanelles. The British 

Government asked whether the Dominions would contribute to any forces raised in response 

to the crisis; on behalf of New Zealand Prime Minister William Massey answered in the 

affirmative.171 New Zealand’s Cabinet reportedly made its decision in three minutes.172  

 

The 'Call to Men' was proudly reported in the press, as was the 'rush of men anxious 

to enrol in the Expeditionary Force' on the first day.173 More than 1100 volunteers signed up 
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to serve on that first day, a greater number than in any single day for the First World War.174 

That first day was, according to the New Zealand Herald, 'A PROUD DAY' that 'should thrill 

the most lethargic mind and stir the slowest imagination’ for ‘No appeal had been issued'.175 

The paper went on to opine that the 'patriotic exaltation and spirit of service which possesses 

the country' was worthy of the 'spirit of 1914 and of Anzac' and a continuation of the 'path of 

nationhood' on which the country had embarked in 1914. During the next four days over 

12,000 officers, soldiers and nurses volunteered for the proposed expeditionary force.176 The 

crisis on the peninsula abated, however, and the expeditionary force was never raised.  

 

Patriotism continued to be nurtured in the nation's youth and in society as a whole 

during the years between world wars. It would be difficult to argue, however, that it had 

increased as a result of the First World War in the same way it had following the South 

African War. The Chanak Crisis, taken as a litmus test of patriotism, indicates both men and 

women members of the public remained eager to do their patriotic duty. Yet supporting the 

call to duty when a crisis arose was different from supporting militarism or the army as an 

institution. As discussed earlier, service in war could be seen as virtuous when there was a 

war to be fought, even by those who were fundamentally opposed to war itself. It is also 

possible the reported public response to the crisis reflected a vocal minority, where those 

most eager to serve were highly visible, while others remained quietly apprehensive of 

another conflict draining New Zealand of its young men.  

 

As war approached in the late 1930s, New Zealand’s land forces were in a poor state 

of readiness. In 1938, as war seemed increasingly likely, four Territorial Force Colonels, in 

what came to be known as the 'Colonels’ Revolt', publicly declared their trepidation 

regarding the state of the army.177 The Colonels frankly listed the facts as they saw them 

while also noting the 'very poor measure of support accorded to the forces by the public'.178 

The perceived lack of public support likely stemmed from the recent economic hardship 

experienced in the country along with the expense of maintaining military forces. Despite the 

formation of a Territorial Special Reserve in 1937, further expansion of the national military 

reserve did not take place until after the Colonels’ Revolt. Despite the accuracy of their 

claims, and the subsequent action taken by the Government to rectify shortfalls, the four 
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Colonels were posted from the Active List to the Reserve List less than a month after their 

public declaration.179  

 

The Colonels were not, however, the only group concerned with improving the state 

of the nation's defence forces. Nor was the public entirely unsympathetic towards matters of 

defence. The New Zealand Territorial Association and the New Zealand Defence League 

both sought to increase the profile of defence issues. The stated aim of the Territorial 

Association was to create a healthy public opinion on matters of defence and to develop in 

men a sense of duty.180 The association was patriotic, as well as imperialistic, with New 

Zealand’s Governor-General, Viscount Galway, as their patron. Having the Governor-

General as patron is testament to the standing of the organisation. Similarly, the standing of 

the Defence League within New Zealand is evidenced by the Minister of Defence citing the 

letter of congratulation he received from the League's Wellington branch for 'pushing forward 

the strengthening of the land forces of the Dominion'.181 As Major General John Duigan, then 

General Officer Commanding New Zealand Military Forces, reported to Parliament in 1937 

'success in the voluntary system of defence depends largely on the [support] and 

encouragement it receives from the Government, the employers and the General public. 

Without this support it can never reach a high standard of efficiency, and unless this standard 

is attained, uneconomic expenditure is involved'.182 

 

Second World War 

 

After nearly two decades of relative inactivity, army recruiting was revived in 1939 

when the threat of war turned from possibility to probability. New Zealand’s response to the 

threat of war in Europe had been sluggish before April 1939, but once started, its recruitment 

began in earnest. The flourish of recruiting activity that began in May 1939 continued until 

conscription was introduced in July 1940 under the National Service Emergency Regulations 

of that year. That New Zealand left its war preparation recruiting as late as April 1939 is 

partially explained by the prevailing belief the country was protected from military threat by 

British defence strategy that held Singapore as a keystone of Imperial Defence. New Zealand 
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also had a Labour government at the time, with trade unions having traditionally acted as 

centres of resistance to militarism. Furthermore, Britain declared that no security concerns in 

the Mediterranean would deter her from despatching a fleet to the East, and so there was little 

apparent urgency for New Zealand.183 It was not until the Pacific Defence Conference, held 

in Wellington during April 1939 that the 'tenuous state' of Britain's promise of security was 

exposed.184 The timing of the conference, and the late exposure of Britain’s fragile promise, 

both help explain New Zealand’s slow start and the surge of activity from May 1939. The 

Government ultimately agreed to increase the establishment of the Territorial Force from 

6,000 to 15,000.185 In early-June, the Council of Defence established a recruiting committee 

to publicise the campaign, followed later that month by the full-page advertisement featuring 

Prime Minister Savage (see page 56).186 

 

 
Auckland Star, 26 April 1939, p.7. 
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The flurry of recruiting material produced during the period April 1939 to July 1940 

provides a fascinating insight into how social values promoted during times of peace become 

the emotional levers of wartime recruiting. The first official recruiting item to be published 

following the Pacific Defence Conference was a full-page newspaper advertisement stating 

'Civil Defence is the business of the citizen! Rally to the Call'.187 The advertisement 

borrowed its headline from a poster campaign, already begun in London, described as being 

'reminiscent of the days of the Great War'.188 The Mayor of Auckland used the advertisement 

and 'call' to start the process of bringing the Territorial Forces in Auckland up to peacetime 

establishment. The reference to citizenship was a reminder of the unwritten, but well 

understood, social obligation to fight for the state in times of war. Notably, it was not just the 

Mayor in his capacity as a member of the establishment that was calling for men to join. The 

Federation of Labour189 backed the Mayor's campaign, despite having a historical hatred of 

war. Federation president, Mr F.C. Young, backed recruiting efforts out of 'a feeling of 

responsibility in the defence of the Dominion'.190 A sense of responsibility nurtured in the 

country’s citizens from school textbook to church sermon to Anzac Day speech, had ensured 

that even those opposed to the establishment would back that same establishment in the cause 

of defending New Zealand. 

 
In Defence of Democracy, Labour Party & Federation of Labour, Standard Press, Wellington, 

1939, Alexander Turnbull Library, Call Number: P Box 355.22362 NZ.LAB 1939. 
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In one of the first recruiting items to emerge after the Pacific Defence Conference, the 

Federation of Labour went even further in a 'joint appeal' with the Labour Party, issuing a 

leaflet titled In Defence of Democracy.191 Though strictly not an official example of 

recruiting ephemera printed by, or for, the army, as the ruling party of the day, the Labour 

Party’s role as co-producer made it at least semi-official. The leaflet was addressed to 'all 

trade unionists and members of the New Zealand Labour Party' and contained a clear 

message: 

 

National security can only be assured by personal service. It is not sufficient to 

believe in democracy or to be opposed to dictatorship, aggression and domination. 

The workers of New Zealand must prove their devotion to the principles of freedom, 

liberty and equality in a practical way, and this they can best do by joining the 

defence force of this country.192 

 

Jointly, the Federation of Labour made it clear that their policy remained opposed to 

conscription, but nevertheless implored their members to make New Zealand 'Safe for New 

Zealanders by New Zealanders'. Furthermore, it was their hope that all trade union and party 

members between the age of twenty and fifty-five would volunteer for the defence forces. 

The justification for such a heavy commitment was that the living conditions of New 

Zealanders were the 'envy of other nations' and, therefore, worth defending as a 'beacon 

light'.193 Finally, the leaflet resorted to an appeal to conscience:  

 

There may be some people who are prepared to give lip service to the ideals, aims and 

objective of the Labour Movement, but refuse to take their part in the defence of the 

country which we can say without fear of contradiction is leading the world in putting 

into operation the ideals of human justice and international peace. If there are such 

people in New Zealand, they either do not understand Labour's objective or are false 

to the best interests of the Labour Movement.194  

 

                                                
191 Leaflet, In Defence of Democracy, Labour Party & Federation of Labour, Standard Press, Wellington, 1939, 
Alexander Turnbull Library, Call Number: P Box 355.22362 NZ.LAB 1939. 
192 Ibid. 
193 Ibid. 
194 Ibid. 



   

 55 

New Zealand’s United government passed the Unemployment Act in 1930 and in 

1938 the First Labour government passed the Social Security Act. Prime Minister Michael 

Joseph Savage described the second of these Acts as providing 'cradle to the grave' 

security.195 The Acts represented an unequalled level of social security and it was, according 

to the country's labour movement, worth defending. Interestingly, and possibly reflective of 

the movement's socialist leanings, there was no reference to empire, Britain, or 'Mother 

Country' in their leaflet. Service to country was just that, service to New Zealand as an 

independent state, for its people by its people.  

 

On 5 September 1939, Prime Minister Savage announced that New Zealand was at 

war with Germany. Given the previous stances of the Labour Party and the Federation of 

Labour, the Prime Minister’s choice of words represented a distinct departure from recent 

messaging about military service. No longer was service to be justified on the grounds of 

protecting New Zealand, or its social and economic well-being. Instead, Savage announced: 

 

I am satisfied that nowhere will the issue be more clearly understood than in New 

Zealand - where, for almost a century, behind the sure shield of Britain, we have 

enjoyed and cherished freedom and self-government. Both with gratitude for the past, 

and with confidence in the future we range ourselves without fear beside Britain. 

Where she goes, we go, where she stands, we stand.196  

 

This arguable turn-around in the justification for service from one of civil defence and 

defending New Zealand to one of imperial loyalty, speaks to the latent potential that popular 

culture has as a means of influence to encourage recruitment in times of war. Manipulation of 

popular culture helped to construct the citizen within an imagined community worth fighting 

for.197 This can be seen through the continued use of obligation-based themes in recruiting 

material, where the themes and messages contained speak to established beliefs and social 

values as a means of persuasion. 
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Auckland Star, 29 June 1938, p.5. 

 

Despite Prime Minister Savage’s apparent reframing of the situation, the majority of 

official recruiting material, both before and after the outbreak of war, appealed to values of 

democracy and to country rather than empire. In June 1939, an advertisement bearing 

Savage’s kindly face appeared in newspapers across the country. The Prime Minister's 

message was advertised as a vital one ‘to every New Zealander' and the appeal was personal: 

'I APPEAL to every patriotic New Zealander to do his duty towards the defence of the 

Nation… If you are a loyal Citizen, peaceful minded, anxious that this country should not go 

to War - yet prepared to defend a precious heritage, the best service you can render the cause 

of peace in these shores is by service in the Territorial Force or enrolment in the National 

Military Reserve'.198 In comparison to recruiting from the First World War, the lack of 

references to Britain, empire or commonwealth was conspicuous. It was also effective for 

some members of the target audience, with one veteran recounting; ‘…really the only reason 

I joined up was a patriotic one’.199 
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Evening Post, 30 August 1939, p.15. 

 

Another pre-war newspaper advertisement titled An Important Message to all Ex-

Territorials similarly contained no reference to empire, commonwealth or king.200 Instead, it 

called on readers to 'Be Proud to Serve Your Country'. The imagery used in the advertisement 

was also noteworthy, containing a soldier wearing a lemon-squeezer hat – a symbol 

associated with New Zealand's Anzac soldiers – rather than the symbols of empire common 

in the previous era of mass recruiting. The apparent reluctance of official recruiting material 

to use symbols of empire, such as the Union Jack for example, reflected the ruling Labour 

Party's ideological hostility towards war, conscription, empire and monarchy, as well as 

lingering ill feeling towards the cost of the First World War. To invoke the image of empire 

when that image was so closely associated with the carnage of the First World War would 

have been counter-productive to recruiting. It has also been suggested that because so many 

First World War posters used 'strongly sentimental, romantic or bellicose images', the public 
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now preferred posters that provided information; appeals to reason to justify volunteering, 

rather than emotive and often inaccurate propaganda.201 

 

Recruiting material from the First World War had largely promoted the conflict as an 

imperial fight, but it was also a fight that cost the country dearly in human and financial 

terms. Furthermore, there was discontent with respect to how the government had treated 

many First World War veterans after the war. In a February 1939 letter to the Editor of the 

Evening Post on the subject of 'Why Young Men Hang Back', one returned soldier wrote:  

 

We risked our lives in the Great War, and those of us who returned were promised 

that this country should be "A land made fit for heroes to live in." What did we get? 

On every hand we were told that returned soldiers could not be employed "owing to 

war injuries".202  

 

He went on to add that 'Should another war break out I can guarantee that my son… will be 

one of the first to enlist, but I sincerely trust that when he returns (if he should) then he will 

receive better treatment than present-day returned men have received'. 203 The experience of 

First World War servicemen and their families had not been a good one. In addition to the 

often-damaging physical and psychological effects of the war, they had lived through an 

influenza epidemic, the Great Depression and general hardship. Many had learned not only of 

war’s cost, but also the absence of a fair return on their investment.  

 

The government was conscious of such sentiments amongst the public and the issue 

of veterans and their treatment was directly tackled in contemporary recruiting material for 

the new conflict. In one advertisement from early 1940, Prime Minister Savage is quoted 

saying: 

 

To those who enlist I have only one pledge to make, that is, that they will not return to 

this land to take part in an unseemly struggle for the right to live. It will be the duty of 

the Government to safeguard them against that and it will be my duty as Prime 

Minister to take the initiative in this matter.204  
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To add sincerity to the promise, the statement was accompanied by the Prime Minister's 

signature. How much stock was put in his promise, however, is difficult to judge. Though a 

largely popular figure in New Zealand politics, his ill health was widely known, though the 

severity of his illness was largely concealed. As a consequence, some may have considered it 

unlikely Savage would be in a position to deliver on any promises made. In the end, Savage 

died before the end of the same month the advertisement was published. Ultimately, 

government attempts to address the concerns of First World War veterans were unsuccessful. 

In the lead up to the Korean War (1950–53) Second World War veterans voiced many of the 

same complaints and concerns of the previous generation regarding their post-war treatment 

by the government.205 Ex-servicemen, including those of the much-vaunted First and Second 

World Wars, clearly felt their commitment and sacrifice during war was inadequately 

compensated post-war. An explanation for this can be found in the shift in need between war 

and peace, moving from the government needing soldiers to soldiers needing the government. 

With that shift in need also occurs a shift in power. Combined, these changes make veterans 

less valuable to the government than they had been in war and therefore arguably less valued. 

The result: a not unfounded sense amongst veterans of being cast off by government. 

 

Once New Zealand's involvement in the war was formally announced, references to 

Britain and Empire crept in to recruiting material, albeit in a muted way compared to the First 

World War. One advertisement headed Your Pal is in the first Echelon DO YOUR SHARE! 

for example, quoted Lord Kitchener's First World War appeal to the reader’s conscience that 

they should not shirk their duty to country.206 In another, again featuring the Prime Minister's 

face, the Prime Minister’s message was stated as being "Unless Britain and her Allies Win 

All is Lost".207 His call to the 'young men of this country to offer themselves, in their 

thousands, now, for military service' emphasised the link between the nation's future security 

and the fate of Britain.  As noted by Roberto Rabel, 'war was not simply an instinctive 

manifestation of imperial loyalty, but reflected a sober appreciation of national interests. As 

in 1914, there was acute awareness that the country's economic, political and security ties to 

the United Kingdom meant that a British defeat would have been disastrous for New 

Zealand'.208 Despite a reference to Britain, the advertisement did not include any imperial 
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symbols, which had been common during the First World War. In the place of imperial 

symbols were two distinctly New Zealand icons: Prime Minister Savage and a soldier 

wearing a lemon-squeezer. The advertisement finished with the line 'your country needs you'. 

Unlike earlier First World War references to country, however, the symbols used in the 

advertisement left the viewer in no doubt the country referred to was New Zealand and not 

Britain. 

 

Another newspaper advertisement, published shortly before compulsion was 

introduced, implored readers to not 'Sit [and] Doing Nothing', but to 'Come and Help! New 

Zealand and the Empire are menaced as never before'.209 The advertisement went on to claim 

'The very existence of the British Commonwealth of free peoples depends upon victory… the 

forces of evil… are threatening Democracy and Freedom'. Reference to the British 

Commonwealth of free peoples was distinct from that of Empire and reflected the tendency 

of Labour MPs to talk of the ‘Commonwealth’ rather than ‘Empire’. In 1931 the Statute of 

Westminster had provided for the near full legislative independence of the Dominions and 

equality of status with the United Kingdom. New Zealand did not, however, formally adopt 

the Statute until 1947 with the Statute of Westminster Adoption Act. 

 

The only British symbol to appear in a recruiting appeal came from Adam Hamilton, 

then leader of the Opposition in parliament, in a newspaper advertisement. The advert, titled 

Now is the time for Service, pictured Mr Hamilton and two flags; the New Zealand flag and a 

largely obscured Union Flag behind it.210 The image of the two flags, so represented, clearly 

put New Zealand at the forefront of the issue at hand, with Britain as a secondary concern. 

This message was further expressed in the text of the advertisement when it talked of the 

'high and sacred cause' to 'fight for our independence and our very existence… We fight for 

human justice against brute force'. Nowhere did the advertisement refer to Britain, the 

Empire, or Commonwealth. An indication that Hamilton’s message may have resonated with 

New Zealand soldiers is reflected in Jim Henderson’s book Gunner Inglorious when he 

wrote; ‘Looks like Freedom and Democracy going west with a bang now’, when New 

Zealand troops had their front lines turned.211 His remark indicates the message that the 

soldiers well understood that democracy was what they fought for, as opposed to ‘King and 

Country’, as was the case during the First World War. 
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James Belich has argued that the Second World War battlefield, like that of a rugby 

field, was an ‘acid test’ of Better Britishness.212 Belich further argued that ‘New Zealand 

made its own decision for war, but the decision was determined by New Zealand’s belief that 

it was British. This was not an act of cringing colonialism, but it was not an act of 

independent nationhood either’.213 This argument, though supported by Savage’s words 

declaring New Zealand’s entry to the war, is not supported by the content of found in 

recruiting material. New Zealand’s Second World War recruiting material, both prior to and 

after the outbreak of war, was strongly New Zealand-centric. 

 

  
Evening Post, 4 March 1940, p.5. 
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New Zealand Herald, 16 April 1940, p.11. 

 

The most dramatic item of recruiting material used during the war, and one that 

referred to Britain, was "BOMPHLET" No. 1.214 'Bomphlet No.1' was a small leaflet aerially 

dropped on Friday night shoppers in Auckland, Dunedin, Christchurch and Hamilton by low-

flying aircraft.215 The text of the leaflet stated, 'If this were a BOMB where would you be? 

Our kindred in Great Britain are living under constant threat of aerial attack and facing it with 

fortitude… We are at war to defend their rights and ours. What are you doing to help?' The 

link from New Zealanders to Britons was strongly made in this item, calling on the reader to 

empathise with British citizens. The call, however, was arguably more human and personal 
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than similar calls in the First World War, reflecting the public’s rejection of the more 

manipulative First World War recruiting posters. Also noteworthy in the leaflet was the 

reference to defending 'their rights and ours'. Service in the Second World War was 

principally represented as a patriotic duty to defend the values of New Zealand, though there 

was still some room for reference to Britain. To be effective, the leaflet was relying on the 

sentimental connection many New Zealanders still felt for Britain.216 If it was thought that 

New Zealanders no longer considered those in Great Britain their 'kindred' it is unlikely 

'Bomphlet No. 1' would have been used. In Christchurch, 4000 copies of ‘Bomphlet No. 1’ 

were dropped over Cathedral Square with the aim of increasing interest in recruiting. 

According to the New Zealand Herald, the ‘roar of the machines’ achieved its aim, with ‘wild 

rushes’ made by many thousands of people to collect leaflets as they floated towards the 

ground.217 

 
Auckland War Memorial Museum, Call No. UB320 
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Despite Prime Minister's Savage's announcement with respect to standing alongside 

Britain, the representation of patriotic duty in the majority of wartime recruiting material was 

specific to New Zealand rather than Britain. It is likely the observed differences were at least 

partially a product of locally developed New Zealand recruiting material, which marked a 

critical departure from First World War reliance on posters produced in Britain.218 The 

reduction of imperial imagery and reference to Britain, however, can only partially be 

explained by the development of New Zealand’s print industry. The recruiting themes used in 

the country’s Second World War recruiting material were consistent with the ruling Labour 

Party's anti-conscription feelings; expressed by the Prime Minister in the statement, ‘But I 

want that service to be the service of men who bear willingly the arms that they have taken 

up freely. I wish it to be said that every New Zealand soldier is a volunteer on whom no 

compulsion was brought to bear but that of his own conscience'.219 The tone and content of 

material from this period reflected the social realities of the time, being designed to appeal to 

contemporary norms and values, just as First World War material had. The difference was 

that the predominant norms, values and concerns of the Empire-focused New Zealanders of 

1914 had changed by the late 1930s to reflect a nation growing in confidence and 

independence. 

 

Appeals to conscience were also common in Second World War recruiting material. 

One of the country’s more memorable recruiting items is a poster featuring Major-General 

Bernard Freyberg in front of Egyptian pyramids, with the accompanying text "We look to 

you… We shall not look in vain!"220 The poster did not provide any other justification or 

reason for service. Instead, it relied on Freyberg's gaze, reminiscent of the First World War 

Kitchener poster, to convey the message that the viewer is expected to do their duty.  It is 

noteworthy, however, that Freyberg was chosen as the symbol of wartime leadership. Born in 

the United Kingdom, though raised in New Zealand, Freyberg was a symbol of New Zealand 

success and ability. In addition to being a New Zealand swimming Champion, he was also 

awarded the Distinguished Service Order (DSO), a decoration earned during his service in 

Gallipoli - an experience he shared with many New Zealanders. He also went on to earn a 
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Victorian Cross at the Somme, and two further DSOs before the end of the First World 

War.221 

 

 
Auckland War Memorial Museum, Call No. UB325.N45 JOI 

 

While some references to Britain crept back into recruiting material once the war 

commenced, the symbols of empire did not. There were no imperial lions, no Union Flags, 

and no images of the King. Instead, it was symbols of New Zealand including the distinctive 

lemon squeezer, the Anzac legend, Prime Minister Savage and Freyberg. In making the case 

to defend New Zealand, recruiting material of the Second World War used nationally specific 
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visual symbols to strengthen the message, rather than symbols of empire. One advertisement, 

produced in 1940, titled Enlist NOW and CHOOSE your Unit!, featured a soldier's face 

adorned with large lemon-squeezer, pointing to the words 'Enlist NOW'.222 The 

advertisement called on the viewer to 'join NEW ZEALAND’S VOLUNTEER ARMY’, 

reflecting both the army's distinctly New Zealand nature and purpose for being - to defend 

New Zealand. Given the timing of the advertisement, the reference to ‘volunteer’ also 

reflected the government's attempt to avoid compulsion. Interviews with Second World War 

veterans indicate the government’s message that New Zealand’s fight was for a high and 

worthy cause reached the intended target audience: “…you felt you were fighting the good 

fight for the dreadful things Germany had imposed upon other human beings in their country 

and this was something you didn’t want for the world at large”.223  

 

The absence of imperial symbols in Second World War recruiting material may be 

construed as evidence of New Zealand's coming of age and the national identity story. During 

the 1980s, this would almost certainly have been the case, with historians, as well as others in 

popular culture seeking to carve out a distinctive New Zealand identity. Such a narrative 

would also argue that recruiting material of the period demonstrates fundamental changes 

were occurring in the country. As recruiting material from the 1950s onwards shows, 

however, many of the country's social values remained the same. It was only the symbolic 

manifestation of those values within the recruiting material that changed as the army 

continued to use obligation-based themes to recruit new personnel. The symbols of empire 

seen in the South African and First World Wars were exchanged for 'Kiwi' symbols in the 

Second World War. As the following chapter will show, Kiwi symbols were still used for the 

Korean War but alongside and in competition with the symbols of the United Nations. The 

values that underpinned the symbols, however, showed more continuity in society than 

change. The outward expression of these values did not indicate a fundamental shift in social 

values. To use advertising parlance, the shifting use of value-laden symbols was simply a 

form of re-branding and re-packaging more enduring values. The intrinsic values of duty, 

patriotism and defending what is right remained visible in recruiting material throughout the 

first half of the century; during periods of peace, and throughout the three wars in which New 

Zealand soldiers fought. 
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Chapter Two: Obligation, part two – Peace, protection, and country 
 

Army recruiting material employed during the second half of the twentieth century saw the 

continued use of obligation as a theme. No sooner had the Second World War finished than 

New Zealand was faced with a new recruiting challenge: finding soldiers in sufficient 

numbers to fulfil New Zealand’s post-war obligations. From the end of the war to the end of 

the century, army recruiting material appealed to patriotism, loyalty, duty and honour as 

much as it always had – despite clear changes in the dynamics of New Zealand society. The 

form in which potential recruits’ social obligations were depicted, however, continued to 

evolve – adapting to the various changes occurring within the country. 

 

 Post-war – Jayforce and K-Force 

 

Recruiting material used for the Occupation Forces in Japan, known as Jayforce, 

provided an adjunct to the recruiting material employed during the early stages of the Second 

World War. Participation in the force was even advertised as 'a chance to help finish the job' 

against Japan.224 New Zealand's contingent for British Commonwealth Occupation Force 

(BCOF) was formed in Italy on 19 November 1945 under the name 2nd New Zealand 

Expeditionary Force (Japan).225 Despite initial hopes that the force could be raised through a 

request for volunteers, it soon became clear that to meet the personnel numbers required for 

the first contingent - 4,320 - some element of compulsion would be required.  A decision was 

eventually made by Prime Minister Peter Fraser and Lieutenant General Bernard Freyberg to 

conscript single men from the 13th to 15th Reinforcements, alongside a call for volunteers in 

New Zealand by the Minister of Defence, Frederick Jones.226 Jones appealed to the public's 

sense of duty, describing the country's participation in Jayforce in terms of standing alongside 

other commonwealth countries and making the region 'safe from future aggression'.227 The 

first contingent arrived in Japan on 19 March 1946.228 

 

After the first contingent, those who served in Jayforce did so voluntarily. Echoing 

the Minister of Defence’s earlier broadcast appealing to the public’s sense of responsibility 
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for the job at hand, one advertisement stated in a banner laid over the globe, 'Our Ocean and 

Our Job'.229 The advertisement directed the viewer to 'VOLUNTEER NOW for the 

Occupation Force for Japan', noting New Zealand's responsibility alongside other 'Empire 

countries' to provide troops for the 'British Commonwealth Force'. That the country had a 

continuing sense of loyalty and common security interest with Britain is remarkable given 

Britain's inability to defend its Pacific dominions was 'laid bare' in 1942 with the fall of 

Singapore.230 These phenomena may be viewed as a reflection of the strong cultural ties 

between the two countries and the endurance of loyal sentiment, despite the fact that New 

Zealand had arguably done more to defend Britain than Britain had done to defend New 

Zealand. 

 

While rhetoric may have alluded to empire, imperial symbols remained noticeably 

absent from the recruiting poster. The idea of global security was introduced by the use of the 

globe and emphasis on New Zealand's responsibility to provide troops in 'Our Ocean'. 

Regardless of whether it was done for empire or country, there is evidence that many who 

volunteered saw it as the right thing to do. Lewis Oliver, for example, recalled that while too 

young to participate in the Second World War, service in Jayforce offered an opportunity to 

serve the interests of regional security and democracy: 'There was a real concern that 

although Japan had been defeated they would not lie down for long … We helped lead them 

from feudalism into democracy, and I am proud to have played a part'.231 The first call for 

volunteers in 1946 was relatively successful, with 8,828 volunteering within a few weeks – a 

number double that required.232 By contrast, only 3,213 volunteered in 1947 for the next 

Jayforce rotation.233 The overall drop in interest and response compared to early recruiting 

efforts goes some way to explaining why, at this time, there was a discernible shift towards 

emphasising conditions of service, as will be discussed in the chapters relating to opportunity. 

One advertisement from 1947, for example, featured the headline ‘…the soldier has never 

been so well off…’.234 Another advertised the opportunity to gain an experience never to be 

forgotten and to see 'one of the strangest lands in the world'.235 
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Following the withdrawal of most of New Zealand's Jayforce personnel in October 

1948, debate intensified around the issue of conscription. Despite the Labour Party's pacifist 

and anti-conscription pedigree prior to the Second World War, Prime Minister Fraser was in 

favour of it. Fraser believed that New Zealand would be called to participate in another war 

in the near future in either Europe or the Middle East – most likely against communist forces 

– and he wanted to ensure the country was better prepared than it had been in 1939.236 A 

national referendum was held on the issue of conscripted territorial (part-time) service on 3 

August 1949. The result of the referendum was conclusive, 553,016 voted in favour of 

conscription and 152,443 voted against.237 Fraser's concerns that New Zealand would be 

required to contribute forces to a conflict zone in the near future were well founded, though 

the conflict would be in Asia, not in Europe or the Middle East as he had expected. The 

timing of the conflict, however, gave little time for conscription to have much impact in 

preparing the country for war. The first soldiers to march in under the Compulsory Military 

Training scheme entered camp on 3 May 1950, less than three months before New Zealand 

announced on 26 July 1950 its intention to contribute to the United Nations forces on the 

Korean peninsula.238 Compulsion had once again had an impact on reducing the requirement 

for recruiting material to do the work of recruiting. Compulsory Military Training did not, 

however, fully negate the need for recruiting, as both the Regular Force and those deployed 

on active service were volunteers. 

 

Recruiting material for the Korean War echoed many of the sentiments used during 

previous wars. It appealed to the viewer’s sense of righteousness, not in a religious sense, but 

in an ethical one. Advertisements and posters called on potential volunteers to protect New 

Zealand and its values, to fight for peace against the aggressor, and to fight alongside other 

like-minded nations. Recruiting material also sought, as in past conflicts, to explain why a 

fight so far away from New Zealand was still New Zealand's fight. The fight was also 

couched in terms of the broader ideological fight against the spread of Communism in Asia. 

When North Korea invaded the South, New Zealand’s National government considered the 

attack reflective of a pattern of Soviet-inspired expansionism.239 A cartoon by Gordon 

Minhinnick, published in a November copy of the New Zealand Herald, summed up many 
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people’s perceptions of the threat posed by Communist China in Asia – representing China as 

a monstrous octopus extending its tentacles to Tibet, Malaya, Indo-China and Korea.240 

 

 
New Zealand Herald, 7 November 1950, p.8. 

 

The North's invasion of the South was strongly condemned in recruiting material as 

aggression, with one advertisement reminding the reader of the destruction brought about by 

unchecked aggression during the Second World War. The advertisement stated; 'Manchuria, 

Abyssinia, Czechoslovakia - in all these places aggression went 'unchecked'. By our 

unwillingness and inability to fight aggression wherever it appeared, we drifted into Hitler's 

War of 1939-45'.241 The argument, clearly made, was one for early intervention and 'forward 

defence', a mind-set that would soon become policy and lead New Zealand into a series of 

Cold War defence alliances.242 The advertisement also included a picture of the globe, 

pointing out where the aggressions of the last war had occurred and where Korea is in 

relation to them geographically. The image clearly reinforced the message that North Korea’s 

aggression and potential consequences were comparable to those of the Second World War, 

suggesting the potential for a global crisis. It also made clear Korea’s closer proximity to 

New Zealand than Manchuria, Abyssinia or Czechoslovakia, thereby making the case even 

more relevant. To further reinforce this message the advertisement stated, 'Do not let us 

repeat this blunder'. The use of the globe is also noteworthy for being reminiscent of the 
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earlier Jayforce recruiting advertisement. The globe encouraged the viewer to think beyond 

the bounds of New Zealand's own territory and to think regionally if not globally. 

 

 
UNCHECKED AGGRESSION brought the Destruction of 1939-1945, 1950, National Army 

Museum Archive, Accession Number: 2013.195.1. 

 

Another recruiting advertisement for the Korean War stated unequivocally in its bold 

title 'THE FIGHT IN KOREA IS NEW ZEALAND'S FIGHT'.243 It argued that 'Only by 

taking full part in the collective action against Aggression can we safeguard our own small 

nation'. Collective action in the case of the Korean War, however, was different to those of 

previous wars. While the values for which New Zealanders were being called to fight for, 

namely the 'Free Nations' of the world, were similar to the past, it would be done primarily as 

part of the 'United Nations Forces' and not the empire or commonwealth's, despite being part 
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of the Commonwealth Brigade.244 This change clearly reflected the shifting national security 

context New Zealand was placed in following the Second World War; one where the 

limitations of British military power were clearly exposed. The absence of any reference to 

fighting under the auspices of the empire or commonwealth also marked a continuation of the 

pattern seen in most Second World War recruiting material. The Army was New Zealand’s 

army, not an army of empire, with interests in contributing to the maintenance of global 

security within a United Nations, as opposed to imperial, framework. 

 

  
The Fight in Korea is New Zealand’s Fight, 1950, National Army Museum Archive, 

Accession Number: 2013.195.1. 
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Kayforce deployed under United Nations auspices, something that would become 

more frequent in later decades, with only one reference to New Zealand fighting as part of the 

First Commonwealth Division.245 The decision to fight with the First Commonwealth 

Division, however, was likely one of pragmatism. Armies of the commonwealth largely used 

the same equipment, were structured along similar lines, shared a common doctrine, and had 

recent experience fighting alongside each other in the European theatre of the Second World 

War. The country and its leadership also remained linked by tradition and trade. This was 

exemplified by New Zealand being one of only two countries to offer support to British 

involvement in the Suez invasion in 1956.246 This was not, however, reflected in recruiting 

material of the era, which had become noticeably muted with respect to the empire and 

commonwealth.  

 

The number of willing volunteers for the Korean War indicated that themes used in 

recruiting material were largely effective – including obligation-based themes. The first 

twenty-four hours of voluntary enlistment saw 3,000 volunteers. By the end of the week, the 

number increased to a total nearing 6,000.247 The reasons people enlist, particularly in 

wartime, can vary greatly and be driven by a variety of factors including adventurism, 

escapism or economic necessity. An insight into the motivations of recruits, and by extension 

their acceptance of the themes contained in recruiting material for Korea, was provided in the 

song sung by recruits while in training for the war. In the book K Force in Korea: A Soldier's 

Life in the 16th New Zealand Field Regiment, Wilfred Poulton recounted how recruits at 

Waiouru Military Camp learned the ‘very jingoistic song': 

 

We are the volunteers for Korea 

For the cause of liberty. 

We're going to wipe out all the commo force 

For the sake of democracy. 

… Chorus … 

We take the honour of our Maoriland 

Just to sail the seven seas. 

The United Nations call to arms 
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Just to keep the world in peace.248 

 

It is evident from the lyrics of the song that ‘K’ Force recruits had a clear 

understanding of the justification for why they were fighting, if not a strong belief in their 

cause. The themes contained in the song, like many of the themes used in recruiting material, 

reflected pre-existing social values and sense of obligation to serve.  

 

As in previous conflicts, interest in volunteering waned after the initial call to service. 

In past wars, this was largely explained by the natural phenomenon that those who were most 

eager to go volunteered quickly, while those who were less eager took longer or failed to 

volunteer at all. In the case of the Korean War, the positive impact the war had on New 

Zealand’s economy made finding employment much easier and in so doing served as a 

disincentive to join the army.249 Overall, however, recruiting material used during the war 

indicated social obligation and a call to duty still resonated amongst those sought as recruits.  

 

New Zealand's involvement in the Korean War led to two important developments. 

First, was the realisation that the United States and not Britain would be New Zealand's most 

important defence ally in the future.250 Though the war in Korea was fought under the mantle 

of the United Nations, it was primarily a United States initiative with ninety per cent of forces 

coming from the United States.251 As such, it was the United States that had demonstrated its 

willingness and ability to protect smaller nations within the region. Second, was the 1951 

signing of the Australia New Zealand United States (ANZUS) Treaty, which came into effect 

the following year. The Treaty obligated each party to ‘separately and jointly… maintain and 

develop their individual and collective capacity to resist armed attack’.252 ANZUS was in part 

a response to continued fear in New Zealand of Japan. Three years later in 1954, New 

Zealand signed another collective defence agreement alongside the United States (the Manila 

Pact) that formed the Southeast Asia Treat Organisation (SEATO).253  
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During the period, appeals to defend the country were not simply limited to recruiting 

material for the Korean War. As exemplified by the signing of the ANZUS Treaty and 

Manila Pact, New Zealand's political and military leadership had strong concerns that the 

spread of communism threatened the country's security. In the introduction to Your Career in 

the REGULAR FORCE, Minister of Defence Tom Macdonald wrote, 'To ensure the security 

of New Zealand, the citizens of this country, by an overwhelming vote, decided for a system 

of compulsory military training'.254 Macdonald went on to argue that Regular Force soldiers 

'have the satisfaction of knowing that [they are] performing a service of great value to New 

Zealand and the Commonwealth'. It is interesting that while recent wartime material referred 

to 'free nations' and the United Nations, the Minister's appeal in peacetime returned to the 

commonwealth. This choice reflected the enduring sense of social connectivity with the 

commonwealth, despite the country’s changing security realities and principal Defence 

partners.  

 

Conflicts of the Cold War 

 

The 1950s had in many respects, however, given a boost to feelings of shared 

community with Britain through a series of significant events. During the decade Queen 

Elizabeth would ascend to the throne, while Edmund Hillary and Tenzing Norgay would 

‘conquer’ Mount Everest. Hillary and Norgay’s ascent of Mount Everest just days before the 

Queen’s coronation led the New Zealand Herald to claim the conquering of Everest as the 

'richest of all the loyal gifts to mark an epic Coronation Day'.255 Even greater royalist feeling 

would flow through the country later that year when the Queen – the first reigning monarch 

to visit New Zealand – arrived to tour the country in December.256 Despite these events and 

references to the commonwealth, however, symbols of empire remained notably absent in 

recruiting material of the 1950s, as they had during the 1940s.  

 

Loyalty was more frequently expressed in national terms. Appeals to patriotism and 

'service to your country' featured routinely in the 1950s, with the inference that such loyalty 

would also convey upon the recruit a heightened social status. Advertisements carried titles 

                                                
254 Booklet, Your Career in the REGULAR ARMY, circa 1950s, National Army Museum Archive, Accession 
Number: 2013.195.1. 
255 M. McPhee, New Zealand Yesterdays: The Illustrated Story of How We Lived, Worked and Played, Sydney, 
Reader’s Digest, 2009, p.310. 
256 King, p.61. 



   

 77 

such as: A Career of SERVICE;257 Mine's a Worth-While Job;258 and You're "Somebody" in 

the Regular Army Today!259 These titles reflected the patriotic nature of serving in the army 

as honourable, as well as one respected by society. This could be viewed as two sides to the 

obligation-based theme; obligation of the individual to serve and obligation of society at large 

to value those who serve. The results of the referendum on Compulsory Military Training 

clearly demonstrated that National Defence was seen as important, and by extension those 

institutions charged with maintaining the ability to defend the country – the New Zealand 

Army, Royal New Zealand Navy, and Royal New Zealand Air Force – were seen as valuable 

to society.  

 

Appealing to the belief that the army is a 'worth-while' job suggested that soldiers 

work not just for pay, but also something bigger and more meaningful. Likewise, the notion 

of being ‘somebody’ in the army attempted to use the social status of the soldier as an 

incentive to join. For such an appeal to be effective, there needed to be a realistic perception 

amongst potential recruits that the army’s status within society was indeed high. The number 

of veterans in positions of social influence safeguarded the standing with which the army was 

held, and would continue to be held. Tom Macdonald, Minister of Defence from 1949 to 

1957, a veteran of both the First and Second World Wars, for example, enjoyed significant 

credibility because of his wartime service and influence. Maintaining that same level of 

social status for the army, however, would become more difficult as the number of New 

Zealanders with wartime service experience decreased.260 
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A Career of SERVICE, 1950s, National Army Museum Archive, Accession Number: 

2013.195.1. 
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You’re “Somebody” in the Regular Army Today!, 1950s, National Army Museum Archive, 

Accession Number: 2013.195.1. 

 

As New Zealand entered the 1960s, scientific and technical developments would have 

a major impact on how people led their lives. The arrival of television, cheaper international 

travel and the pill, amongst other developments, stimulated change in society – as well as 

increasing the rate of change.261 Through television, news travelled faster and more 

viscerally, in turn influencing how New Zealanders viewed the world and their place within 

it. The decade would also see an expansion of New Zealand's military involvement in 

Southeast Asia, from Malaya to Borneo and Vietnam. New Zealand’s involvement in 

Vietnam was sufficiently controversial that almost no references to the war featured in 

recruiting material from the period. The absence of direct references to Vietnam reflected the 

government’s wider public relations challenge presented by the war and the fact that New 

Zealand was a reluctant participant.262 Recruiting material during the Vietnam War was 
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unique in this respect, reflecting the diminished level of domestic support for the war in 

comparison to previous wars in which New Zealand soldiers had served.263  

 

The absence of all but a handful of recruiting products explicitly advertising for 

service in Vietnam contrasted greatly with the country’s previous wars, including recent 

deployments to Malaya. Vietnam was instead captured through the generic, and somewhat 

euphemistic reference, to Southeast Asia. Despite the significant social changes occurring in 

New Zealand at the time, the absence of reference to the Vietnam War was one of the few 

noticeable changes in recruitment advertising. The values of patriotism, pride, service, 

tradition and protecting free nations – now clearly defined as those within the Southeast 

Asian region – remained a feature in recruiting material, as they had in the past.  

 

Along with other technological and social changes occurring in New Zealand during 

the 1960s, demographic change also had a major impact on recruiting. Between 1951 and 

1971, the number of adult male veterans within the population dropped from approximately 

one in three to one in five.264 The figure would continue to dwindle over the coming decades 

as these veterans – principally veterans of the First and Second World Wars – aged and 

passed away. Meanwhile, the number of personnel to serve in Malaya and Vietnam, as well 

as future conflicts, was so small that the percentage of veterans within the country’s 

population dropped into single digits. The army was acutely aware of these changing social 

circumstances. With a veteran population of somewhere between 20-30% of adult males, 

however, the army still viewed veterans as a powerful ally in recruiting efforts. In a direct 

appeal to Second World War veterans to help with recruiting, the army produced a poster in 

the 1960s titled Remember 1939-45.265 The appeal to veterans to do the work of recruiting 

played on their sense of patriotic duty by asking them to encourage 'young men to enlist' to 

do 'in peace…the job you did in war'. The poster also revealed what the army perceived as 

the ability, through the social status afforded veterans, to influence young men. 
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Remember 1939-45, circa 1960s, National Army Museum Archive, Accession Number: 

2013.195.1. 

 

The army, however, was not blind to the reality that some veterans may not have 

enjoyed their service. During the Second World War in particular, conscription for the armed 

forces began relatively early, meaning that many of those who served during the period may 

not have done so willingly. In a 1967 handbook for recruiters published by the Director of 

Recruiting, it was noted: 'The impressions held by many civilians stem from war-time 

experiences of conscripted friends and relatives who looked upon this period as an 

unattractive interruption to normal life; pushed around, ordered about'.266 The booklet 

suggested that these views could be countered by promoting the opportunity afforded those in 

the army to develop personal character traits including initiative, self-reliance and self-

discipline. The difference between wartime and peacetime service for members of the 

Regular Force was also stressed, with recruiters being encouraged to explain how soldiers 

could take part in civilian activities, did not have to wear uniform outside working hours, and 

had most weekends free. The army in other words was a much freer place to serve in a 
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peacetime environment than it had been in war. The advice could also be viewed as reflecting 

the army’s consciousness of prevailing social norms and individual aspirations. 

 

At the beginning of the 1960s, service abroad with the army was still sufficiently 

acceptable for popular Radio and Television presenter Selwyn Toogood to feature 2 NZ 

Regiment personnel on his shows Your Magic Carpet and It's in the Bag.267 Toogood had 

also supported efforts to publicise previous deployments of New Zealand troops to Malaya, 

providing what was considered to be 'excellent Army publicity to a wide listening public'.268 

Despite the support of notable personalities like Toogood, however, the army still had 

difficulty finding sufficient recruits for full-time service overseas.269 The continued difficulty 

in obtaining sufficient personnel provides some justification for the National Government's 

move, when newly-elected in 1949, to reintroduce compulsory military training – this time 

known as National Service Training.270 The reintroduction of compulsory military training 

occurred after a national referendum where four out of five voters voted in favour of 

compulsion.271 

 

Similar moves were made in Australia during the period where appeals to patriotism 

were considered insufficient motivation for volunteers to fight in a conflict 'justified more by 

the broader geo-strategic implications of the spread of communism than by an immediate 

challenge to Australian security'.272 The United States, though a powerful ally, did not have 

the same social and historical connections that Britain had enjoyed, removing the potential 

lever of fighting in defence of one’s kin, nor was the United States itself under threat. Though 

not involved in the Vietnam War, Britain was also beginning to lose its special status, 

accelerated after Suez by the country’s disengagement from empire and increasing 

involvement with the European Economic Community.273 
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Patriotism to country may have been considered insufficient - certainly in Australia - 

to recruit sufficient volunteers for the war, but this was not the case in New Zealand with 

respect to general recruiting and public relations material. In the foreword to 1962 document, 

Joining the Army: A Guide for National Servicemen, then Chief of General Staff Major-

General Leonard Thornton expressed his 'hope' that those who joined to do National Service, 

either as volunteers or under ballot, would consider it their 'good fortune'. General Thornton 

believed that a strong Territorial Force was not only necessary for the country, but beneficial 

to those being trained – views reflected in recruiting material of the period.274 Underpinning 

the general’s hope was the premise that National Servicemen would be 'serving [their] 

country in a positive way'.275 Two years later, in a pamphlet titled Your Place in National 

Security, General Thornton extended the idea of service to country to include 'the defence of 

the way of life we value… and which we share with the free world'.276 He went on to address 

the policy of Collective Defence and New Zealand's security paradigm: 'we could not by 

ourselves hope to defend our country against major aggression. For this defence we rely on 

the support of the United Kingdom and Australia, and ultimately, on the military power of the 

United States in the Pacific'.277 In return for this support, General Thornton explained that 

New Zealand must contribute to the wider defence needs of the nation's allies.  

 
Lieutenant General Sir Leonard Thornton278 
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Your Place in National Security, R.E. Owen, Government Printer, 1964, Alexander Turnbull 

Library, Reference Number: PAM 355.409 93 DEF 1964. 

 

Developing in the minds of potential recruits a sound justification for the maintenance 

of an army, including a rational argument for its use in overseas conflicts, featured 

significantly in recruiting material of the period. In the absence of a direct challenge to New 

Zealand's territorial integrity, recruiting material necessarily made a strong case for security 

co-operation, the country's policy on Collective Defence and forward defence. As explained 

in a late 1960s recruiting leaflet, 'It has always been recognised that our first line of defence 

lies many thousands of miles from our coast and … we believe that our security must lie in 

association with other free-world countries which by acting together become stronger and 

safer than as individual nations'.279 The inclusion of these themes directly reflected the social 

conditions of the time, as well as the army’s attempt to gain public acceptance of, if not 

support, for its role as a state institution. 

 

The case the army was making for its role and purpose, including its operational role, 

can be seen in the leaflet, Serve with the Infantry: 'New Zealand is committed squarely in the 

defence of Malaysia and in deciding to serve with the infantry you can share in the notable 
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contribution the Battalion will continue to make to the stability of South-East Asia'.280 The 

question as to what threatened stability in Southeast Asia was explained in the earlier 

pamphlet Your Place in National Security: 'It is Communism as a world power, threatening to 

impose on us, by force, a way of life which would deny us our basic freedoms, which we 

must oppose. In this struggle there is no immediate threat to New Zealand… The immediate 

threat which is of vital concern to New Zealand is in South-East Asia. This is our area of 

defence interest'.281 This recruiting item provides a clear example of another aspect of the 

obligation-theme, namely the obligation of the country as a whole and on the world stage to 

defend its values.   

 

The effort placed on justifying the need for an army reflected the changing social 

dynamics of the time. The nation was moving away from Britain and equally – if not more 

importantly – Britain was moving away from New Zealand. These factors, coupled with 

nightly television coverage of the fighting in Vietnam and public protests against the war, had 

forced the army to justify its involvement in an armed conflict overseas – a function that 

decades earlier would have been carried out by a supportive press, patriotic and war effort 

organisations, and politicians in a united front. The government’s decision in May 1965 to 

commit combat troops to the Vietnam War was controversial, with anti-Communists 

considering the commitment insufficient and anti-war protestors believing it to be a 

mistake.282 This explains, at least from 1965 onwards, why the case for New Zealand's 

involvement in Southeast Asia featured so prominently in recruiting material in its attempt to 

counter anti-war arguments.  

 

Many of those who joined with the specific purpose of serving in Vietnam did so out 

of a sense of social obligation and patriotism reminiscent of New Zealand volunteers in 

earlier conflicts. One Vietnam War veteran stated simply; “I joined the army to serve my 

country”, while another recalled how good it felt to be “doing something about it” and was 

“proud of doing [his] bit”.283 A further veteran stated he was “… very proud to be a Vietnam 

veteran and serve in the army”.284 It is also worth noting that the last two veterans quoted 

both stated that in addition to being proud of their service they also had no regrets – 
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comments reflective of their deeply held belief that their decision to volunteer was the right 

decision. This despite the personal criticisms many veterans received as a result of their war 

service and lack of public or official recognition.285 Others saw their role as fighting the 

‘evils of Communism’ as one veteran recalled, a belief reinforced during army indoctrination 

prior to deployment.286 The veterans still felt that they had met an obligation to their country 

to serve during a time of conflict. 

 

 
Aim High… Join the Royal New Zealand Infantry Regiment, late 1960s, Government Printer, 

National Army Museum Archive, Accession Number: 2013.195.1. 

 

Concerning the Vietnam War, only one advertisement has been found where the war 

itself was used as an aid to recruitment. The advertisement headlined 'Go with the artillery to 

Vietnam', stated 'New Zealanders now stand shoulder to shoulder with the forces fighting for 
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https://www.beehive/govt.nz/release/ministerial-statement-parliament-crown-apology-viet-nam-veterans, 
accessed 25 April 2016. 
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Exisle Publishing, 2010, p.306. 
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peace in Vietnam'.287 The justification of fighting to achieve peace is almost identical to those 

used in previous wars in which New Zealand became involved. Notably, the advertisement 

for Vietnam came out shortly after the 1965 announcement that New Zealand would be 

sending combat troops.288 In the interests of what was acceptable at the time, however, there 

were few specific recruiting products advertising service in Vietnam. Instead, recruiting 

material adhered to the less contentious justification of being 'committed squarely in the 

defence of this vital area'. Even if such items do exist, it is fair to conclude that their use was 

not widespread, with recruiting for Vietnam predominantly occurring within the existing 

ranks of the Regular Force. 

 

Tom Roche, a veteran of the Vietnam War and recruiting officer during the period, 

remembered how the social situation in Wellington had become sufficiently ‘ugly’ and 

‘uncomfortable’ when the war was in its last throes that ‘service personnel did not wear 

uniform on the streets except in special circumstances’.289 While the army shied away from 

direct references to the war, anti-war protestors did not. One example saw the iconic Uncle 

Sam Wants You poster by artist Montegomery Flagg turned into an anti-war poster. The 

poster replaced the face of Uncle Sam with that of Prime Minister Keith Holyoake, inferring 

Holyoake was acting in the interests of the United States and not New Zealand.290 

 

                                                
287 Advertisement, Go with the Artillery to Vietnam, 1965, National Army Museum Archive, Accession 
Number: 2013.195.1. 
288 Leaflet, Go Where the Action Is: Join the Infantry Now. Be in SOUTHE EAST ASIA by November, 
Government Printer, 1967, National Army Museum Archive, Accession Number: 2013.195.1. 
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290 Poster, Holyoake Wants You, October 1967, Auckland War Memorial Museum, Reference Number: EPH-
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Holyoake Wants You, October 1967, Auckland War Memorial Museum, Reference Number: 

EPH-2014-5336. 

 

Carving out a history of its own rather than building on British traditions, New 

Zealand Army recruiting material in the 1960s increasingly focussed on the military 

achievements of past generations of Kiwi soldier. The booklet You as a Soldier begins by 

stating that, 'Soldiering in New Zealand goes back to the early days of organised pakeha 

settlement… In 1863 the Colonial Defence Force, of 250 mounted men, was formed and 

from that force the New Zealand Army can trace its continuous existence'.291 As will be 

discussed in the later chapter on ethnicity, the traditions on which the army was built would 

later be expanded to include the Maori warrior. The pamphlet goes on to provide a brief 

summary of New Zealand's military tradition, recounting the battle honours of New Zealand 

units that brought the Dominion 'greater military fame'. Furthermore, the relevance of that 

pride to the potential recruit is made clear, 'It is a proud story the New Zealand Army has to 

tell. It is a pride you as a New Zealander can share, particularly as a soldier in the New 

Zealand Regular Army'. A similar message was conveyed by General Thornton's successor as 

Chief of General Staff, Major-General W.S. McKinnon, in a later version of the booklet, 

                                                
291 Booklet, You as a Soldier, Directorate of Recruiting, Army Headquarters, Wellington, 1960s, National Army 
Museum Archive, Accession Number: 2013.195.1. 
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Joining the Army.292 In the foreword to the 1965 edition, General McKinnon chose to 

emphasise tradition, stating 'You will have served in the fighting service which is the oldest 

and has the longest traditions of any in this country, the New Zealand Army, and I am sure 

that you will always regard this as a period of your life well spent'. While the army’s public 

image may have been tarnished as a result of its involvement in Vietnam, the standing of the 

Anzacs was not. In emphasising the army’s heritage and the standing of the country’s World 

War veterans, the Army was undoubtedly seeking to enhance its public image. 

 

The idea that New Zealanders were natural soldiers, if not uniquely good at it 

(something addressed in the chapters on masculinity and ethnicity) as well as it being 

something in which New Zealanders could take pride, was demonstrated in the leaflet Royal 

New Zealand Artillery.293 The leaflet claimed that New Zealanders as Artillerymen had 

shown 'undeniable skill and ingenuity' during the Korean War, citing the 800,000 shells fired 

by 16 Field Regiment during the war as 'a record for Artillery units in that theatre'. Somewhat 

ironically, and reflective of the growing defence relations with the US, the leaflet is printed in 

red, white and blue colours. Further adding to the look and feel of the leaflet as emblematic 

of the country’s growing defence relations with the US were numerous stars and images of 

soldiers using US made equipment. 

                                                
292 Booklet, Joining the Army: A Guide for National Servicemen, Government Printer, 1965, National Army 
Museum Archive, Accession Number: 2013.195.1. 
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Royal New Zealand Artillery, Directorate of Recruiting, Army Headquarters, Wellington, 

August 1965, National Army Museum Archive, Accession Number: 2013.195.1. 

 

The use of pride, tradition and honour to attract recruits is based on the premise 

articulated in the booklet You as a Soldier, that joining the army conferred upon the recruit 

those qualities simply by joining. Other values-based character traits advertised as incentives 

for joining in the 1960s included integrity and personal enterprise. In the 1967 booklet The 

Queen's Commission it stated 'The New Zealand Army looks for young men of integrity and 

personal enterprise'.294 The same booklet also referred to the New Zealand Army’s British 

roots, seeking to develop a sense of pride based on continuity with the past. Reference to the 

army’s British roots is interesting, as New Zealand was at that time carving out its own 

defence policy and moving toward closer defence relations with the United States, as the 

nation’s involvement in the Vietnam War demonstrated. According to Roberto Rabel, the 

Vietnam War was a more nationalistically distinctive event for New Zealand than previous 

wars, despite its controversial nature; arguing that despite New Zealand fighting in British-

led coalitions to demonstrate 'Better British-ness', the country's involvement in American-led 

coalitions did not occur in pursuit of a kind of 'Better American-ness'.295 This assertion is 
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supported by the evidence provided by 1960s recruiting material that avoided, for the most 

part, reference to the United States, choosing instead to focus on a wider and more inclusive 

'free world'. Just as recruiting for the empire had lost favour as a clarion call by the Second 

World War, so too were references to fighting alongside the new American Empire avoided.     

   

 
The Queen’s Commission, Wellington, 1967, National Army Museum Archive, Accession 

Number: 2013.195.1. 

 

The 1970s saw the continued use of several values-based themes present in earlier 

decades. The way in which these themes were presented morphed over time, adjusting to the 

changing social circumstances in which the material operated. An example of this is the way 

patriotism was increasingly depicted in a distinctly New Zealand fashion. Connected to this 

was the depiction of the army as a way to demonstrate New Zealand's independence and 

identity on the world stage. Similarly, the emphasis on supporting free nations continued to 

develop, with greater reference to the United Nations and ANZUS. Both the United Nations 

and ANZUS were advertised as a means by which New Zealand could express commitment 

to the region and achieve collective defence – objectives that were a key theme in recruiting 

material of the previous decade. References to personal character traits that emerged during 
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the 1960s also continued. Advertising for Regular Force Cadets, and for officers in particular, 

focussed on character traits such as leadership, integrity and responsibility to motivate 

potential recruits. Another area to develop in emphasis during this period was gaining 

personnel for the Territorial Force – something that had required little attention while military 

training remained compulsory.  

 

While traditional publications such as the School Journal continued to promote the 

idea of citizenship and achievement as part of the British Empire, New Zealand society 

continued to develop a sense of independence.296 Key among the figures to promote a 

distinctive New Zealand identity was Prime Minister Norman Kirk. Though only Prime 

Minister for a relatively brief period of two years, Kirk played a significant role in New 

Zealand's domestic and foreign policy. While Prime Minister, he brought to an end 

compulsory military training and withdrew New Zealand troops from Vietnam. In 1973 he 

also spoke out against US involvement in the Chilean coup d’état, demonstrating New 

Zealand had an independent voice - even from its ANZUS ally. Kirk also refused entry to the 

South African rugby team and sent two frigates to protest French nuclear testing at Muroroa 

Atoll. Kirk outlined his view on New Zealand independence when he stated the country had 

'come of age and must now stand on our own feet to reject the role of the dependent and at 

every opportunity seize the initiative'.297 While this comment was made with respect to the 

nation's sentimental attachment to the United Kingdom and was reflected in the actions he 

took as Prime Minister, it was also equally relevant to New Zealand's relationship with the 

United States.   

 

Post-Vietnam  

 

The strongly independent action taken by the Prime Minister during 1973 was also 

reflected in recruiting material of the period. At the inside cover of the booklet Command73, 

Kirk's mood and actions were reflected in the statement; 'New Zealand's defence policy is 

established within the country's broad national aims and is an integral part of its foreign 

policy. This foreign policy is designed to assist in expressing our country's national identity 

in the international field as well as maintaining the security and sovereignty of the 
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homeland'.298 Evidence that such logic influenced Government policy was established on the 

following page of the booklet; presented as a series of questions to, and answers from, 

Minister of Defence A. J. Faulkner who built on the Prime Minister’s arguments. The 

inclusion of so much input from the Government of the day in a recruiting booklet is 

somewhat unusual outside of wartime. Generally, recruiting material for the army, both prior 

to and after that time, had been apolitical. The inclusion of government policy in the booklet 

reflects the politically charged environment in which the military existed largely due to its 

involvement in the Vietnam War. The absence of political comment more generally can be 

considered a reflection of society’s view that while the army could be used as an extension of 

politics in the international arena, the army itself was an apolitical institution. 

 

  
Command73, Director of Recruiting, Defence Headquarters, Wellington, 1973, Alexander 

Turnbull Library, Call Number: Per COM. 

 

Protecting the 'homeland' as an appeal to patriotism occurred in other recruiting 

material of the period. In the booklet Command: The Life of a Young Army Officer, Major-

General L.A. Pearce, Chief of General Staff, wrote in his foreword:  
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I can imagine that the thought uppermost in the minds of many young men who will 

read this booklet is whether there is a place at all for an Army in the New Zealand 

world of today. My response would be to make the simple observation that every 

nation of any standing in the world finds it necessary to retain an Army as one means 

of ensuring the way of life it holds dear is safeguarded.299  

 

General Pearce's appeal to a sense of patriotism and status reflected the social reality that 

many New Zealanders – especially young people – questioned the very need for the country 

to maintain an army. Protests against the Vietnam War and the New Zealand military's 

involvement in it had been significant and affected public thinking long after the nation’s 

military contribution had ended. This had in turn seen the army and wider defence force's 

standing within the community diminish. Such feeling was exhibited through protest at 

ANZAC Day services and the defacement of war memorials, actions that would have been 

inconceivable prior to the Vietnam War.300 The 'New Zealand world of today' described by 

General Pearce was cynical towards Defence matters and the need for a Defence Force. 

Rather than ignore the issue, General Pearce chose to adapt his approach. In so doing he 

demonstrated that he, as leader of the nation's army, understood public sentiment within the 

society he was charged with serving.  

 

In another booklet aimed at recruiting officer cadets into the Armed Forces, Chief of 

Defence Lieutenant General Sir Leonard Thornton demonstrated a similar understanding of 

public sentiment. He wrote: 'I have often been asked why I joined the Regular Army six years 

before the outbreak of the Second World War and at a time when enlistment as an officer 

cadet in the Armed Forces was not overwhelmingly popular'.301 General Thornton also 

appeared in the booklet wearing civilian attire rather than in ceremonial uniform, which was 

traditional, most likely in attempt to remove another symbolic barrier between the military 

and the public. General Thornton’s comment, designed to show empathy for the youth of the 

day, can be viewed as indicative of the falling esteem with which the army was held at the 

time, to levels not seen since the early 1930s. General Thornton’s efforts to maintain both 

                                                
299 Booklet, Command: The Life of a Young Army Officer, Director of Recruiting, Defence Headquarters, 
Format Publishers Ltd, Wellington, 1973, Alexander Turnbull Library, Call Number: Per COM. 
300 C. Maclean and J. Phillips, The Sorrow & the Pride: New Zealand War Memorials, Wellington, Bookprint 
Consultants Ltd, 1990, pp.161-2. 
301 Booklet, Command ’75, Defence Headquarters, Wellington, 1975, Alexander Turnbull Library, Call 
Number: PAM 355.309 93 COM 1975. 



   

 95 

recruiting during a challenging period, as well good relations with the public, reflects the dual 

challenge and roles of printed recruiting material. General Thornton’s clear appreciation for 

of contemporary sentiment also demonstrates the harsh and arguably unwarranted nature of 

Prime Minister David Lange’s later reference to ‘geriatric generals’ and ‘unreconstructed 

military neanderthals’.302 

 

 
Command ’75, Defence Headquarters, Wellington, 1975, Alexander Turnbull Library, Call 

Number: PAM 355.309 93 COM 1975. 

 

Further evidence the army felt it necessary to convince the public of its worth is 

contained in a Minute titled, Speech Notes for Army Public Relations Plan.303 The Minute, 

produced by Army General Staff, showed the level of sensitivity and awareness within the 

army over public perceptions. The Minute stated that 'within the bounds of security and 
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political sensitivity, lecturers have a free hand in how they choose to present a talk and 

should be guided, above all, by the facts that: a. We have nothing to hide, b. We have a good 

Army, proud of its record and reputation overseas, and c. We have skills and capabilities 

which are as much use to the nation in peace as in war'.304 Despite the Army's sensitivity 

regarding public perceptions the organisation remained confident in its own legitimacy, 

demonstrated by the reference to 'facts', giving lecturers a 'free hand', and the emphasis on the 

army being a 'good Army' with nothing to hide. In a list of subjects predicted as being likely 

topics to be raised for discussion by the public, referred to later in the document, the two 

leading topics were 'Why do we have an Army?' and 'Why are troops still stationed in 

Singapore?’305 These topics again demonstrated that the army understood those questions 

officers and soldiers who engaged with the public would most likely be asked, as well as the 

army’s commitment to addressing public concerns adequately. 

 

Appealing to a sense of social obligation in the form of patriotism and service was 

most prevalent in recruiting material for the Territorial Force Volunteers. With the end of 

compulsory military training, including compulsory territorial service, the army found itself 

in a position where it had to start 'selling the TF [Territorial Force] to the Public'.306 Given 

some of the public cynicism faced by the army, the end of compulsory service – from a force 

strength perspective – came at an inopportune time. It also came as little surprise that the 

army had difficulty meeting its Territorial Force Volunteer (TFV) recruiting targets.307 

Territorial service was advertised as 'The ideal combination of Service with civilian life'.308 In 

a leaflet by the same title, it stated that Territorial Service also offered a chance to 'play an 

important part in the life of the community'. Emphasis on service was often nuanced in terms 

of that service being applied to the local or community level. One example of this was the 

booklet produced for the 6th Battalion (Hauraki) Royal New Zealand Infantry Regiment, 

titled Join the Bay of Plenty's Own.309 The booklet emphasised the local identity of the unit 

and its proud history of representing the Hauraki region. 
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T.F.V. The Ideal Combination of Service with Civilian Life, Wellington, 1970s, National 

Army Museum Archive, Accession Number: 2013.195.1. 

 

In the advertisement It's More Than Just A Job, soldiering was referred to as 'shared 

service'. Such a reference might, given aforementioned public cynicism, be considered 

somewhat out of touch or otherwise misplaced. The cynical view, however, was not the only 

one, as a survey by the Directorate of Personnel Research and Psychological Services 

(DRPS) revealed. In a report titled DRPS Research Report 67/74 Civilian Attitudes to 
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Employment: A Report on a Study of New Zealand Males, it was discovered that those in the 

community categorised as 'pro-Army' were ranked 'highest of all groups [surveyed] for 

patriotic motives'.310 In addition to valuing work that benefited the country, pro-Army 

respondents were also found to value organisations that demand loyalty; performed work that 

other people respected; and provided an opportunity to help others.311 The army's emphasis 

on patriotism, community service, status and helping others can, therefore, be seen as directly 

addressing the desires of the sector of society most amenable to the army.   

 

 
More Than Just A Job, 1977, National Army Museum Archive, Accession Number: 

2013.195.1. 
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In addition to values of patriotism and service, the army's role in defending the nation 

continued to be emphasised throughout the 1970s. Defending the country, however, 

increasingly came to be conveyed in terms of 'peacekeeping'. Peacekeeping was referred to in 

multiple recruiting items as a key role for the army, including: Royal New Zealand Infantry 

Regiment;312 Are You a Leader?313, and More Than Just a Job.314 Tied to the idea of 

peacekeeping and consistent with the altruistic theme of community service, was the army's 

role in delivering disaster relief and aid projects. In the advertisement Are You a Leader?, 

being able to lead soldiers in a 'crunch' was described as occurring during conflict as well as 

'peacekeeping, overseas assistance, civil emergency' operations.315 The accompanying image 

of an officer and radioman was also devoid of any weapons, as if to emphasise the pacific 

nature of contemporary military operations.  

 

In the booklet, Command73, General Pearce described a soldier's duties in New 

Zealand in terms of co-operation with civilian authorities, including 'joint action civil defence 

and disaster relief exercises and incidents'.316 He also emphasised the army's similar work 

overseas, including the construction of a ninety-mile highway in Thailand, civic tasks in 

Malaysia and creating a boat harbour in the Tokelaus. All of these were cited as having 

‘established lasting bonds between the New Zealand Army and the local communities'.317 

The use of exemplars involving civil tasks and building projects were designed to appeal to 

those members of the public who desired to help others. This theme also appeared in the 

advertisement Prove Yourself as an Army officer and Prove Yourself Anywhere. According to 

the advert, reconstruction tasks in 'hurricane-torn villages on Pacific Islands' and planning 

roads through rough terrain in New Zealand were just two examples of the tasks a young 

officer graduate could expect to complete.318 
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The concept of Collective Defence also endured from the 1960s into the 1970s, 

alongside the concept of New Zealand's first line of defence lying far from its own territory. 

The policy of 'collective defence' was explained in the leaflet, Join-In… Join-Up, in terms of 

New Zealand's security being threatened by events overseas and, as a result, New Zealand 

'must be prepared to send forces to those areas even though they seem to be far away'.319 

Such action, the leaflet argued, must be taken 'in association with other countries which share 

our interests and aims'.320 The tone of the leaflet, produced in 1970 and closely reminiscent of 

1960s recruiting material, reflected the continuation of the National Government’s defence 

policy. Following the election of the third Labour Government in 1972, the tone changed 

somewhat, though the underlying premise of defence through collective security co-operation 

remained the same.  

 

In Command73, Minister of Defence A. J. Faulkner, in answer to the question of what 

the main objectives of the country's defence policy in the years ahead would be, stated: 

 

First, we recognise our responsibilities on the international scene. We have 

emphasised our commitment to support the United Nations. And we certainly accept 

our responsibilities under the ANZUS Treaty, which links us with Australia and the 

United States in mutual defence… The United Nations and ANZUS were key points 

in our platform. We have a responsibility to fulfil our obligations, having a force with 

the capability to back up resolutions of the UN and to meet our commitments.321 

 

The words 'certainly accept' the nation’s responsibilities under the ANZUS Treaty intimated 

that the Government was less than happy with the arrangements. While commitment to 

support the UN was 'emphasised', ANZUS was 'accepted'. In addition to seemingly giving the 

UN primacy over the ANZUS relationship, the term 'accept' also sounds as though the 

Labour Government may not have chosen such an arrangement for itself.  The qualified 

statement of support for ANZUS reflected the Labour Government's overall policy towards 

the Vietnam War and United States for dragging a reluctant New Zealand Government into 

the war. It was only through sustained diplomatic pressure and the fear of alliance relations 
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being seriously weakened that former Prime Minister Holyoake had acquiesced.322 In the end, 

Holyoake’s fear of the economic and security implications of not becoming involved 

outweighed those for involvement.323  

 

As noted earlier, 1970s recruiting material saw a growing emphasis on personal 

character traits. In these items the army was depicted as a vehicle toward self-fulfilment, to 

become the person the viewer or reader wanted to be. Territorial Force Service for example, 

was advertised as increasing 'self reliance and self confidence',324 while a career as a Regular 

Force officer was advertised as a chance to 'prove yourself'.325 The items, therefore, sold the 

image of an army made up of people of the highest character traits and qualities. The broad 

range of character traits included integrity, leadership, enterprise, and responsibility. A 

recruiting booklet for the Regular Force Cadets, aimed at fifteen to seventeen-year-old boys, 

advertised the army as an opportunity for 'young men of integrity and personal enterprise [to 

be] educated to serve their country'.326 The same message was reiterated in other recruiting 

booklets for the Regular Force Cadets throughout the period, conveying the message that the 

army needed 'young men of integrity and personal enterprise [to] serve their country'.327 

Seeking boys as young as fifteen using integrity and personal enterprise as a selling point 

indicates these character traits were identified as being desirable in the eyes of the target 

audience – adolescent males, their parents, and society more broadly. 

 

Leadership was also emphasised in recruiting material, particularly for the officer 

corps. In one advertisement, for example, it was stated that commanding men 'demands 

special qualities - intelligence, imagination, courage. Above all, the ability to lead by 

example'.328 In another booklet, an apparent attempt to reach the widest possible audience 

involved describing natural leadership as including 'The tough kid in the playground who 

decides what game is to be played - and usually who succeeds in having the major role - is 
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exercising leadership just as surely as the captain of the 1st XV or the organiser of a protest 

demonstration or a factory manager'.329 While the breadth of examples itself is interesting, 

the mention of a protest demonstration organiser clearly reflected the era in which the booklet 

was produced. Protests were a feature of the decade, whether it be against nuclear testing, the 

Vietnam War, apartheid, the lake level at Manapouri, or land ownership; passionate New 

Zealanders were exercising their democratic right to protest for what they believed in, and it 

was New Zealanders with passion that the army wanted as recruits. 

 

Like protests, the values-based themes used in army recruiting material during the 

1970s would continue to be seen in the following decade. Central among the various issues 

being protested in New Zealand at the time was nuclear weapons.330 On 14 April 1982, for 

example, a motion by City Councillor Helene Ritchie to declare Wellington a Nuclear-Free 

City was carried with a vote of ten to eight.331 Wellington followed a pattern set by other 

towns and cities within the country, a ground swell that would soon become a political issue 

at the national level. In the run-up to the 1984 elections, Labour campaigned against nuclear 

weapons and ship propulsion. Once election victory had been secured, the new Prime 

Minister, David Lange, tried to soften his party's anti-nuclear policy, but to no avail.332 In 

1987, the Government passed the New Zealand Nuclear Free Zone, Disarmament, and Arms 

Control Act; but only after the Government had denied a US Navy ship from port access in 

New Zealand.333 The Act established the Nuclear Free Zone, prohibiting the presence, 

development or acquisition of nuclear or biological weapons within New Zealand, as well as 

outlawing visits by nuclear powered or armed ships of any other nation. In response, the 

United States Congress passed the Broomfield Act, reducing New Zealand's diplomatic status 

from ally to friend. The New Zealand Government's decision had in effect destroyed the 

ANZUS alliance.334 

 

The changing political and social landscape in the country can be clearly traced 

through the recruiting material of the period. In addition to the nuclear-free status of New 
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Zealand, the Labour Government also brought in major economic reforms, often referred to 

as 'Rogernomics' after Finance Minister Roger Douglas.335 The reforms brought in by 

Douglas opened up the New Zealand economy through a process of sweeping deregulation, 

creating a period of unparalleled financial gain - for some. Wage, income and foreign 

exchange controls were removed; subsidies for agriculture and industry ceased; tariffs were 

reduced; the move toward free trade with Australia was accelerated; transport and energy 

regulations were removed; the Reserve Bank was freed from political interference; and top 

tax rates were slashed from sixty-six to thirty-three per cent.336 The boom, made possible by 

deregulation, was followed by an inevitable bust in 1987. Despite the bust, however, the 

1980s saw a change in the way people viewed economics and business opportunities, placing 

more emphasis on business entrepreneurship, financial trading and financial gain. According 

to one contemporary army officer, the effect of this was the creation of a public ‘more 

concerned with ‘tangible’ economic issues than with, for example, funding ANZAC ship 

projects to counter unidentified external threats’.337 These changes in public perception were 

reflected in recruiting material content and context – where they were used.  

 

In 1988, the army launched a series of advertisements that used the image and 

language of contemporary business to target potential officer candidates. Officers were 

referred to as 'a very special breed' and noted for 'their physical and intellectual 

superiority'.338 The description of an army officer in terms of being special and superior 

would have sat uncomfortably with many serving officers of the time, yet for Carlton 

Advertising it was considered the best way to reach the army’s target audience. The 

advertising company's choice of titles - Board of Protectors and It's Your Honour - reflect 

their understanding of society, as well as what the target audience of young men and women 

valued.339 The two advertisements show that business and its associated trappings, coupled 

with ambition and an inflated sense of sellf, would do the art of persuasion best. The two 

advertisements remained, however, anchored in their appeal to the more socially-minded 

values of protection and honour. While the form of the advertisement may have changed, the 

core theme had not. 
                                                
335 P. Dalziel, “The Economic Summit: What People Were Thinking”, in P. Dalziel, in B. Easton (ed.), The 
Making of Rogernomics, Auckland, Auckland University Press, 1989, p.53. 
336 S. Stratford, The Dirty Decade: New Zealand in the 80s, Auckland, Tandem Press, 2002, p.46. 
337 A.B. Howie, “A Recruiting Strategy for the New Zealand Regular Army”, Commandant’s Papers, RNZAF 
Staff College, Staff Course No. 29, November 1988, p.1. 
338 Advertisement, The Board of Protectors, Carlton-Carruthers du Chateau Limited, 1988, National Army 
Museum Archive, Accession Number: 2013.195.1. 
339 Advertisement, It’s Your Honour, Carlton-Carruthers du Chateau Limited, 1988, National Army Museum 
Archive, Accession Number: 2013.195.1. 
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These values and themes were also reflected in another advertisement published in 

1988 titled Are You Good Enough?340 The advertisement featured a sketch of a young man 

and woman striking poses in fashionable attire. The image and its supporting text did not 

promote an ideal of service and sacrifice. Instead, the advertisement appealed to an inflated 

sense of self, stating 'You are young and ambitious. Physically you are in top condition. You 

demonstrate leadership qualities, and you are bright'. Having appealed to the ego of its target 

audience it finished with the statement, 'It's not just a job. It's a lifestyle'. While the statement 

may have been true, depicting an officer career as a 'lifestyle', as well as a career of service as 

advertised in the 1950s, marks a noteworthy change in the presentation of an officer career as 

one with meaning beyond that of simply being a ‘job’.341 

 
The Board of Protectors, Carlton-Carruthers du Chateau Limited, 1988, National Army 

Museum Archive, Accession Number: 2013.195.1. 

                                                
340 Advertisement, Are You Good Enough?, Carlton-Carruthers du Chateau Limited, 1988, National Army 
Museum Archive, Accession Number: 2013.195.1. 
341 Advertisement, A Career of SERVICE, 1950s, National Army Museum Archive, Accession Number: 
2013.195.1. 
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Are You Good Enough?, Carlton-Carruthers du Chateau Limited, 1988, National Army 

Museum Archive, Accession Number: 2013.195.1. 

 

It was not just the advertising industry that was aware of the social changes occurring 

in New Zealand and the concomitant need to adjust the tone of army-recruiting material. 

Several internal army documents from the 1980s showed the depth of consideration given to 

the problem. In a Minute from the Director of Defence Recruiting (Army) to the Deputy 

Chief of General Staff, he cited a lack of an identifiable role for the Army in society and a 

lack of public esteem for the officer profession as causing fluctuations in recruiting results.342 

The minute went on to state that the position traditionally enjoyed by the army with respect to 

the community was reducing in line with the declining number of ex-servicemen. The lack of 

any overt external threat to mobilise public opinion was also noted as having an adverse 

effect, making potential recruits less likely to be motivated by patriotic appeals than by 

'practical bait like career opportunities and pay'.343 The minute even suggested that 

recruitment advertising should advertise the army and its ‘lifestyle’ in order to be seen as 

more appealing.344 The recommendation to provide more practical bait than patriotic appeals 

should not only be viewed as a reflection of social values in the 1980s, but also as a reflection 

                                                
342 Minute, DD Rec(A) to DCGS, 10 November 1980, Archives New Zealand, Accession Number: ABFK 
W5563 7494 Box 18. 
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of the period of relative peace in which the army existed. After all, in the same decade, the 

Falkland's War, supported by the tabloid press, had given rise in Britain to a sense of patriotic 

jingoism not seen for decades.345 New Zealand, however, had no Falklands conflict of its own 

to trigger a comparable sense of patriotism, and no obvious prospect of being involved in 

armed conflict, with the possible exception of responding to a coup in Fiji. 

 

An appraisal of the challenge faced by the army in recruiting personnel, along with a 

way of meeting those challenges, was provided in ‘A Recruiting Strategy for the New 

Zealand Regular Army’. The paper, written as a professional academic appraisal by a student 

at the Royal New Zealand Air Force Staff College, provided a comprehensive account of 

army recruiting in the late 1980s. It cited a report by advertising agency Carlton-Carruthers 

du Chateau Limited that the 'Army was perceived to be anachronistic with no raison d'etre'.346 

In addition, the author suggested that the ANZUS ‘impasse’, alongside the cost of Defence 

during a time of economic hardship and budgetary constraints, made it ‘understandable that 

many perceptions about Army are unfavourable'.347 In order to counter this perceived lack of 

raison d’etre, the army employed two advertising agencies to assess the best way to address 

the issue. Unfortunately for the army, the recommended course of action provided by the two 

agencies differed. MDA McKay King believed that 'pride' was the key to a successful 

campaign, while CCdC recommended 'interest, challenge and lifestyle'.348 The seemingly 

contrary recommendations, however, reflected the reality that not everyone joined for the 

same reason or set of reasons. One experienced Territorial Force officer of the time, 

providing a 'personal view' on the subject of recruiting and retention, wrote that the main 

reasons people gave for joining the Territorials were challenge and achievement; 

comradeship; variety; adventure and the outdoors.349 Secondary to their reasons quoted for 

joining were keeping fit, patriotism and extra cash.350 MDA McKay King and CCdC’s 

difference of opinion simply reflected the complex range of reasons for why people joined 

the army. 

 

Despite the rise of business-oriented recruiting material, complete with appeals to the 

reader’s ego, many recruiting products continued to employ appeals related to more 
                                                
345 D. Welch, Propaganda: Power and Persuasion, London, British Library, 2013, p.111. 
346 Howie, p.2. 
347 Ibid. 
348 Ibid, p.5. 
349 NZ Army, Territorial Force Officer Handbook 1988, 1988, Alexander Turnbull Library, Call Number: 
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traditional values. The continuation of these values demonstrated that, while aspects of social 

change making it necessary for advertising approaches to be adjusted, many of society’s 

underlying values endure and thereby retain value as recruiting lures. Three of the values that 

continued to appear across a range of recruiting material were personal character traits, 

patriotism, and fighting for peace.  

 

A booklet for those on the cusp of joining the army as officer cadets, but still with an 

opportunity to withdraw their interest, dedicated its first two pages to the topic of military 

ethics. The first paragraph stated that 'the Profession of Arms exists solely to serve and 

defend the nation, this profession cannot conduct its affairs honourably without the strongest 

moral and ethical base'.351 The paragraph went on that the values exhibited by the army 'must 

be in accord with the highest principles, and must exemplify the ideals and values of the 

nation'.352 Five words were then added as summing up the personal character traits needed in 

an army officer; loyalty, responsibility, commitment, duty, and honour. These five values are 

notable not only for being in stark contrast to the egotistical and self-centred appeals made in 

other material of the period, but for being values that are recognisable in recruiting material 

as far back as the First World War. The explicit connection between the values of the country 

and those of the army made in the booklet also demonstrate that the army continued to see its 

role in New Zealand society as one of service to the people. This point is further reinforced 

by the booklet's statement: 'an officer cadet owes loyalty first to his country and the ideals for 

which our nation stands'.353 It also demonstrates how the army considered obligation-based 

themes linked to social values as being of continued value as a recruiting tool, including, in 

the case of this booklet, in the final push towards enlistment. 

 

                                                
351 Booklet, Officer Cadet School: New Zealand Commissioning Course, circa 1986, National Army Museum 
Archive, Accession Number: 2013.195.1. 
352 Ibid. 
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Officer Cadet School: New Zealand Commissioning Course, circa 1986, National Army 

Museum Archive, Accession Number: 2013.195.1 

 

The idea of service, so forcefully made in the Officer Cadet School booklet, was also 

made in the advertisement Leadership is Our Business. While the latter used the term 

'business' in an attempt to attract a generation influenced by the economic deregulation of the 

time, the values employed as recruiting devices were more traditional. Leadership is Our 

Business cited character as the 'basic quality of a leader'.354 The advertisement then broke 

down character into integrity, loyalty, courage and capacity for self-sacrifice. In addition to 

advertising officer careers in its own right, the advertisement also advertised the booklet The 

Profession of Arms. The booklet, which could be obtained by filling in a small application 

form contained within the advertisement, brought into play other traditional values as 

recruiting devices. 

 

                                                
354 Advertisement, Leadership is Our Business…, 1981, National Army Museum Archive, Accession Number: 
2013.195.1. 
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Profession of Arms, 1981, National Army Museum Archive, Accession Number: 2013.195.1 

 

The Profession of Arms promoted the idea of fighting for peace. The booklet 

described the army's 'dual role in contemporary society' as being the preservation of peace 

while still being prepared for war.355 It also stated that the army 'plays a vital role in keeping 

the balance of peace and preventing outbreaks of conflict in our areas of primary interest'. 

Building on the idea of preserving peace, the booklet also stated an officer was responsible 

not only for their own actions but the actions of their subordinates, adding to the qualities of 

courage and initiative the quality of humanity. The introduction of humanity as an officer 

quality could be viewed as a reflection of the growing peace movement in New Zealand and 

a general suspicion of the military. By promoting the army as a force for peace rather than 

war – in a form of Orwellian 'doublespeak' – the army sought to develop a public perception 

of the organisation in contemporary and socially acceptable terms. The promotion of such 

virtues was also subtly contained in the advertisement, They Joined for their Own Reasons 

..You'll Have Yours!356 This advertisement is noteworthy for its representation of the army in 

non-combatant terms and as deliverers of aid and assistance. In keeping with previously 

mentioned advertisements from the 1970s, the image used in They Joined for their Own 

                                                
355 Booklet, Profession of Arms, 1981, National Army Museum Archive, Accession Number: 2013.195.1. 
356 Advertisement, They Joined for Their Own Reasons.. You’ll have Yours!, circa 1980, National Army 
Museum Archive, Accession Number: 2013.195.1. 
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Reasons deliberately contained no weapons, despite having at least four soldiers within the 

picture. 

 

 
They Joined for their Own Reasons ..You’ll Have Yours!, circa 1980, National Army Museum 

Archive, Accession Number: 2013.195.1 

 

The 1990s built on the changes to values-based representations introduced in the 

1980s, such as the use of 'business speak', as well as the concept of the army being a force for 

good. Material of the 1990s also built on the idea of international cooperation to achieve 

global peace. The United Nations emblem was one of the most prominent visual symbols 

used in recruiting material during the decade. Even with such heavy emphasis on the United 

Nations, however, patriotism and service to New Zealand remained a significant feature of 

many recruiting products during the period. 

 

Service to New Zealand was an important feature in recruiting items of the 1990s, 

particularly for officer careers. This may be explained by research in New Zealand and the 

United Kingdom that indicated potential commissioned officers were more conscious of 
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political and patriotic motives than enlisted soldiers.357 These values were strongly promoted 

in the recruiting booklet Officer Cadet School: Serve Proudly Lead Wisely – a booklet 

visually wrapped up in the New Zealand flag.358 The booklet started with the line, 'The oath 

we take as members of the Armed Forces of New Zealand is to serve our country faithfully 

and well. For the Officers in this Army, this is not just a lofty ideal but a solemn duty'. The 

case for patriotic service made, the booklet moved on two paragraphs later to modestly note 

that as officers 'We must strive to act properly in the knowledge that we cannot always be 

right, and we must learn the power of humility in a leader'. This representation of leadership, 

though promoting similar values as seen in the 1980s, presented the role of officer in a 

significantly less egotistical way, a choice reflecting a social mood that may have been 

embarrassed by some of the socially adolescent excesses of the 1980s.359 

 

Post-Cold War 

 

Patriotism and the New Zealand Flag also featured on the cover of the recruiting 

leaflet Proud to Serve New Zealand.360 A unique aspect of this leaflet was its attempt to 

address every possible target group including potential Territorial Force officers and soldiers, 

as well as Regular Force officers and soldiers. The leaflet advertised New Zealand as part of 

the community, globally and locally: 'Today we are serving with the UN around the world, 

placing the Army, and NZ, in the international spotlight. Closer to home, we provide 

assistance to the South Pacific community and to New Zealanders themselves'.361 This 

service, the leaflet added, required 'everyone who serves the New Zealand Army [to] place 

the interests of the nation before their own'.362 The seemingly anachronistic appeal to 

patriotism, a value dismissed in a previously discussed minute recommending more 'practical 

bait', was found in the US survey to be the strongest factor relating to the propensity for 

people to enlist in the army.363  
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359 Stratford, back cover. 
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 112 

 
Proud to Serve New Zealand, 1990s, National Army Museum Archive, Accession Number: 

2013.195.1. 

 
Officer Cadet School: Serve Proudly Lead Wisely, 1990s, National Army Museum Archive, 

Accession Number: 2013.195.1. 
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Promoting the army's contribution to UN peacekeeping missions provided an 

opportunity to align patriotic adventure with the concept of peace and doing good. The duties 

of a peacekeeper were described in one brochure, What Do You Want Out of Life?, as 

'monitoring treaties and safe areas and carrying out mediation between opposing forces'.364 

The concept of doing good was, at the end of the 1990s, encapsulated in the army's recruiting 

motto, Kiwis armed to make a difference. The 'catchy motto', as Robert Ayson described it, 

helped convey the sense that the New Zealand Army served in the interests of good causes.365 

The motto and associated recruiting material also reflected the Government's commitment to 

a rules-based system of international security, more concerned with global causes of 

instability than with a direct threat to its territory.366 One of the dozens of recruiting items to 

carry the Kiwi's armed to make a difference motto begins by stating: 

 

The New Zealand Army is here to serve the nation, protecting and helping all New 

Zealanders in peace time as well as in times of conflict. We also give assistance to 

South Pacific communities and, internationally, we participate in UN peacekeeping 

missions around the globe.367 

 

1990s recruiting material, as much as any other period, represented the army as 'more than 

just a job'.368 It appealed to patriotism, service and upholding the country's values to a level of 

prominence not seen since the World Wars, though it was never entirely absent.   
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368 Booklet, Lifestyle that Lasts for Life, 1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 



   

 114 

  
Booklet, Lifestyle that Lasts for Life, 1990s, National Army Museum Archive, Accession 

Number: 2013.195.1. 
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Brochure, What Do You Want Out of Life?, 1990s, National Army Museum Archive, 

Accession Number: 2013.195.1. 

 

Depicting the army as a business, similar to any other business in the private sector, 

also continued to appear in recruiting material. The army was advertised as a 'management 

career like no other', reflecting the prevailing social attitudes with respect to professions that 

were valued.369 If the army were not valued by society for its own sake, it could be seen as 

valuable as a means of developing management skills. Recruiting material for the officer 

corps in particular routinely used references to officers in the army as 'leaders and managers' 

seeking to use language that would appeal to the target audience. Whereas references to 

gallantry and honour might have been deemed suitable recruiting ploys in the past, managing 

thirty people and an annual budget of $1.5 million was, in the 1990s, considered more 

effective.370 In addition to emphasising the opportunities provided by the Army to manage 

large budgets and personnel at a young age, it also advertised the training in terms of its value 

in the private sector. The army advertised itself as providing 'superior management, 

leadership and military training as well the chance to take tertiary qualifications, which we 
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pay for'.371 In advertising the careers in this way, the army subtly reassured potential recruits 

that a career in the army was a stepping-stone to future success outside the Service. The army 

as a stepping-stone, particularly for officers, seems inconsistent with the idea of the ‘solemn 

duty' to serve the ‘country faithfully and well'. The apparent inconsistency was likely done 

consciously, not to provide contradictory messages, but to appeal to the widest possible 

audience, i.e. those that are motivated by duty and patriotism, as well as those motivated by 

corporate success and professional advancement.  

 

 A review of New Zealand Army recruiting material throughout the period 1899 to 

1999 shows that continuity in social values was greater than change. While the manifestation 

of these values may have altered over time to maintain appeal, the values themselves 

remained, on the whole, consistent. The values of patriotism, duty and honour, for example, 

can be found in recruiting material throughout the period. Defending the country, its people 

and their way of life also features throughout the period. It is only at a superficial level that 

the manner in which these values are represented change. Instead of the Union Jack, we see 

the New Zealand flag. Instead of the imperial lion, we see the lemon squeezer hat. Where 

once we might have seen symbols of the sovereign, empire or commonwealth, we begin 

seeing the symbol of the United Nations. Throughout there is the underlying principle of 

service to one's country and its people. This is the place the army takes up in society and the 

one it projects through the advertising it produces to attract recruits.   

 

As established in the last two chapters, themes appealing to a sense of social 

obligation endured in NZ Army recruiting material throughout the period. This shows that 

selflessness was seen as an effective recruiting pull, as well as one that was considered 

appropriate to successive generations of New Zealander. It is also noteworthy that appeals to 

obligation-based values also occurred during periods of both peace and war. The presence of 

selfless values suggests that these themes were not merely a propagandistic feature of 

wartime recruiting posters as some studies have concluded. These studies, which treat all 

recruiting posters as propaganda, have viewed the use of selfless values in recruiting material 

as an example of social manipulation; with the privileged minority seeking to exploit a 

heightened sense of social unity in the majority created in a war-time environment. The 

argument for this assessment, however, fails to acknowledge that selfless values have been 

consistently used in peacetime recruiting material.  
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While obligation-based themes have endured as a feature of recruiting material, the 

nature of those values has not remained static. Reviewing the century of recruiting material 

used in this study reveals there have been four broad sub-sets of selfless values: Patriotism 

based on British or imperial identity; patriotism of a distinctly New Zealand nature; ideals 

including duty, honour, service, pride and citizenship; and the concepts of freedom, peace, 

democracy and justice. Within these sub-sets of selfless values, it is possible to trace changes 

in New Zealand society and of the New Zealand Army’s self-perceived place within it. 

 

The study of New Zealand Army recruiting material, from the South African War to 

East Timor, shows that the use of selfless values as a recruiting theme was significant. 

Patriotism, either British or New Zealand in its expression, as well as values associated with 

duty and concepts linked to peace and freedom, were used consistently as recruiting themes. 

The choice of these values was deliberate and sought to appeal to a set of selfless values 

widely shared amongst the New Zealand population. The strength with which the public held 

these values can be seen in two ways: first, by their use during wartime when people were 

being called to volunteer for service in a role that may result in their death; second, these 

values were also used in times of peace, including periods when there was no threat to New 

Zealand, demonstrating they were not contingent upon the presence of a perceived threat, but 

existed at all times as fundamental societal values. Lastly, the use of selfless values by the 

army shows that the army considered itself the embodiment of these values and the tangible 

manifestation of them through its actions. 

 

Obligation-based themes, however, were not the only recruiting themes employed in 

army recruiting material. Opportunity-based values were also used widely and consistently 

throughout the period. Opportunity-based themes even appeared concurrently with 

obligation-based themes, often appearing alongside one another in the same recruiting 

material. The co-existence of what might be considered inconsistent or even wholly 

conflicting themes reflects the complex environment in which recruiting material operates. 

Not only does society share a wide range of values, each individual, or potential recruit, 

makes their decision to be swayed by recruiting material based on a variety of factors. The 

next two chapters will explore the range of opportunity-based themes used in recruiting 

material that have been consistently used to encourage enlistment.  
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Chapter Three: Opportunity, part one – Travel, adventure, and 

financial security 
 

The previous chapters have demonstrated that there are a variety of reasons why individuals 

enlist in the army. It is, therefore, the task of the successful recruiter, using recruiting 

material, to touch on as many of those potential reasons as possible. The chapters on 

obligation showed that while the concepts of patriotism, honour and duty are powerful 

recruiting themes, they were insufficient to do the entire job of attracting recruits – themes of 

opportunity were also required. The idea that individuals will join the New Zealand Army for 

opportunity-based reasons is likely to sit uncomfortably with many, particularly serving 

military personnel, who are subject to powerful service sentiments, including a culture of 

military service, which can cloud memories of their original – and often complex – reasons 

for enlisting.   

 

Serving and former members of the army are commonly heard expressing the 

sentiment that they 'didn't join for the money’, the inference being a rejection of selfish 

motives in pursuit of more noble ones. The concept of higher motives is something the 

contemporary New Zealand Defence Force (NZDF) continues to promote. In 2015, the 

NZDF adopted the slogan A Force for New Zealand.372 This new slogan seeks to encapsulate 

and build on the idea that individuals join the military in New Zealand primarily for 

obligation-based reasons. Recruiting material shows, however, that regardless of how much 

military personnel, past and present, might wish otherwise, the New Zealand Army has 

consistently sought to leverage its target audience’s desire to seize an opportunity to meet 

individual aspirations. 

 

Like the many faces of obligation, there is no single opportunity-based theme that 

determines if an individual will join the army. Instead, there is a wide range of factors for 

recruiting material to address in order to maximise appeal to as many recruits as possible. 

Content analysis of New Zealand Army recruiting material reveals that consistent incentives 

presented to candidates include: pay, superannuation, vocational training, education, lifestyle, 

recreation, travel, adventure, job security, opportunities for advancement, and others. These 

themes have been routinely used in recruiting material, and, importantly, featured throughout 
                                                
372 The “A Force for New Zealand” campaign was launched on 6 September 2015 and was prepared by 
advertising company Saatchi and Saatchi. http://www.campaignbrief.com/nz/2015/09/the-new-zealand-defence-
force.html, accessed 29 September 2017. 
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the period under consideration. While this fact may disappoint those who believe more 

altruistic motives should suffice, it should not come as a surprise. Evidence of opportunity-

based material has been consistently present in army recruiting material and publicly 

displayed for recruitment in both peace and war. The inclusion and focus on opportunity-

based themes in recruiting material also demonstrates that the army’s hierarchy and recruiting 

staff were fully aware of the need for such content. The same themes were also present in the 

recruiting material of many countries, including the United States, Canada, Britain and 

Australia. Given New Zealand’s addiction to favourable comparisons with other nations, 

especially Australia, this last point should provide some consolation. 

 

The South African War provides the earliest evidence that potential recruits to the 

nation's army would need to be offered more than just a sense of duty or imperial loyalty. 

When considering whether New Zealand troops should be recruited directly into the British 

Army, Premier Richard Seddon dismissed the idea, in part because imperial rates of pay were 

considered too low to be attractive to New Zealanders.373 Seddon's conclusion about pay was 

all the more noteworthy given the prevailing imperial fervour of the time. Popular sentiment 

for the empire, Queen Victoria and even the war itself was not considered sufficient – by 

Seddon at least – to make war service appealing to New Zealand men. Around the same 

period in Britain, Regular army officers were paid such meagre salaries that they required 

private incomes to defray the costs of service, which included their uniforms, mess bills, 

horses, and even personal weapons.374 It might be argued that, as wrapped in imperial 

sentiment as New Zealand was, its sense of loyalty was still second to that small section of 

British society that provided the British Army's officer corps. 

 

As previously noted, the years between the war in South Africa and the First World 

War saw the introduction of the 1909 Defence Act, which included provision for compulsory 

military training. With this development, there was little need for recruiting material to attract 

volunteers until the massive mobilisation required by the outbreak of the First World War. 

Like the South African War, what might be considered opportunity incentives were 

recognised as important for the purposes of recruiting, particularly after the keenest of men 

had enlisted. The range of opportunity themes present in First World War recruiting material 

ranged from pay and economic security to travel and adventure.  
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Pay was a significant feature in the widely circulated public notice New Zealand 

Expeditionary Force Reinforcements.375 The notice informed prospective volunteers that 

'Provision is made for you when serving your country to receive pay at the following rate… 

4s. per diem for seven days in the week'. The notice went on to describe in detail the financial 

benefits of serving in the NZEF by rank and length of service. The regularity and 

predictability of pay was also emphasised, as was the free clothing and food on offer to all 

serving soldiers.  

 

A soldier holding the rank of Private upon enlistment earned 28 shillings per week, 

plus board and clothing. By comparison, the weekly pay of a farm labourer in New Zealand 

at the time ranged between 20 and 30 shillings, which included board but not clothing.376 As 

in Canada, military service would have been viewed by those tired of labouring as a 'sensible 

alternative'.377 Enlistment into the NZEF also offered regular pay, which was a form of 

economic security not necessarily guaranteed to labourers or men in similar employment. 

Like many New Zealand labourers, economic security was also a consideration for many 

working-class recruits in Britain during the First World War.378 

 

While First World War recruiting material explicitly addressed the incentive of pay, 

other opportunity themes were also present, even if their appearance was in more muted 

form. In Parliamentary Recruiting Committee (PRC) posters in particular, travel, adventure, 

camaraderie and uniforms that were 'claimed to be alluring to the ladies' were also present as 

recruiting themes.379 One of the best examples of travel being used as an incentive for 

enlistment featured in a recruiting poster for the Voluntary Aid Detachment (VAD). In the 

upper corners of the poster France, Italy, Malta, Gibraltar, Salonica, Egypt, Mesopotamia, 

Holland, Switzerland and Russia were listed as current locations in which VAD staff were 

serving.380 For women and men, the opportunity to travel, as well as experience the 

associated adventure and excitement, was one of the major incentives for war service. New 
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Zealand veterans of the First World War identified travel381, adventure382 and excitement383 

as important motivating features. The fear of missing out was also a motivation for some.384 

Decorated First World War soldier, and later Second World War pacifist, Ormond Burton 

summarised prevailing sentiment at the time in his book The Silent Division: New Zealanders 

at the Front: 1914-1919: 

 

There was an enthusiasm and a haze of rather splendid feeling. A great adventure was 

opening up. All the humdrum of life suddenly fell away and men were like young 

gods in a new world of romance.385 

 

Between the two World Wars little in the way of recruiting activity took place in New 

Zealand. The result is an absence of recruiting material until the period immediately before 

the Second World War. As noted in previous chapters, the response to the Chanak Crisis in 

1922 demonstrated the continued presence of willing New Zealand recruits. For those living 

in depressed economic circumstances in New Zealand, the opportunity to serve abroad was 

enticing. In March 1920, rumour spread, incorrectly, that a force of Territorials was to be sent 

to Samoa. Defence offices were ‘besieged’ by Territorials eager for the opportunity to serve 

abroad.386  

 

Although the prevailing economic conditions in the 1920s constrained the size of the 

armed forces and, consequently, limited the amount of formal recruiting material produced in 

New Zealand, recruiting continued in Britain and the United States. The themes used in their 

recruiting material foreshadowed those that would be seen in New Zealand’s recruiting 

material in the years to come. In the 1920s, for example, life in the British services was 

advertised as an opportunity to travel and play sport.387 At the same time in the United States, 

army recruiting material variously appealed to travel, education, advancement, pay and 
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benefits.388 By the 1930s, recruiting material in the United Kingdom again foreshadowed 

later trends in New Zealand Army recruiting. Despite the desire for recruits 'motivated by 

higher instincts than the King's gold', the introduction of the 'dole', or unemployment benefit, 

in the United Kingdom, made it necessary to increase the rate of pay for soldiers.389 In a 

volunteer army, service pay had to be competitive with that of the prevailing labour market. 

This did not necessarily mean that pay had to be better than the labour market because the 

army offered and advertised other benefits such as travel, adventure, and a chance to satisfy 

one's social obligations. Regardless of the prominence many service-oriented observers 

would seek for higher recruitment motives, money is and always has been a factor that cannot 

be ignored or downplayed. 

 

In New Zealand, the deteriorating economic situation of the 1930s influenced the First 

Labour Government’s decision to introduce a social security system known as the Welfare 

State.390 Rampant unemployment led to the creation of 'make work' schemes, where 

unemployed men were put to work on government schemes, often roading infrastructure 

projects.391 The ‘make work’ projects were also complemented in 1937 by the formation of a 

Territorial Special Reserve. The force was created to provide unemployed men the 

opportunity of five months military and vocational training. From a social welfare 

perspective, the training provided those involved with financial relief, as well as improved 

prospects for the future. For the army, it provided those who were eligible for regular or 

territorial service with the basic military skills for subsequent service – something that 

occurred a year later when the National Military Reserve was established.392 It also had the 

benefit of increasing the number of men with military training at a time when war seemed 

increasingly likely. 

 

The introduction of vocational training as an incentive for registering for the Special 

Reserve had, since 1937, been a significant theme in New Zealand army recruiting material. 

The obvious explanation for this is the attainment of saleable skills free of charge through a 
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period of service. For an unemployed man of limited financial means, time became a 

powerful currency to trade for investment in their future. A less obvious explanation, and one 

that was true in the United Kingdom in the 1930s, was a desire to address the image of the 'ex 

soldier beggar, the product of a dead-end career in the army'.393 That many men, even gallant 

and well-decorated soldiers, could fall on hard times following their service is demonstrated 

by New Zealand's own John Grant, V.C. Grant was awarded the Victoria Cross in 1918, but 

fell on hard times after the war, struggling to hold down full-time employment and possibly 

suffering from post-traumatic stress disorder.394  

 

The theme of betterment through vocational training and rejection of the ‘beggar’ 

stereotype was common to the end of the century, and remained a critical part of attracting 

recruits. Anecdotal evidence of the ‘dead-end career’ image of soldiering prevailed as late as 

the 1990s when I, at the age of 17, was considering enlistment into the New Zealand Army. 

Parents of a school friend informed me that joining the army was tantamount to 'wasting 

one's life'. It should be noted that these parents were well-educated, economically prosperous, 

and valued tertiary education – which they erroneously did not associate with the army – over 

vocational training. This experience was not uncommon among my later colleagues. Some 

even experienced more formal discouragement from their secondary schools, which sought 

the reflected glory of their former students’ tertiary and professional achievement. 

 

Even when New Zealand turned to conscription relatively quickly during the Second 

World War, sufficient evidence exists to show that opportunity themes continued alongside 

the dominant appeals to obligation. Service in the Second World War NZEF was represented 

as an opportunity for adventure and camaraderie. In the poster Join Your Pals!, for example, 

New Zealand soldiers with the distinctive lemon squeezer hats were depicted marching 

together.395 A similar image of marching off to war with one's 'pals' was represented in the 

advertisement To-Day, Your Place is Here.396 The representation of service in wartime 

recruiting material is consistent with popular culture depictions of excitement and 

camaraderie, both arguably justified, while ignoring the brutal violence and destruction of 

armed conflict. The image of combat as blending excitement with camaraderie was 

graphically captured in the advertisement Don't Sit Doing Nothing Come and Help!.397 The 
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advertisement featured a three-person crew behind a Vickers machine gun in the midst of a 

battle, while the text implored the reader to 'help your pals'.  

 

Adventure in the form of overseas travel was a recurring feature, which demonstrated 

continuity with earlier recruiting material of the First World War. The most famous example 

of this theme was the poster We Look to You… We Shall Not Look in Vain!, featuring then 

Major-General B.C. Freyberg backed by Egypt's pyramids (see page 65).398 To emphasise the 

travel theme, two New Zealand soldiers (distinguishable by their lemon squeezers) were 

shown silhouetted against pyramids, with one shown waving from atop a camel. The contrast 

in references to 'overseas service' as opposed to service at home was also a noteworthy 

feature of New Zealand's Second World War recruiting material. Evidence that overseas 

travel was influential in Second World War veteran's decision making is provided by one 

such veteran who recalled, '…we were keen to see the world, this was one chance to get out 

there and see something of the world'.399 The distinction made between home service and 

overseas service was clearly intended to act as a persuasive device. Interestingly, in posters 

where enlistment for overseas service was advertised, there was an overt depiction of army 

service as inherently manly. One example is the poster Men Wanted for Overseas Service.400 

The ship in the poster, which looks more like a cruise ship than a troop transport, appears to 

be leaving port. This implies the opportunity to get on-board for a great travel opportunity 

might soon be gone and those who delay their decision may figuratively, and literally, miss 

the boat. The dual reference to masculinity and military service abroad is an idea explored in 

the chapter on men, manliness and masculinity. However, it is worth noting this poster 

contained an indirect appeal to what John Mulgan expressed as a sad restlessness and 

affliction that instils in New Zealand men a desire to 'set out across the wide seas that 

surround them in order to find the rest of the world'.401  

 

Whilst opportunity-based themes were undeniably present in New Zealand Army 

recruiting material, they remained relatively muted until the end of the Second World War. 

As the war came to a close attention shifted to recruiting members for Jayforce, and 

opportunity themes emerged from the shadows to take centre stage. Service with the British 
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Commonwealth Occupation Force (BCOF) in Japan as part of the New Zealand Brigade 

offered the same rates of pay as those for the Second NZEF.402 This rather generous offer, 

considering that fighting had ceased and the threat to life had significantly diminished, was 

indicative of the need to offer sound remuneration. Those serving with the BCOF from New 

Zealand not only received the same rate of pay, they also received the benefits of tax-free 

deferred pay and a gratuity at the completion of their service. After six long years of war, it is 

unsurprising that incentives other than a sense of duty, or the need to fight for the concepts of 

freedom and democracy, would be required to recruit personnel in sufficient numbers to 

sustain New Zealand’s contribution to Jayforce. Early Jayforce recruiting material also noted 

the Government's aim to ensure all those enlisted for Jayforce would serve a minimum of six 

months in Japan.403  

 

 
Dominion Post, 3 March 1947, p.11. 
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As New Zealand's commitment to Jayforce continued, and the challenge of recruiting 

personnel in sufficient numbers grew, so too did the use of opportunity themes. Service in 

Jayforce was represented as 'The Chance of a Lifetime' and an experience not to be 

forgotten.404 The same advertisement referred to New Zealanders already serving with 

Jayforce and claimed 'The fascinating sights and quaint customs of one of the strangest lands 

in the world will provide memories for the rest of their lives'. The representation of Japan as 

an attractive travel destination was reinforced by the inclusion of small sketches of temples, 

shrines and women in traditional kimono. The advertisement made clear that deferring the 

decision could result in missing out on this chance of a lifetime: 'this may be your last 

chance'. In common with their forebears in the First and Second World Wars, many soldiers 

purchased cameras before departing for Japan, which indicates the availability of technology, 

but also that appeals to their desire to travel and experience something out of the ordinary 

were effective.405 As a persuasive device, the introduction of urgency was clearly designed to 

trigger a timely response by the reader. In later decades and during periods of peace, 

recruiting material was as much focussed on shaping the perceptions of adolescents who may 

join the army at some point, as it was focussed on achieving immediate recruiting objectives. 

 

Two days after the ‘Chance of a Lifetime’ advertisement, a second Jayforce 

advertisement appeared in newspapers. This one quoted a serving member of the force in 

Japan as saying '…the soldier has never been so well off'.406 The quote was used as the 

heading for the advertisement and was supported by a longer quote reportedly extracted from 

a recently received letter from a New Zealand soldier serving in Jayforce: 

 

We now have curtains in the Mess, an issue of china plates and dishes and a small 

sofa in every room, and now that we have a suitcase and wardrobe for each person 

things are really how they should be. I am sure, from what I have heard from chaps 

who have been overseas before, that as far as living conditions are concerned the 

ordinary soldier has never been so well off.407 

 

The advertisement further offered sport, recreation, generous leave, well-appointed clubs and 

camaraderie as experiences 'no young New Zealander should miss'. This broad range of 
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opportunity reasons to join the army remained common from that time onwards. This was a 

further evolution, since it was recognised that obligation and travel would need to be 

supplemented by competitive remuneration as adequate incentives to enlist. The introduction 

of sport, recreation, generous leave and first-class facilities became staple features of New 

Zealand Army recruiting material in successive decades. 

 

 

 
Alexander Herald and Central Otago Gazette, 5 March 1947, p.9. 

 

Before the end of the 1940s, the army further modified its recruiting material to 

achieve recruiting demands. These modifications consolidated and expanded the already 

growing range of incentives advertised to those who chose the job of soldiering. Following 

the immediate post-war economic adjustment, the continued growth of the New Zealand 



   

 128 

economy meant the army would have to compete for labour with other sectors. Furthermore, 

recruiting material could no longer hook potential recruits with the wartime offers of 

adventure and the lure of overseas travel. There was also a strong sense that the New Zealand 

Army sought to manage public perceptions through recruiting material of the period. The 

army was seeking to re-create its image from a proud fighting force of amateur soldiers who 

fought in war ‘for the duration’, to an army that was equally proud but made up of 

professional full-time career soldiers. 

 

 
Regular Force Cadets: Technicians in the Army of Tomorrow, Wellington, Universal Printing 

Products Ltd., 1948. 

 

One newly devised means for an individual to commence a career in the army was via 

the Regular Force Cadets. The Regular Force Cadet School was established in 1948 with a 

view to ‘train potential leaders and tradesmen for long-term service with the Regular 

Force’.408 The school, originally open to 16 to 17 year olds, needed one hundred recruits per 
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year, half of whom were enlisted for an eight-year term.409 In the earliest recruiting booklet 

for the Regular Force Cadets, Cadets were described as ‘Technicians in the Army of 

Tomorrow’.410 Trade training was literally the centre-piece of the booklet, with educational 

training taking a distinct second place. The booklet argued that as a result of the war the army 

had the ‘latest and most advanced equipment and plant in New Zealand’. As a result, trade 

training equipment and instruction was presented as second-to-none. If that was not enough 

to convince the reader that the training would be of the highest quality, it was also noted that 

trainees were encouraged to gain civilian trade qualifications. The benefit of a civilian 

qualification was specifically presented as a path for army tradesmen to pursue equivalent 

civilian employment at the end of their eight-year term.  

 

Other benefits awaiting recruits to the Regular Force Cadets were excellent welfare, 

hobby, sport and recreation facilities. Pay, allowances, superannuation and gratuities were 

also explained in detail. So too was the promise of even higher pay as a soldier, which, 

according to the booklet, had been made attractive in order to ‘attract men capable of 

undertaking greatly increased responsibility in time of emergency’.411 A married private 

received 8/18/- a week, which was a princely sum compared to a Cadet’s starting rate of 2/2/-

Money was not just used as an incentive for young men, but was also the principal incentive 

offered to attract adult recruits. In the 1948 leaflet Regular Army Recruitment: Conditions of 

Service for an Army Career, a foreword by Minister of Defence Fred Jones stated: 

 

The Army offers an attractive career… The Government has introduced a new pay 

code which compares very favourably with that of Industry… Associated with the 

new pay code, there is a superannuation scheme for long service soldiers, whilst short 

service is compensated by gratuities payable on discharge.412 

 

What was additionally noteworthy in the leaflet Regular Army Recruitment: Conditions of 

Service for an Army Career was the absence of any reference to obligation. In the half decade 

following the Second World War, it was determined that opportunity as opposed to 

obligation incentives were those that would be most effective. The primary incentives the 
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army advertised were good pay, job security, trade qualifications, and travel and lifestyle, all 

of which suggested a public shift towards material well-being. After half a century of 

hardship involving two World Wars and the Great Depression, it is hardly surprising that 

New Zealanders wanted more for themselves. 

 

In the brief interlude between war or other forms of adventurous operational service 

overseas, the army had filled the void by emphasising other opportunities and benefits of 

army life. As soon as the prospect to serve overseas presented itself once more, the army was 

quick to seize on adventure and the chance to experience overseas travel as recruitment 

incentives. This was certainly true of the 1949 booklet The Royal Military College Duntroon: 

A Guide for New Zealanders Interested in Cadetships.413 The booklet, which advertised 

opportunities for men to join the Corps of Staff Cadets at the Royal Military College (RMC) 

Duntroon in Australia, also emphasised that ‘since the war, some [RMC graduates] have been 

attached to British units in Hong Kong and Malaya. Selected officers also attend courses of 

instruction overseas, mostly in the United Kingdom’.414 Other than the reintroduction of 

travel and the requirement for higher academic standards for entry, the RMC incentives 

designed to attract Officer Cadets echoed those for soldiers and Regular Force Cadets. Most 

notably, the RMC booklet stated, ‘To secure the right men, conditions of the service have 

been made attractive. Salary rates compare favourably with those of other professions’. 

Salaries and retiring allowances were also listed, which indicates the army recognised that 

potential officers considered many of the same factors as potential soldiers when weighing 

their decision to serve.  

 

Eleven items of recruiting material containing opportunity themes were identified 

from the 1940s, while sixty-five items were identified from the 1960s. The marked increase 

in surviving recruiting material from the 1950s compared to earlier decades indicates the 

army experienced significant difficulty in recruiting and/or retaining personnel and became 

more proactive about recruitment. The increase in recruiting material even occurred in a 

decade when compulsory military training (CMT) had been re-introduced. The Military 

Training Act 1949 made all males liable for military service upon reaching the age of 18 and, 

barring those exempted for medical, compassionate or conscientious objector reasons, they 
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were required to undertake 14 weeks full-time training. A referendum held before CMT was 

reintroduced found that the measure was supported by nearly 80% of those who voted.415 

While a comfortable majority of the population were prepared for service to be made 

compulsory for young men, the need for parallel permanent recruitment drives indicates few 

young men wished for a life of military service themselves. This is understandable given the 

prevailing economic situation of the time, and the potential outlet CMT gave to their 

adventure-seeking without needing to commit to a career. The outbreak of the Korean War in 

1950, which sparked an economic boom, added to the army’s personnel challenges.416 The 

boom led to a period of full employment that remained until recession hit in 1967.417 During 

the 1950s and 1960s, army recruiting operated in an intensely competitive market for quality 

personnel, explaining the marked increase in recruiting material and the commensurate 

emphasis on opportunity themes.  

 

   
Regular Army Recruitment: Conditions of Service for an Army Career, Wellington, 

Hartleys, 1948. 
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To boost success in this unprecedented period of economic prosperity, the army used 

a wide range of publications and approaches to reach its target audience. Posters, booklets, 

leaflets and advertisements abounded, with a clear focus on capturing recruits at a young age. 

Advertisements for the Regular Force Cadets were commonly placed in the Students’ Digest, 

alongside articles on army careers and traditions. Amongst the Students’ Digest articles were 

titles such as “Prep” School for Famous Soldiers,418 A Career in the Army,419 New Zealand 

Boys Speak of Life at Duntroon,420 and Tradesmen in Khaki.421 The themes employed in the 

Students’ Digest advertisements ranged from travel, education, sport, trade training, pay, and 

recreation facilities, to the good prospects for a long-term career. Various other printed 

recruiting items for the Regular Force Cadets were also produced during the 1950s, 

containing a similar set of opportunity themes. One example presented the bottom line up 

front, stating Regular Force Cadets offers boys aged 16 or 17 with ‘unequalled 

opportunities… a career with a future’.422  

 
Students’ Digest, June 1950, p.19. 
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The best example of the army seeking to compete with industry for young recruits 

was in the booklet New Zealand Army: Regular Force Cadets: Careers for Boys produced in 

1957.423 Under the heading ‘Your Decision and the Future’ the booklet noted: 

 

It is not easy to make up your mind what you are going to do when you leave school. 

For one thing, a developing economy like ours offers more and more kinds of jobs. 

Some of them look attractive. Some really are. But not all of them will bear the close 

investigation which is necessary if you are to be certain that your final choice is a 

wise one. How often have you heard people say they would have taken a different 

course if they had known all the facts at the outset? Well, it is in your own interest to 

find out all the facts and weigh them - to make sure that the job you choose now is not 

only in line with your present preference and ability, but offers in the future the things 

you would like to have for yourself and your family. 

 

Having sought to establish itself as honest broker, the recruiting booklet went on to describe 

in detail the opportunities for commission, academic education, trade training and travel to 

England, Australia, Fiji, Japan and Korea. With respect to trade training, the booklet added - 

under the heading ‘Points to Consider’ - that cadets were encouraged to gain civilian 

qualifications and that the Army’s salary scale also included free food and housing.  

 

Recruiting material aimed at adult recruits was equally up front about the myriad of 

self-interested advantages of an army career. One such example was the advertisement A 

Choice of Over 70 Careers… in the Army.424 The advertisement was an early example of 

gender balanced recruiting to be further discussed in other chapters, which concluded with 

the statement: ’For Better Pay… For Better Prospects … A Better Life All Round. Join the 

Regular Army!’. As with most recruiting material of the period, the advertisement also 

emphasised the ‘first class’ pay rates and conditions of service the army offered. In addition 

to clearly refining the opportunity incentives of pay, prospects and life all round, the 

advertisement was also noteworthy for having no reference to any obligation-based themes. It 

was common to blend opportunity and obligation themes throughout recruiting material in 
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order to broaden appeal to as many potential recruits and motivations as possible. In the 

1950s, however, the prevailing emphasis was on opportunity themes, with the exception of 

recruiting material for specific service in Korea and Malaya. This situation lends further 

weight to the assertion that the New Zealand public’s focus on material benefits had grown. 

 

When New Zealand’s commitment to Malaya expanded in the 1950s, so too did the 

opportunity to produce travel-linked recruiting material. Throughout the decade, a series of 

posters and advertisements were released to advertise service in Malaya, which were 

reminiscent of earlier Jayforce advertising in their emphasis on comfortable living conditions 

and generous pay. Among the principal reasons to ‘Apply Now!’, one advertisement referred 

to the ‘New Modern Quarters on Sea Coast’, ‘Good Pay and Allowances’, and ‘Opportunities 

for Travel when on leave in this exotic, exciting country’.425 The advertisement also features 

the image of a soldier interacting in a store with a young, attractive Malay woman. The 

undoubted intention of the advertisement, which was aimed at young men, was to present 

service in Malaya as a unique opportunity that blended good pay and allowances with an 

exotic environment and attractive local women. The suggestive nature of the advertisement is 

a reminder, if one was needed, of the timeless association between wartime service and sex. 

It is noteworthy that references to sex, or opportunities for promiscuity while serving abroad, 

were not featured in any First or Second World War recruiting material, despite the 

availability of brothels in rear echelon areas. The coupling of sexual undertones with 

recruitment for service in Southeast Asia that began in the 1950s continued into the 1960s 

and 1970s.  
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Go Overseas with the Infantry!, 1950, National Army Museum Archive, Accession Number: 

2013.195.1. 

 

Further printed recruiting material to promote overseas service included the 1950 

poster Go Overseas with the Infantry!426 This poster, with its marked single focus, 

acknowledged the appeal overseas travel was thought to have at the time. Other 

advertisements used the appeal of overseas travel alongside other themes, such as the 

advertisement Your Chance for Overseas Army Service.427 The advertisement offered 

overseas travel in the title supported by an attention-grabbing photograph of New Zealand 
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soldiers on jungle patrol. The advertisement then proceeded with a blend of opportunity and 

obligation themes: 

 

Your enlistment will help New Zealand and Malaya. It’ll help you, too. Any Army 

Office will gladly tell you all about conditions of service, pay and allowances, 

gratuity, superannuation etc. 

 

As noted earlier, the coexistence of opportunity and obligation themes in the 1950s was 

limited, likely a result of the prevailing economic conditions that obliged a stronger 

opportunity focus. The increased physical risk associated with operational service in Korea 

and Malaya explains why these conflicts produced the exceptions to this trend. It is one thing 

to join the army in peacetime for purely opportunity reasons, but to do so in war would be 

mercenary. It would seem the army recognised most potential recruits would be happy to 

serve in dangerous operational environments, attracted by good pay, travel and adventure, but 

some would only be secured by the presence of a ‘good cause’ - an inherent obligation 

motive. 

 

The economic boom of the period was not the only challenge the army faced when 

recruiting personnel. There was also a growing undercurrent of opposition to New Zealand’s 

developing political and military links to the United States. The mood of this opposition was 

reflected in James K Baxter’s 1956 poem Harry Fat and Uncle Sam. The poem, somewhat 

presciently captured what would become a more widespread public view: that the 

relationship between the New Zealand and United States governments was increasingly 

inequitable, with New Zealand allowing the US, as Baxter put it, to ‘call the tune’.428  

 

A representative collection of the dominant recruitment themes in the 1950s was 

offered in the 1955 booklet A Man’s Career.429 The booklet (to be explored in greater detail 

in the chapter on masculinity) contains the sub-headings: Trade Training, Qualifications, 

Rank and Prospects, Education, Sports, Hobbies, Terms of Service, Pay and Allowances, 

Housing, Promotion, and Leave. These themes dominated recruiting material throughout the 

decade and, in many respects, set the blueprint for opportunity-based themes in future 
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recruiting material. The unique economic and social conditions of the late 1940s and 1950s 

forced the army to adapt its recruiting material to remain relevant. The shifting emphasis in 

army recruiting material towards opportunity-based themes was therefore indicative of 

broader changes in New Zealand society. Stated plainly, in little more than two generations 

New Zealanders had gone from enlisting in the nation’s army out of a deep sense of patriotic 

duty to joining for largely opportunity reasons. Economic prosperity within New Zealand, 

both with respect to wages and living standards, was amongst the highest in the world at this 

time. Operating within this context the army had to compete with salary and lifestyle 

packages being offered in other professions, likely contributing to the increased use of 

opportunity themes in its recruiting material. 

 

Army recruiting material of the 1960s continued using many of the same opportunity 

themes seen in the previous decade. The 45 distinct printed recruiting items to appeal to 

opportunity motives during the decade did, however, reveal a shift in emphasis. As always, 

this emphasis shift reflected changes in New Zealand society. The 1960s saw increased 

military commitments in Southeast Asia, including Vietnam, and also from 1967, the end of 

the halcyon period of full employment. From the middle of the decade, the generation born in 

the post-Second World War period also came of age and began to reject many of the social 

values and traditions respected by their parents’ generation. The structure of the army had 

also changed by this time, with the Regular army now providing an important nucleus upon 

which to mobilise a deployable Division using supplementation from the Reserve Force. The 

maintenance of this nucleus had required near continuous recruitment over more than a 

decade, in a period when competition for human resources was fuelled by economic growth. 

As a result, army recruiting had in many respects professionalised their approach to 

recruiting, which was an evolution reflected in internal army documents and the recruiting 

material of the period. 

 

New Zealand’s growing commitments in Southeast Asia, particularly in Malaya, gave 

the army one of its most popular recruiting drawcards of the 1960s. The 1962 leaflet New 

Zealand Regiment: The Infantry, was one such example.430 The front cover of the leaflet 

showed two New Zealand soldiers travelling upriver on a sampan. The image could be 

mistaken for a tourism brochure, were it not for the rifles resting on the soldiers’ legs. The 

two soldiers looked relaxed and happy, while their local coxswain casually smoked a 
                                                
430 Leaflet, New Zealand Regiment: The Infantry, 1962, National Army Museum Archive, accession number 
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cigarette. The imagery inside the brochure also did little to dispel the impression that Malaya 

represented a military tourism destination, as opposed to a theatre of military operations. One 

image showed New Zealand infantrymen on patrol between rice paddies. The soldiers 

themselves appeared relaxed, with weapons slung and the lead soldier appearing to smile at 

the camera. Two further images appeared below, one with soldiers using helicopters on 

operations – albeit with no weapons or webbing in sight – and one image of soldiers playing 

rugby. None of these images projected Malaya as anything other than a great place to travel. 

The leaflet went to such lengths to give the impression of Malaya as a benign operating 

environment that it included a photo depicting the arrival in Malaya of New Zealand soldiers’ 

wives and families. 

 

Any concern that the content analysis of the leaflet New Zealand Regiment: The 

Infantry has been misinterpreted is put to rest by the poster Fly to Malaya with the Army.431 

The poster, which would not have been out of place in a travel agency window, offered little 

more information than two messages: the army was an opportunity to fly to Malaya and 

recruiting had begun for the 2
nd Battalion New Zealand Regiment. Further supporting this 

information was an image of a young woman in traditional dress alighting a three-wheeled 

cycle-taxi. Completing the attractive image of Malaya was a stately building mixing oriental 

and European architectural styles, beset by palm trees. The use of the young woman as an 

attraction to overseas service is reminiscent of earlier Jayforce and Malaya recruiting posters 

of the 1940s and 1950s. The same themes were projected in the leaflet Aim High… Join the 

Royal New Zealand Infantry Regiment.432 The leaflet explained that ‘Concession fares for 

soldiers and reduced accommodation charges at Army Hostels and Hotels make travel well 

within the soldiers’ reach’. Accompanying the text was a photo of a soldier being helped by 

an attractive female shop attendant. The implicit, albeit disguised, use of sex to sell life in the 

army, triggers memories of New Zealand soldiers of the two World Wars and their infamous 

liaisons with local prostitutes.433 
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Fly to Malaya with the Army, 1963, National Army Museum Archive, Accession Number: 

2013.195.1. 

 

When viewed through a particular lens, there was sexual suggestiveness in the 

presentation of Malaya and the terms used to frame the opportunities of service there. One 

leaflet described how in ‘colourful Malaya’ the ‘striking picture of peoples of varying 

cultures - particularly the charming Malay - forms only a part of the vivid scene that is 

Malaya’.434 The same leaflet then described Penang Island, the most popular leave centre for 
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soldiers, as a place ‘where the conception of the “glamour of the East” comes closest to the 

truth. Palm-fringed beaches, exotic temples, duty free shopping, bright night-life, and all the 

colour and bustle of an international port live up to the visions of life in the East’. Yet 

another, using the same description of Penang added, ‘For longer breaks, trips to Singapore, 

Bangkok and Hong Kong are favoured by those with a taste to travel’.435 For the most part 

soldiering has historically been a young man’s game and young men are often preoccupied 

by sex. Leaving moral judgements aside, it is understandable that the army used sex, or the 

promise of opportunities to find it, to sell the army lifestyle at a time when it was struggling 

to recruit personnel in sufficient numbers. Furthermore, I have found no evidence to suggest 

that there was any backlash or criticism of the army’s approach. The army’s recruiting 

material had, therefore, been able to appeal to a motive important to its primary target 

audience, while avoiding a broader social backlash. In effect, the material had weaved a 

careful path through New Zealand’s moral sensibilities. 

 

The lure of travel was not always associated with sex. In recruiting material for the 

Regular Force Cadets, overseas travel was mostly associated with adventure. The booklet 

New Zealand Army: Career Training for Boys: Regular Force Cadets, described how the 

‘army now offers, especially to its younger soldiers, a chance to serve overseas and a 

prospect of adventure’.436 The booklet was aimed at 16 to 17 year olds and noted that 18 

former Cadets had gained commissions at Duntroon, Sandhurst or Portsea, while non-

commissioned officers who had started in the Regular Force Cadets had travelled to England, 

Australia, Fiji, Japan, Korea and Malaya with the army. Another leaflet, targeting adult males 

rather than adolescents, promoted the Royal New Zealand Artillery as a chance to ‘Go 

Overseas with the Gunners’.437 The leaflet described how members of Royal New Zealand 

Artillery had recently undertaken ceremonial duties in Britain, allowing for sight-seeing 

opportunities in London; had been on exercise with Australian troops in Australia; and were 

currently fighting in Vietnam ‘alongside Australian and US Forces’.  

 

Through its recruiting material, the army was positioning itself in the job market as an 

employer of choice for those seeking to go abroad and do something adventurous. It also 

sought to promote the idea of embarking on a ‘life less ordinary’. In the 1960s, when youth 

                                                
435 Leaflet, Serve with the Infantry, 1965, National Army Museum Archive, Accession Number: 2013.195.1. 
436 Booklet, New Zealand Army: Career Training for Boys: Regular Force Cadets, 1960, National Army 
Museum Archive, Accession Number: 2013.195.1. 
437 Leaflet, Royal New Zealand Artillery, 1965, National Army Museum Archive, Accession Number: 
2013.195.1. 



   

 141 

became more exposed to the wider world through television and reduced travel costs, many 

were beginning to reject the country’s suburban norms.438 By the mid-1960s, the army had 

identified this growing sense of dissatisfaction amongst the nation’s youth and begun to 

target it for recruitment. Various pamphlets promoted the army as a uniquely satisfying 

career, either in the title or in a few bold subheadings. The reduction in word count within 

army advertisements, leaflets and booklets in this period is also indicative of a generation that 

was disinclined to patiently read through screeds of information. Unless the advertising 

grabbed their attention immediately and offered clear incentives, they were unlikely to read 

it. Examples of this can be seen in the 1966 poster Variety & Satisfaction in Army Careers, 

the 1966 Lions Itinerary, and the 1966 advertisement Who Goes Here?. Variety & 

Satisfaction in Army Careers simply carried the strapline ‘Trade Training. Good Pay. 

Prospects for Promotion’.439 The 1966 Lions Itinerary was equally blunt, bullet pointing: 

Career Satisfaction; Sure Prospects; Escape from Routine; New Pay Rates; Superannuation; 

and Job Interest as reasons to join the army.440 Who Goes Here?, listed many of the same 

themes as the Lions Itinerary, with the addition of ‘Recognition and reward for Effort’.441 

The idea of a ‘life less ordinary’ was summarised in the 1968 poster For the Most Exciting 

Job Go Overseas with the Infantry, as ‘Variety is the spice of Infantry life’.442 

 

Recollections of former service personnel confirm that the army’s emphasis on travel 

was an effective recruiting theme. Barry Henderson, an infantry company medic deployed to 

Vietnam in 1968, said his motivation for joining the army was ‘adventure, an opportunity to 

travel’ - in effect, exactly what the army had been advertising.443 Wayne Lindsay, also a 

Vietnam Veteran, said adventure was one of the two things that motivated him, along with 

his father taunting him for not being man enough to face action in war.444 Ironically, while 

the comments of these two Vietnam veterans confirm travel and adventure as primary 

motivations for joining the army, there was far less direct advertising for Vietnam than there 

was for Malaya. This can partly be explained by the greater size and duration of the 

commitment to Malaya, but also likely reflects the greater controversy surrounding New 

Zealand’s involvement in the Vietnam War. In 1965 the Director of Army Recruiting, 
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Lieutenant-Colonel H.L. Jones, complained that organisations opposing the war had 

hampered recruiting efforts: ‘people go along to meetings and hear propaganda. They come 

away with doubts… The thing is that at present the country has given the Army a task, but is 

not encouraging the men to come forward to do the task’.445 An example of how the army 

used Southeast Asia as a drawcard, while avoiding specific reference to Vietnam, was the 

1967 leaflet Go Where the Action Is!, which included the subheading, ‘Join the Infantry Now. 

Be in South East Asia by November’.446  

 

 
Go Where the Action Is!, 1967, National Army Museum Archive, Accession Number: 

2013.195.1. 

 

In addition to travel and adventure, remuneration remained a cornerstone opportunity 

theme in recruiting material of the period. There were signs, however, that army pay scales 

relative to other employers had dropped by the beginning of the decade and were not 

corrected until the mid-1960s. When considering army pay rates in 1960, readers were asked 

to bear in mind the other benefits of army life such as free food, accommodation and 
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clothing.447 Army pay was also described as ‘regular as the tide’ and when added to ‘free 

clothes, free meals, free quarters, it is something worth getting’.448 Superannuation at a 

‘comparatively early age’ was also cited as financial incentive to join the army.449 Free 

medical, dental and optical care were also advertised benefits of army service, as were its 

generous leave provisions and excellent recreation facilities. By 1966, however, the army was 

no longer couching its pay in terms of other benefits. Instead, the army was advertising ‘new 

pay rates’ in recruiting material and producing leaflets that solely dealt with pay rates and 

scales.450 The army’s pay-scales were considered a sufficiently powerful incentive that in the 

1967 leaflet Go Where the Action Is!, pay details and other financial benefits took up nearly 

half the leaflet.451 By 1969 the army was promoting itself as a secure job, with ‘pay scale and 

fringe benefits’ that are ‘really good money!’452 One of the financial benefits was eligibility 

for a housing loan up to $7,000 following ‘almost certain’ overseas service.453 

 

As in the 1950s, the attainment of trade qualifications was also offered as a reason to 

join the army. Similarly, the army promoted the quality of its trade training as being equal to 

that of the best civilian standards, though this was more common in the 1960s.454 The army 

made an effort to emphasise civilian equivalency, noting that the New Zealand Trade 

Certification Board recognised some of the technical training soldiers undertook in Waiouru. 

The clear implication was that skills gained would set individuals up for their eventual life 

after the army.455 This point was made explicitly in the 1962 booklet You as a Soldier: 

‘Civilian employers gladly accept Army-trained men when they go back to civvy street, 

where an “Army ticket” is guarantee that “this man knows his job”’.456 In addition to the 

attraction of gaining trade skills useful in civilian life, the army also emphasised its unique 

point of difference, such as working on armoured vehicles.457 In this way, the army sought to 
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link the concept of something exciting - working on tanks - with the tangible opportunity 

presented by gaining a trade qualification.  

 

By addressing the issue of civilian equivalency in trade qualifications, the army was 

also acknowledging that not everyone was looking for a lifetime career. This is noteworthy, 

because it is often assumed that during the middle of the century, a ‘career for life’ was what 

people sought; they chose a career after leaving school and stayed in it. The recognition that 

not all soldiers sought a long military career is a contrast to that given five years earlier in the 

booklet New Zealand Army: Regular Force Cadets: Careers for Boys, ‘that the job you 

choose now is not only in line with your present preference and ability, but offers in the 

future the things you would like to have for yourself and your family’.458  While the army 

would no doubt seek to retain its trade-qualified staff, it was seemingly comfortable to 

encourage potential recruits to join for inherently opportunity-based reasons, such as gaining 

a qualification for later civilian life.  

 

Internal army documents from the time prove the army was comfortable using 

opportunity themes in recruiting material. The 1967 handbook for army recruiters, produced 

by the Director of Army Recruiting, advised recruiters to know all of the advantages of army 

employment: 

 

Know all its Advantages…It has been proved that the following are strong points of 

appeal to a young man seeking a job, and the Army can offer them: a. Variety & 

Interest (Job satisfaction), b. Out door work, c. Security of Employment, d. Good 

Prospects, e. Reasonable Pay and Regular Increases, f. Travel, g. Comradeship, h. 

Full Training… There are many others: - Free Medical and Dental care; Low cost 

Motels; Free uniform issue (value approx. $200) plus upkeep grant, Removal 

expenses for household, Disturbance Grants; Good leave; Generous sick leave 

provisions; Social & sporting facilities; Travel warrants; Educational opportunities.459  

 

While this advice may leave the impression that the army was focussed solely on 

opportunity-based themes to encourage recruitment, such themes were not the only 
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inducements used. In 1967, the Director of Recruiting sombrely noted the army, like any 

firm, must alter its product to remain successful.460 For the army, however, failure to alter its 

product would not result in bankruptcy but failure to meet the army’s commitments. This 

point, made in the context of the Cold War, clearly alluded to the duty placed on recruiters to 

keep New Zealand Army’s up to strength in Southeast Asia.  
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 Chapter Four: Opportunity, part two – Outdoors, excitement, and 

education 
 

The use of opportunity-based themes in army recruiting material during the 1970s is 

revealing for several reasons. The first is the subtle shift in priority given to certain themes. 

One example was an increased emphasis on the army as a career offering excitement, with a 

partial, but by no means absolute, reduction in emphasis on pay. The second was the added 

emphasis given to the theme of the army providing a unique opportunity to gain a positive 

start in one’s working life, further building on an idea consolidated in the 1960s. The third 

was the influence of the newly introduced All Volunteer Force (AVF) system of recruitment 

in the United States Army. The AVF spurred a veritable genre in academic thinking relating 

to all facets of army recruiting, ranging from what motivated individuals to join to how best 

to recruit and retain them. These studies informed New Zealand Army thinking at the time, as 

well as the army’s own studies into recruiting issues. New themes also emerged during the 

1970s, including the army as an opportunity to gain a tertiary education. The end of 

compulsory military training in 1972 also brought about a subset of recruiting material 

specifically focussed on the Territorial Force Volunteers. Another theme to emerge was the 

idea of officer careers as an entry point into enhanced social status, with business world 

overtones. Recruiting material for specialist officers, including clergy, also emerged during 

the decade, providing a unique twist on opportunity-based themes. 

 

The shifts in emphasis highlighted above, alongside the new themes to emerge during 

the decade, did not, however, displace many of the tried and true incentives for joining the 

army. Travel, recreation, sports, job satisfaction, and a life less ordinary continued to feature 

as important baseline themes within recruiting material. There is also evidence to suggest that 

the public’s perception of the army had been tarnished both by changes in social norms and 

through its involvement in the Vietnam War. This is not to suggest that its reputation had 

been damaged to anywhere near the same extent as that of the United States’ Army, but there 

is a hint within New Zealand Army recruiting material from the period that a subtle form of 

perception management was being employed. The army was in effect seeking to re-shape 

perceptions amongst the country’s youth, promoting the individualistic nature of modern 

soldiers. 
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Join-In… Join-Up…, 1970, 

National Army Museum Archive, Accession Number: 2013.195.1. 

 

During the 1970s, virtually every printed recruiting item contained reference to army 

careers as offering excitement and adventure, often in close association with overseas travel. 

An example of this occurred in the leaflet Join-In… Join Up… where it was claimed, ‘We 

didn’t invent excitement - we just pay you and keep you while you enjoy it… … 

Overseas!’461 Another example was the advertisement, Join the Young Professionals, where 

Cadet training was promoted as a ‘chance to travel - see exciting places overseas’.462 The 

idea of the army as a life less ordinary, promoted during the 1960s, had been upgraded to one 

of excitement. This tweak in emphasis was reflected in the army’s effort to attract young 

New Zealanders who were uninterested in the lifestyle their parents had been satisfied with 

during the post-war period. As veterans of the Great Depression and Second World War, 

their parents were often happy with the economic and social security achieved in the late 

1940s to late 1960s. Their children, however, had grown up in a boom period, with little to 
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contrast it with. The result was a generation that did not value as highly the life their parents 

had struggled to achieve and were looking for something more than the suburban bliss of the 

quiet Kiwi cul-de-sac.463 

 

For those who viewed life in a state housing estate with dread, the army offered more. 

In the mid-1970s advertisement If You Want a More Active, Outdoor Life Take a Job with Us, 

the army made a strong case for adventure.464 The advertisement noted that ‘In the Army, 

weekends aren’t the only time you can sample the great outdoors - lead a more active, more 

adventurous kind of life’. It then reinforced this statement by comparing civilian tractor 

driving with driving a tank, and being a forestry worker with a radio relay-man in the army. 

The argument was clear; in the army you would do more than your friends who stuck with 

civilian jobs. To seal the army’s case, the advertisement countered the idea that a soldier’s 

life in peace-time was dull, stating ‘There’s nothing dull about slamming a 24-ton tank over 

rough country at 40 m.p.h’. The army had made its point of difference clear – the army 

offered an ‘out’ from the routine jobs awaiting young men – including those from rural and 

small-town New Zealand. The army was firmly positioning itself as an interest-packed job 

offering an alternative way of life to what most young New Zealanders could see for 

themselves outside the army. 

 

The action and adventure offered by the army extended beyond the country’s great 

outdoors and driving tanks to exploring the orient and partying in Australia. Numerous 

recruiting products focussed on Singapore as the ultimate, and very attainable, objective of 

every soldier recruit. The army advertised itself as the metaphorical ‘road to Singapore’ and 

Singapore offered all sorts of opportunities for action, adventure and excitement.465 

According to army recruiting material, the army was not just a road to Singapore; it was the 

best road to get there. In the 1975 advertisement, The Best Way to See Singapore is to Work 

There, three images of Singapore’s tourist attractions were used to support the headline.466 

The central image was that of an attractive young Singaporean woman looking over her 

shoulder smiling. Furthermore, the advertisement pointed out that ‘off duty, your time’s your 

own’, you would enjoy ‘good money… an exciting, different way of life’, and leave could be 
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taken ‘in places like Bangkok, Kuala Lumpur, Hong Kong’. With a stated target audience of 

17½ to 26-year-old men, the advertisement had clear, as well as familiar, base undertones. In 

effect, the message being deliberately conveyed to the young male mind was: Singapore is 

full of attractive young women; the army provides an opportunity to get there; you’ll have 

money in the pocket; and enough time off work to pursue those attractive women. ‘Action’ 

was not, it seems, something limited to driving tanks at 40 m.p.h. 

 

 
The Best Way to See Singapore is to Work There, 1975, National Army Museum Archive, 

Accession Number: 2013.195.1. 

 

For potential officer candidates, training at overseas military colleges was also 

emphasised as a chance to see some non-combat related action overseas. In the 1978 booklet 

A Challenge for a Chosen Few; The Royal Military College of Australia, Duntroon, 

Duntroon’s proximity to Canberra was promoted as one of the college’s ‘greatest 
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attractions’.467 The advertisement went on to state, ‘There’ll be no shortage of action on the 

social front’, followed by the line, ‘Interested? If you’re single, between 16 1/2 and 19 1/2 … 

contact your local Army Recruiting Office for further information’. Though this 

advertisement had no images of attractive women, the underlying message remained the 

same. For the advertisement’s young, predominantly male, target audience the army was an 

opportunity to go overseas and being overseas presented increased opportunities to fulfil 

one’s carnal ambitions. 

 

While overseas travel sometimes had sexual undertones, this was not always the case. 

Not every potential recruit was a young man, nor was every young man going to be attracted 

by sexual themes. For much of the army’s target audience, the prospect of travelling overseas 

at no personal expense would have provided sufficient incentive. This was something the 

army clearly recognised, emphasising in recruiting material the various opportunities for both 

officers and soldiers to travel overseas. Singapore was promoted as a jumping off point to 

travel throughout Southeast Asia, while operational service in Vietnam offered five day rest 

and recuperation opportunities in Bangkok, Tokyo, Hong Kong and Taipei.468 Officer careers 

were also promoted as a chance to train at Duntroon, Sandhurst, Portsea, and Westpoint, in 

other words, Australia, the United Kingdom and the United States.469 Other ‘occasional’ 

travel destinations listed in recruiting material during the period included Fiji, Hawaii and 

Europe.470 The army did not, therefore, limit itself to advertising travel as something that 

solely occurred in the period after enlistment, either as an officer at an overseas training 

college or a soldier in Singapore; the army offered a career of travel.  

 

Like overseas travel, pay continued to be included as an opportunity-based reason for 

joining the army. A common subheading in recruiting material was ‘pay and allowances’, 

noting the ‘generous’ allowances for overseas service, including location allowance, field 

allowances, overseas transfer grants, home transfer grants, tax-free deferred pay whilst on 

active service, end of service grants and rehabilitation housing loans of up to $7,400 

following active service.471 Proof that money continued to motivate, particularly for those on 

active service, was provided by a news article from the period titled ‘Pay Packet’s The Thing 
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In Vietnam’.472 In the article, a Gunner in the artillery on his second tour in Vietnam was 

quoted saying, ‘I’m up here for the money’. The article then explained the various allowances 

and tax-breaks available to those serving with the New Zealand Army in Singapore and 

Vietnam. The article noted, however, that ‘Even with overseas service benefits, New Zealand 

Army pay rates tail behind those of Australians and Americans’. Justification for the lower 

pay by the army was that New Zealand’s cost of living was lower, meaning that equivalent 

living standards could be achieved by New Zealand soldiers compared to their overseas 

allies.  

 

Similar equivocation and relativism was used to explain army pay in recruiting 

material of the time. In one example, the reader was told they would ‘earn good money, and 

if you show leadership ability, promotion can come fast. Your living expenses will be lower 

than in any civilian job - so saving’s easier’. In this example, like many of the 1970s, what 

constitutes ‘good money’ was not stipulated, making comparisons difficult. Meanwhile the 

idea that promotion ‘can’ come fast and that saving will be ‘easier’ due to the relatively low 

costs of living were less than convincing. In one of the few printed recruiting items published 

during the period to provide actual pay rates for an individual serving in the Regular Army, 

the pay rate was low and the advertisement somewhat noncommittal in terms of future 

earnings. In the 1977 booklet, a Lieutenant’s salary was listed as $7,900 per annum, while the 

reader was told they could, within eight years, ‘reasonably expect to the hold the rank of 

Major’ with a salary of $11,300.473 In 1977 the average wage in New Zealand was $8,453, 

placing a Lieutenant’s salary 7% lower than the national average.474 Given that the target 

audience for the booklet were electrical engineering graduates from university, the pay 

offered was far from convincing. While the salary earned by a Major was relatively high at 

30% above the national average, it was neither guarantied nor attainable in the short term. 

 

During the 1970s, there was a discernible shift in the emphasis on army pay from 

being a principal incentive for enlistment to secondary incentive. Far fewer printed recruiting 

items included detailed pay charts than during the previous two decades, while there were 

also fewer stand-alone leaflets detailing army pay scales. This shift reflected three social and 
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economic factors of the time. The first was that the target audience was increasingly 

motivated by considerations other than pay. Evidence of this was shown in the army’s own 

research, which placed pay behind seven other working conditions desired by those with 

‘pro-Army tendencies’.475 Desired working conditions to trump pay included interesting 

work, job security, variety, merit-based promotion, learning new skills, prospects for 

advancement and freedom from monotony. The second was that the male unemployment rate 

had doubled from 0.9% in 1966 to 2.1% by 1976 and 4.5% by 1981, arguably easing the 

pressure on the army to compete for personnel.476 The third was simply that the army’s pay 

was no longer as attractive as it had been. In 1968 the median annual salary for a Lieutenant 

was $2,901, while the national average was $2,907.477 Nor was army pay in the 1970s 

necessarily favourable when compared to the country’s traditional allies. Research showed 

that in 1974 the United States, Canada and the United Kingdom had pay scales comparable to 

civilian employment.478 

 

Research in the United States, resulting from the introduction of an AVF in 1973 and 

the period of debate preceding its introduction, helped inform thinking about recruitment in 

other countries. It was found that intrinsic job interest dominated all other factors, indicating 

that prospects for advancement and learning new skills were among the factors that exceeded 

the influence of pay.479 This would explain why the army continued to promote trade training 

and academic qualifications as important themes in recruiting material, with increasing 

emphasis on university degrees for officers.  

 

The army promoted itself as offering a ‘flying start’, promising ‘first class training’ 

among other benefits.480 The Regular Force Cadets continued to be advertised as providing 

the ‘best way’ for young men aged 15 to 17 years to receive first-class training in a trade 

apprenticeship.481 Furthermore, the Regular Force Cadets were advertised as providing a ‘fast 
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start’ to an army career, a career it was claimed already provided a flying start in life.482 The 

training, army recruiting material contended, offered career prospects ‘few civilian 

occupations can equal’.483 As occurred in the 1960s, the enduring benefits of trade skills 

attained through the army were also emphasised.484 For those with academic rather than trade 

skills in mind, the army increasingly advertised the opportunity to gain tertiary qualifications. 

In the 1973 booklet Command: The Life of a Young Army Officer, a large section was given 

over to describing the ‘The Officer at University’ and the ability to gain a degree whilst at 

Duntroon.485 The booklet quoted Lieutenant R.L. Scott, a recent graduate of Duntroon: ‘I 

wanted to go to Duntroon to learn about soldiering and warfare. But looking back, one year 

after graduation, I realise that perhaps the most lasting and significant part of my four years at 

Duntroon was the general, tertiary education’. The publication of this view was significant, 

for it could be seen as promoting the selfish attainment of a qualification ahead of selfless 

idea of servant leadership. 

 

With respect to attracting potential officer candidates, other trends emerged in the 

1970s that could be viewed as a subtle shift by the army to broaden its appeal. In Command: 

The Life of a Young Army Officer, for example, the role of the officer was described as 

‘gaining the respect and confidence of those serving under him’.486 This traditional projection 

of officer qualities, namely the ability to earn respect and instil confidence, was contrasted 

with later comments that army officers belong to ‘the world’s most exclusive professional 

club’. A club providing a ‘social life no other profession can equal’, in a profession held in 

such ‘respect and prestige’ that it would enable the officer ‘to make a wide range of contacts 

at every level of society’. Being an army officer was advertised as an opportunity to climb the 

social ladder.  

 

Management rather than leadership and command also appeared in recruiting material 

targeted at potential officers. One mid-1970s advertisement for officer careers stated ‘the 

Army Officer probably receives the most advanced training in modern management 
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Museum Archive, Accession Number: 2013.195.1. 
485 Booklet, Command: The Life of a Young Army Officer, 1973, National Army Museum Archive, Accession 
Number: 2013.195.1. 
486 Ibid. 



   

 154 

techniques obtainable anywhere’.487 This was reiterated elsewhere, referring to techniques 

such as cost benefit and critical path analysis as management techniques in which officers are 

trained.488  

 

 
Get the Facts on Trade & Further Education in the Regular Force Cadets, mid-1970s, 

National Army Museum Archive, Accession Number: 2013.195.1. 

 

Both the shift towards emphasising tertiary qualifications and the introduction of 

commercial business terms provide evidence that the army was attuned to social changes 

occurring within New Zealand. One mid-1970s advertisement, for example, sought to dispel 

the perception that the army was overly restrictive: ‘Petty regulations are out. Off duty your 
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time’s your own - you dress how you want, go where you want’.489 Another, from 1975 titled 

Individuals Count in Today’s Army, stated ‘You’ll be more than just a name, rank and serial 

number in today’s Army’. Another, titled Today’s Army: Your Kind of Army, Your Kind of 

Life from 1977, stated ‘today’s Army offers the kind of life that’s more, much more than 

name, rank, serial number and a set of dazzling toe caps’.490 Reflective of the Human Rights 

Commission Act 1977, the same advertisement appealed to ‘Male or female, young or not so 

young, spare time or full time’. Perhaps the most interesting example of the army seeking to 

address public perceptions was a 1979 advertisement placed in the Listener for Regular Army 

careers for officers. Under the heading Academic Freedom and the ‘Military Mind’ The 

advertisement stated:  

 

A Military University seems almost a contradiction in terms. In Western countries at 

least, universities have been the traditional bastions of intellectual freedom and 

enquiry. How then can a university preserve its essentially independent character 

within an overall framework of military discipline.491  

 

The advertisement answered the question by suggesting that Duntroon offered a campus that 

‘is far less regimented and conformist than one might suppose’ and noted that all academic 

staff were civilians, independently appointed by the University of New South Wales.  

 

Two unique examples of opportunity-based based recruiting themes used in the 1970s 

were those for the Territorial Force Volunteers (TFV) and for Clergy, which the army 

colloquially refers to as Padres. With the end of Compulsory Military Training on 31 

December 1972, the army created the TFV. Recruiting material for the TFV adopted a 

principally two-pronged recruiting approach, both of which appealed to opportunities sought 

by potential recruits. The two prongs consisted of adventure and pay. Significant emphasis 

was placed on the TFV as a place to ‘get some action into your life’.492 Rappelling down 

cliffs, jumping out of vehicles, crewing tanks and even underwater demolitions were depicted 

as part of the work done by the ‘the Territorials’. The advertising motto of the Territorials 
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was ‘active part-time soldiers’.493 The Territorials were literally depicted as The Great Spare-

Time Adventure and a chance for a life-less-ordinary.494 The TFV were also advertised as a 

great way to ‘make your spare time pay’.495 These advertisements were mostly aimed at 

broad sections of society, noting that Territorials came from all walks of life. Others, 

however, were more targeted, aiming at those with specialist skills or, in the case of the Make 

Your Summer Vacation Pay campaign, at students.496 Detailed information on pay was 

provided in most TFV recruiting material, noting both the pay rates for attending Whole 

Time Training, as well as the annual tax free bonus paid to the Territorials.497 As identified in 

previous chapters on the use of selfless values, TFV recruiting material did not exclusively 

focus on selfish motives.  

 

One of the most interesting items of army recruiting material produced in the 1970s 

was designed to recruit Clergy. What makes the advertisement interesting, however, is not so 

much the target audience, but the familiarity of the opportunity-based themes used within it. 

The army as a career offering action and adventure was contained in the title of the 

advertisement: If You’re a Clergyman Looking for a Quiet, Secluded Life, You’d Better Turn 

the Page.498 The advertisement also sought to dispel the preconception of the army as being a 

place where individual initiative was constrained, noting ‘the Army probably offers you more 

freedom than you’ll find anywhere, freedom to fulfil your ministry and freedom to develop 

your personal gifts’. The final incentive used in the advertisement was the most surprising - 

pay. While noting that money was not the most important thing in a clergyman’s life it stated, 

‘it’s nice to know you’re appreciated. Your salary and allowances compare favourably with 

your fellow officers’. The use of opportunity-based themes to recruit soldiers and officers, 

Territorials and Regulars, as well as clergy, demonstrates that by the 1970s the army had 

accepted the central importance of appealing to individual’s opportunity-based themes. No 

one was exempted from the use of opportunity-based recruiting themes, confirming beyond 
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doubt that the army could not rely on themes associated with a sense of social obligation to 

do the job of recruiting.  

 

 
If You’re a Clergyman Looking for a Quiet, Secluded Life, You’d Better Turn the Page, 

National Army Museum Archive, Accession Number: 2013.195.1 

 

As the 1980s began, the opportunity-based themes of action, challenge and adventure 

continued to be used as army recruiting themes. Likewise, the idea of the army as an 

organisation promising a good start to a successful career and a chance to get overseas also 

continued. The prominence of travel as a recruiting theme, however, reduced in proportion to 

New Zealand’s diminishing Defence commitment in Southeast Asia. In its place, the army as 

a place to learn business and management skills increased. These changes in recruiting theme 

reflected the army’s efforts to adapt to the changing political and social context of the time. 

The 1980s were a time of considerable change for New Zealand.  The country’s military 

presence abroad diminished, the adoption of an anti-nuclear policy led to suspension from 

ANZUS, the effects of the 1977 Human Rights Commission Act continued to be felt, and 

sweeping deregulation of the business sector led to economic boom followed by bust.  
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The army of the 1980s was represented as a career offering action and adventure. 

These themes, represented in both written and graphic forms, featured in most recruiting 

items. If it was a life less ordinary, or ‘altogether different’, that one wanted, then the army 

offered it.499 Action and adventure was equally applied to the Regular Force and the 

Territorials. A series of posters in 1980 carried the theme, offering the choice of adventure on 

both a full-time, Regular Force, and part-time, Territorial Force, basis. Whether it be 

patrolling down a river, abseiling down a cliff, parachuting, or driving armoured vehicles 

through the snow, the army represented a chance to do something exciting.500 Interestingly, 

none of the posters had a link between adventure and overseas military service, which was 

common during the 1960s and 1970s. By the 1980s the army remained attuned to the pull of 

action and adventure to their target audience, but also to the question many in that audience 

were asking - What does the army do when it’s at home?501 

 

In contrast to the bold use of action and adventure to attract recruits into the army, the 

early 1980s also saw a set of other themes used to encourage enlistment, particularly for 

officers. In 1981 the army represented officer training as a place where an individual’s ability 

would be taken ‘well beyond command leadership to management skills’.502 The same 

recruiting item went to describe how some officers were encouraged to take post-graduate 

courses at regular universities. The academic facilities offered by the army, according to the 

advertisement, were ‘unexcelled’. The emphasis on tertiary education and management skills 

reflected the growing importance placed on higher education amongst those viewed as 

suitable for recruitment into the army as potential officers. It also reflected the army’s view 

that many from this sector of society could most effectively be drawn to the idea of service 

by offering qualifications and skills they could later apply to civilian life; being an army 

officer in itself was not being sold as a long-term career choice. 

 

For potential soldiers, trade training, rather than academic education or management 

skills, continued to be used as a theme. In the poster, Amazing, How Many Great Jobs Begin 

                                                
499 Advertisement, A Career in the Modern Army, circa early 1980s, National Army Museum Archive, 
Accession Number: 2013.195.1. 
500 Poster, Become Army Territorials, 1980, National Army Museum Archive, Accession Number: 2013.195.1. 
Poster, Become Army Regular Force Infantry, 1980, National Army Museum Archive, Accession Number: 
number 2013.195.1. 
Poster, Become Army Regular Force, 1980, National Army Museum Archive, Accession Number: 2013.195.1. 
501 Advertisement, What Does the Army Do When It’s at Home, 1981, National Army Museum Archive, 
Accession Number: 2013.195.1. 
502 Advertisement, How Does the Army Always Produce the Right Man for the Job?, 1981, National Army 
Museum Archive, Accession Number: 2013.195.1. 



   

 159 

with ‘A’, for example, it stated, ‘Apprentices, tradesmen, or anyone keen to be a tradesman - 

you don't have to look further than ‘A’ to find a really good job. There’s dozens of 

opportunities for you in the Army’.503 In line with the continued use of this theme, 

consistently used in recruiting material for soldiers over the past several decades, was an 

emphasis on living and working conditions.504 The difference in emphasis in selfish themes 

used in officer and soldier recruiting material reflected the difference in target audience. 

Though New Zealand may not have had a class-based society as pronounced as that seen in 

the United Kingdom, socio-economic differences were undoubtedly present, leading to 

differences in what young New Zealanders were looking for in a career.  

 

By the mid-1980s the army was struggling to enlist sufficient new recruits to maintain 

its overall personnel numbers. Despite adopting a more scientific approach to recruiting 

during the 1970s, which it continued to pursue in the 1980s, the army could not recruit and 

retain sufficient personnel. The army had carefully studied the country’s changing 

demographics, identifying in 1984, for example, that in two years 28% of New Zealand’s 15 

to 24-year-olds would live in the Auckland region.505 By contrast, Canterbury and Wellington 

respectively would have little over 10% of 15 to 24-year-olds. The army was also cognisant 

of what the other armed services were doing in their own recruiting campaigns. Evidence that 

the army saw itself in competition with the Royal New Zealand Air Force can be seen in the 

comparison made with one of its new posters, noting that it ‘compares more than favourably 

with the RNZAF Skyhawk one’.506 Considerable effort had gone into the creation of the 

poster, in order to compete directly with the RNZAF and to match as best as possible the 

appeal of the Skyhawk poster. The result was two visually arresting posters promising 

thrilling careers, both of which were destined for school noticeboards and magazines 

throughout the country.507 
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Fly Me!, Headquarters RNZAF, Wellington, 1980s, Bill Hopper - Private Collection. 
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Army Officer, Headquarters Army, Wellington, 1984, 

National Army Museum Archive, Accession Number: 2013.195.1. 

 

As previously noted, the army was facing a recruiting and retention problem by the 

mid-1980s, despite its best efforts. In February 1985, the army’s SO2 Recruiting508 explained 

the situation to his subordinates: 

 

Predictions for this year, to say the least are grim. We are now chasing the discharge 

tail. So many are leaving which is causing an accelerating turnover in the manning of 

our Army. We, as Recruiters, can do little about the discharge rate but we can do 

something about the flow of recruits. We need every potential recruit of the approved 

standard that we can lay our hands on. Steps are being taken to increase the capacity 

of Basic Courses, starting with April’s [recruit course number] 207 which hopefully 

will be of double size. But we need recruits to fill them. Our exercise to increase 

advertising finance is about to go to the Defence Executive Committee where 

hopefully it will be approved, giving us near double 1984/1985’s finance. The ball is 

in your court chaps. Get out there, into over-drive, and recruit. Basic 207 at 120 
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strong is our first objective. So speed up anyone you have in the pipeline. If there are 

any problems with medical clearances etc, let me know.509 

 

The army’s situation in early 1985 was in stark contrast the situation in December 1980, 

when plans were put in place to cancel recruit courses due to the army reaching its 

‘authorised manpower ceiling’ – a product of successful recruiting and retention.510 Army 

Recruiting’s emphasis on strategic planning, psychological studies on what young people 

looked for in a job, and which region the majority of young New Zealanders would live, had 

been replaced by an urgent need to shift recruiting gears into ‘over-drive’. Somewhat 

counter-intuitively, New Zealand’s unemployment rate at this time was rising.511 It was also a 

period of economic uncertainty that led then-Prime Minister Robert Muldoon to impose a 

wage and price freeze between 1982 and 1984.512  

 

A likely contributing factor to the army’s troubling retention rate could have been a 

failure to meet expectations. During the 1970s and early 1980s, army recruiting material had 

increasingly used action and adventure as a major recruiting theme. Many of those who 

joined during the period may well have been attracted to the army by the offer of a ‘life less 

ordinary’. This phenomenon of failing to meet expectations was identified in a Canadian 

study titled Retain or Perish: Why Recruiting Won’t Save the CF [Canadian Forces]. The 

study found that individuals signed up to experience those things that are depicted in 

recruiting posters. The Canadian study found that the reality of contemporary military life, 

namely its bureaucratisation, were not why people joined the military and worked as a 

disincentive for people to stay in.513 A recent study of the New Zealand Army has similarly 

found a gap between expectations of soldiering as highly active and the reality of soldiering 

where soldiers ‘routinely sat around doing nothing’.514 In the case of New Zealand Army 

recruiting material of the period, prospective recruits were led to believe that life in the army 

would involve abseiling down cliffs, parachuting and driving armoured vehicles through the 
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snow as norms of activity. Reality, however, would be more mundane, with the staples of 

military discipline – equipment inspections, parades and physical training – making up the 

bulk of a soldier’s daily routine. 

 

 
Parent and School Magazine, Vol. 18, No.4, Summer, 1987, pp.34-35. 

 

Although the mid-1980s brought challenges to recruit under pressure, this did not 

result in any significant change in the recruiting themes used by the army. The continuity of 

themes within the decade was an indication that the army considered its approach sound, 

underpinned by quality research provided by the Directorate of Personnel Research and 

Psychological Services. In the 1987 advertisement Army Careers, featured in the official 

magazine of the New Zealand Parent Teacher Association, the army spelt out the many 

benefits of being a soldier: ‘Job satisfaction, pay rates that compare favourably with civil 

employment, travel, comradeship, security, All this and training second to none - making 

every officer and soldier a professional in his or her own right’.515 Added to these familiar 

themes were references to free medical and dental care, generous leave provisions, and an 

attractive superannuation package. As might be expected in an advertisement featured in the 

                                                
515 Parent and School Magazine, “Army Careers”, Wellington, Vol. 18, No.4, Summer, 1987, pp.34-35. 



   

 164 

New Zealand Parent Teacher Association magazine, the army also noted that promotion 

courses were now ‘worth degree credit’. This point, designed to appeal to parents and 

teachers who valued education, also reflected the army’s growing awareness that tertiary 

qualifications were increasingly prized by New Zealand society. 

 

Trade training also remained a staple of army recruiting material. In the 1988 

recruiting advertisement Life Begins at 16 1/2, it stated ‘you’ll receive some of the best 

training available in a trade that’s best suited to your own abilities. Starting from the ground 

up, we’ll make you an expert in your own field. Make the Army your career and your future 

will be assured’.516 According to recruiting material, the army offered trade training 

qualifications and long-term prospects. The theme of self-improvement, a mainstay of 

opportunity-based themes, was not unique to New Zealand Army recruiting material or New 

Zealand society. A 1982 survey of newly enlisted recruits into the U.S. Army also identified 

self-improvement as a motivating factor, alongside other selfish factors including money for 

education, escaping current circumstances, and opportunities for travel.517 

 

As briefly discussed in previous chapters on obligation-based themes, the late 1980s 

saw a variety of army recruiting items take on business overtones. Advertisements such as 

It’s Your Honour518 and The Board of Protectors519 used references to the business world to 

appeal to a new generation of young New Zealanders. Accompanying the reference to 

business world in these advertisements was the theme that army officers lived ‘for the 

lifestyle that only the Army can deliver’. It might be thought that individuals attracted to 

business references and lifestyle would not have sat comfortably with more traditional army 

officers, but advertising company Carlton Carruthers clearly thought it would. Reflecting the 

stereotypical 1980s businessperson was the advertisement’s complete absence of humility, a 

feature seemingly at odds with the army’s traditional self-projection and perception:  

 

New Zealand Army Officers are a very special breed. It’s not just their physical and 

intellectual superiority that sets them apart from the average Kiwi. No, it’s much more 
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than that. N.Z. Army Officers share a common passion: Simply, to be the best. They 

are driven by ambition…520 

 

Further evidence of the army’s attempts to match changes in society was provided by 

the variety of publications in which recruiting advertisements appeared. As noted by A.B. 

Howie in his paper, A Recruiting Strategy for the New Zealand Regular Army, the best way 

to use direct response advertising was to ensure it appears in a range of printed media.521 This 

would cast the net as wide as possible in the hope of reaching the target audience through 

one, if not multiple, publications. During the 1980s, army recruiting advertisements appeared 

in a wide range of publications, ranging from nationally distributed magazines such as New 

Zealand Listener, to national and regional newspapers, educational magazines New Zealand 

Student Gazette and Parent and School, and a broad range of popular magazines including 

Metro, Shake, RTR Countdown, and Tearaway. 

 

As with preceding decades, the 1980s saw the army employ a broad range of 

opportunity-based themes in order to recruit personnel. Conditions of service, training, 

education, action and adventure were all used. Differences in emphasis were discernible, 

however, with increasing emphasis on education and diminished emphasis on travel and pay. 

The absence in emphasis on pay is somewhat surprising, particularly in the first half of the 

decade, given the relatively good pay rates offered by the army. In 1983, for example, after 

four years training, during which an undergraduate degree would be earned, an officer on 

graduation as a Lieutenant could expect a salary of $19,500.522 New Zealand’s average wage 

in 1983 was $17,345, putting a young officer in an enviable financial and educational 

position.523 By the end of the decade, however, the country’s average salary had risen 

dramatically to $28,170, by which time the army was unlikely to have been able to use salary 

as a draw-card.524 Whatever the reason for pay not being emphasised during the 1980s, while 

other themes were, the 1980s set a trend that would continue through into the 1990s. 
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Like the 1980s, the 1990s used the same opportunity-based themes as previous 

decades, albeit with slight changes in emphasis. During the 1990s, the army continued 

offering variety, travel, lifestyle and education opportunities as significant recruiting themes 

– a set of topics that would not have been out of place in the 1960s. The continuity of themes 

shows that from decade to decade, and generation to generation, the factors young people 

look for in a potential employer remain largely the same. As with society in general, 

however, changes do occur. These changes, often over-exaggerated in the labels attached to 

various generations (baby boomers, generation X, generation Y), are reflected in the 

emphasis placed on various themes within recruiting material. An example of this change in 

emphasis, which started decades earlier, was the emphasis placed on training versus 

education. 

 

By the 1990s, the army’s use of trade training as a recruiting theme diminished 

significantly. No longer were there multiple pamphlets, leaflets or posters being produced 

offering trade training. This reduction reflected changes in society and in the army. 

Increasing numbers of children, for example, were remaining at school in order to achieve 

higher academic achievements.525 Society, due to changes in industry, was also becoming 

increasingly ‘high-tech’, resulting in a reduced demand for less skilled staff and an increase 

in those with higher standards of education.526 As with industry, the army was also becoming 

increasingly technological, explaining in part why greater emphasis was placed on education 

over training. Another factor likely to have influenced the change was the suspension of the 

Regular Force Cadet School in 1991. A significant theme in recruiting material for the 

Regular Force Cadet School had been the opportunity to obtain trade qualifications. 

 

Advertising the army as an opportunity to receive trade training did not, however, 

disappear. In the army’s Arm Me recruiting campaign, for example, the advertisement titled 

Arm Me with a Future stated that ‘the training you get means you’ll be well prepared for the 

future in or outside the army’.527 Supporting the theme of trade training in the advertisement 

were photos of chefs, mechanics and carpenters at work. The reference to ‘in or outside the 

army’ was a continued reflection of the army’s attempts to match youth expectations with 

respect to not signing up to the army for life. The Arm Me recruiting campaign also included 

                                                
525 C. Blair, “Defence Recruiting Battles a Difficult Environment”, Asia-Pacific Defence Reporter, November-
December 1996, p.22. 
526 Blair, p.22. 
527 Advertisement, Arm Me with a Future, 1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 
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advertisements titled Arm Me with Skills, featuring an army mechanic at work on armoured 

vehicles.528 The Arm Me advertising campaign was not the only one to refer to trade training. 

The 1996 booklet Lifestyle that Lasts for Life used trade skills as an example of the unique 

benefits of army service.529 

 

 
Arm Me with a Future, 1990s, National Army Museum Archive, Accession Number: 

2013.195.1. 

 

The titles used in the Arm Me campaign, which ran for several years from the mid-

1990s through to the early 2000s, reflected the range of opportunity-based themes used 

during the decade. The campaign promoted the army as arming those that joined with seven 

                                                
528 Advertisement, Arm Me with Skills, 1990s, National Army Museum Archive, Accession Number: 
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core benefits, including experience, education, skills, future, pride, confidence and career. 

With the exception of pride, each of the benefits offered by the army were largely 

opportunity-based, reflecting the common title ‘Arm Me’, which focused on what the 

potential recruit could gain from joining the army. The coexistence of skills and education as 

sub-themes of the Arm Me campaign reflected the army’s need for both soldiers and officers, 

as well as contrasts within New Zealand society and what individuals from different socio-

economic groups tended to value. 

 

According to marketing research conducted in New Zealand during the 1990s, socio-

economic background was a key determinant in value preferences between tertiary education 

and vocational training. Children from professional or managerial backgrounds, for example, 

typically viewed entry into university as ‘natural and beneficial’.530 Children from lower 

socio-economic families, on the other hand, tended to place greater emphasis on vocational 

training as offering a more secure future.531 The value of this research to potential employers 

or tertiary education providers is obvious. By tailoring advertising to the target audience’s 

socio-economic ground, advertising is likely to be more successful. For the army, this is 

particularly relevant given the need to recruit both officers and soldiers, with officers 

generally requiring a higher standard of educational achievement than soldiers. The 

implication of this for the New Zealand Army is significant. Officers are more likely to come 

from families with higher socio-economic, professional and managerial backgrounds, while 

soldiers are more likely to come from lower socio-economic backgrounds.  

 

As previously discussed, recruiting material from the 1990s placed a greater emphasis 

on education than it did on trade training. This can in part be attributed to changes in industry 

requiring higher levels of education. These changes, however, cannot fully explain the greater 

emphasis given to education. Given the army’s hierarchical structure, it will always require 

more soldiers to fill its ranks than it will officers to lead them. Given the higher academic 

demands often required of officers and the fewer officers required, this would intuitively lead 

to the conclusion that less emphasis would be given to education. Education, however, did 

receive significant emphasis, including the means by which to obtain university degrees 

through the army. In a 1993 advertisement for the army, for example, it stated ‘If you have an 
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A Bursary and are aged between 17-19 1/2, you could find yourself attending the Defence 

Force Academy in Australia, graduating with a degree’.532 In the booklet OCS(NZ), 

significant emphasis was given to the ‘Massey University Programme’, where a degree could 

be obtained, as well as the Australian Defence Force Academy as a route to gaining a 

degree.533 Yet another was titled Everything You Could Want from a Tertiary Education 

Except the Student Loan.534 This last example was interesting for its appeal to those who 

valued tertiary education, but remained undecided about attending university. 

 

  
After Three Years as an Army Officer I’m Still Not Sure of the Daily Routine, 1993, National 

Army Museum Archive, Accession Number: 2013.195.1. 
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533 Advertisement, OCS(NZ), circa late 1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 
534 Advertisement, Everything You Could Want from a Tertiary Education Except the Student Loan, circa late 
1990s, National Army Museum Archive, Accession Number: 2013.195.1. 



   

 170 

In addition to education and training, two of the most significant opportunity-based 

themes to feature in 1990s recruiting material were variety and lifestyle. The army’s self-

representation as a ‘life less ordinary’ was the primary focus of several recruiting products 

during the period. One advertisement from 1993, for example, carried the title After Three 

Years as an Army Officer I’m Still Not Sure of the Daily Routine. And Thankfully I Never Will 

Be.535 The advertisement went on to state that the only predictable part of an army career was 

‘the fact that you won’t spend your days shuffling papers around a desk’. The booklet 

Lifestyle that Lasts for Life, confidently stated ‘Nothing compares with the variety and 

opportunity you’ll experience as a soldier in the New Zealand Army’.536 The booklet went on 

to state that ‘physical and outdoor training’ were part of a soldier’s daily working week, 

offering ‘excitement and challenge which just doesn’t happen in other jobs’. The Territorial 

Force was also advertised as offering soldiers an opportunity to ‘do things which they would 

never do in everyday life’.537 The themes of variety, lifestyle and a life-less-ordinary, were 

designed to appeal across the social spectrum. Recruiting material for officers, soldiers, full-

time and part-time, all used variety as a motivating theme for enlistment. 

 

Associated with variety, the army also continued with its use of travel and adventure 

to attract recruits. Unlike the 1960s and 1970s, however, far less emphasis was given to 

travelling through Southeast Asia and the associated promise of encounters with attractive 

local women. Instead, the 1990s saw the travel theme restricted to service on United Nations 

missions or on exercises with other military forces.538 One advertisement even noted how one 

officer, after six years in the army, had ’17 stamps in his passport’.539 By the 1990s, the use 

of sex to sell, even subtly, would likely have resulted in an immediate public backlash as 

society had become increasingly intolerant of the sexual objectification of women. As an 

alternative, the army advertised the excitement offered by adventure training.  

 

                                                
535 Advertisement, After Three Years as an Army Officer I’m Still Not Sure of the Daily Routine, 1993, National 
Army Museum Archive, Accession Number: 2013.195.1. 
536 Advertisement, Lifestyle that Lasts for Life, 1996, National Army Museum Archive, Accession Number: 
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537 Advertisement, Territorials: Infantry, 1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 
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Everything You Could Want from a Tertiary Education Except the Student, circa late 1990s, 

National Army Museum Archive, Accession Number: 2013.195.1. 
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Adventure training was used consistently during the period, though seldom as the 

principal selling point. Adventure training was instead used as a supporting theme, with 

references to how ‘Most units in the Army do adventure training each year’, including 

activities like kayaking, diving, mountaineering, tramping and sailing.540 The army had 

always sought to sell itself as a career offering adventure, but now it was one based largely 

on the great outdoors. The army, it could be argued, was positioning itself as offering an 

extension of the fun and thrills of the Outdoor Pursuits Centre of New Zealand. Interest in 

outdoor education had grown significantly in New Zealand by the 1990s, with most young 

New Zealanders likely to experience the excitement of adventure training in some form.541  

 

Another supporting theme used in recruiting material was the army as an opportunity 

to develop and practise business skills. The use of business overtones emerged in the 1970s 

and peaked in the 1980s. By the 1990s, references to business had become more muted. 

Society had become jaded with the excesses of the country’s nouveau riche during the 1980s. 

Nevertheless, some use of business metaphors in relation to army careers were used during 

the 1990s. The clearest example of this was in the advertisement, Everything You Could Want 

from a Tertiary Education Except the Student.542 A quarter of the advertisement was 

dedicated to the business metaphor, stating:  

 

Corporate success isn’t a small cell phone. Or a sharp suit. Or a leather briefcase. 

Corporate success is real. Corporate success is being exactly where you want to be. 

It’s on top of the world. It’s in your head. It’s in the minds of everyone you inspire. 

Climb the corporate ladder as an Officer in the New Zealand Army. 

 

More muted examples of the business metaphor were descriptions of an army officer’s work 

using management terms. Others included pictures of officers holding leather satchels, 

working at a desk within a corporate setting, giving presentations and conducting staff 

interviews. 

 

                                                
540 Advertisement, Lifestyle that Lasts for Life, 1996, National Army Museum Archive, Accession Number: 
2013.195.1. 
541 P. Lynch, et al, Outdoor Education in Aotearoa/New Zealand: An Annotated Bibliography, Department of 
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One opportunity-based recruiting theme noteworthy by its absence was that of pay 

and remuneration. Unlike previous decades, though the 1980s did start the trend, there was no 

detailed reference to pay in any recruiting items of the 1990s. Pay was only ever referred to 

in passing. An example of this was in the booklet OCS(NZ), where under the heading ‘Pay’ it 

simply stated, ‘you will be paid directly into your bank account each fortnight. You can 

arrange direct credits from your pay if necessary’.543 Other examples of pay being referred to 

in passing often occurred when noting that soldiers and officers were paid while training. 

While it would be encouraging to think that those that the army sought to recruit, as well as 

those attracted to the army, were not motivated by money, such an explanation for the 

absence of pay as a recruiting theme is unlikely. A more plausible explanation is the army’s 

relatively low rates of pay, making pay as a selling point untenable. New Zealand’s economic 

growth through the 1990s had been steady, with a ‘brief interlude’ in 1998.544 It is far more 

likely therefore that army pay had, beginning in the 1980s, failed to keep pace with the 

civilian sector. 

 

As in the 1970s, one of the most unique items of recruiting material was designed to 

recruit Clergy into the Armed Forces. As with its 1970s predecessor, the 1990s booklet, 

Blessed are the Peacemakers: You Can be Your Best, used several selfish themes to achieve 

its desired effect of recruiting Clergy.545 The booklet stated that those who join the army ‘will 

receive excellent training’ and have the opportunity to ‘undertake university or other study’. 

Among the topics listed as options for ‘other study’ were addiction studies, quality 

management, and executive management. In addition to development opportunities, the 

booklet also emphasised the variety and excitement of Army Chaplaincy: 

 

The sweat trickles down your brow, the back of your shirt is wet. You feel the weight 

of it all, the challenge. You ask yourself “God, what am I doing here?” The answer is 

God wanted you there. In this case it could be in the Malaysian jungle, carrying your 

pack and communion case, with the humidity producing the perspiration. Or it might 

have been induced by the vigour of lifting weights during a PT session. Either way, 
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the Padre is there. They’re where the soldiers are. That’s your parish. From the lush 

green of the jungle to the vulnerability of being out on the parade ground… 

 

Men and women of God were not, as far as army recruiting material was concerned, exempt 

from selfish desires including self-improvement and excitement. Lending weight to the 

assessment that army pay rates were no longer attractive, pay did not feature in 1990s efforts 

to recruit Clergy as it had done in the 1970s. 

 

 
Blessed are the Peacemakers: You Can be Your Best, circa late 1990s, National Army 

Museum Archive, Accession Number: 2013.195.1. 

 

The 1990s, like the decades preceding it, used a wide range of opportunity-based 

themes to encourage recruitment. Though there were some notable changes in emphasis and 

presentation, the themes largely remained the same. The continuity of these selfish themes 

reflects the continuity in the values held by society. Young people will always look for a 

chance to develop their skills and knowledge. Likewise, they will always look for something 

that will maintain their interest - hence the heavy emphasis on variety and adventure. 

Additionally, the range of selfish themes used also reflects the broad range of factors 

individuals look for in employment. Individual themes may be more or less important to each 

individual, but each individual will take several factors into account when making the choice 

whether to enlist.  
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As evidenced in the notes left behind by New Zealand veterans of the First World 

War, individuals professed mixed motives for enlisting in the army.546 It can, therefore, be 

deduced that the army’s hierarchy, and later the advertising agencies employed by the army, 

have been well aware of this fact. New Zealand Army recruiting material has consistently 

sought to hit upon as many motives, both opportunistic and obligation-based, as possible. As 

demonstrated in the last two chapters on opportunity-based themes, the common assumption 

that earlier generations of New Zealander joined the army for largely selfless or altruistic 

reasons than later generations has been debunked. As Premier Richard Seddon noted as early 

as the South African War, New Zealanders would not join out of patriotic sentiment alone; 

they would also need adequate remuneration. Seddon’s opinion, supported by numerous 

items of recruiting material that focus heavily on pay rates during the century, shows that pay 

was considered a significant motivator for enlistment. 

 

The relative scarcity of recruiting material from the South African War to Second 

World War, despite the New Zealand’s considerable military commitment per capita during 

much of this period, should not be viewed as reflective of a society motivated to enlist for 

purely obligation-based reasons. During the South African War, while patriotic fervour was 

undoubtedly high, many men and women still enlisted out of a desire for adventure. Then, in 

1909 the Defence Act ensured that sufficient men were available for the army when needed. 

During the First World War, pay, travel, adventure and conditions of service all featured in 

army recruiting material up until the point conscription was introduced. The immediate post-

First World War period witnessed significant military retrenchment, followed by the 

Depression in which the nation’s army virtually went out of existence. Recruiting would not 

recommence until the period immediately prior to the Second World War. Once the war 

began, opportunity-based themes re-emerged in the form of travel and adventure offered by 

wartime service in the army. 

 

After the Second World War, the New Zealand Army entered a period of 

professionalization. Instead of an army based primarily on part-time soldiers, the army 

moved to a primarily full-time model, whereby an expeditionary force could be formed 

around a large nucleus of full-time soldiers supplemented by part-time Territorials. The 

maintenance of a larger professional army necessitated an increase in recruiting material in 

order to maintain mandated force strength. The resultant increase in printed recruiting 
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material explains why the chapters on opportunity-based themes is weighted towards the 

period covering 1946 to 1999. Irrespective of the quantity of recruiting material produced 

through the period reviewed, enough evidence exists to show that opportunity-based themes 

were present throughout. The increase in recruiting material since 1946 has simply allowed 

for greater analysis as the sample size has significantly increased. 
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Chapter Five: Men, manliness and masculinity 
 

This chapter will describe and analyse how masculinity has persistently been employed as a 

dominant theme in New Zealand Army recruiting material. It will explain how the 

representation of masculinity has reflected social change in New Zealand society and changes 

in how the army has sought to sell itself as an organisation and potential employer. The 

chapter will also explore how the concept of masculinity in army recruiting material adapted 

over time in order to maintain its appeal to potential recruits, while also seeking to remain 

socially acceptable.  

 

Comparisons with other nations’ recruiting material, in particular those of Australia, 

Canada, the United States and Britain will also be made, providing broader transnational 

context to the New Zealand experience. The core argument is that contemporary and widely 

accepted views of the masculine ideal, including traits such as physical strength, ruggedness, 

outdoor living, sporting prowess, bravery, sacrifice and fatherhood, have been consciously 

used to recruit New Zealand soldiers throughout the period. This chapter also contends that 

masculinity is a remarkably flexible concept that not only changes over time, but can be 

applied to both women and men. The chapter will also argue that if military service was held 

up as a masculine ideal, particularly in times of armed conflict, then service in elite units 

represents the apex of masculine attainment in a military context. Firstly, however, it is 

necessary to briefly discuss the concept of masculinity and what is meant by the terms 

‘masculinity’, ‘manliness’ and ‘manhood’ within the context of this thesis. 

 

Masculinity is a socially constructed concept that encompasses more than a simple 

biological requirement to have male genitalia. The term masculinity is not a synonym for 

men. Instead, it is a set of ideas that influences our social practices, judgements, and views on 

history.547 Traditionally speaking, however, the concept of masculinity has embodied a set of 

characteristics associated with ‘men’ – i.e. those with male genitalia. Traits such as physical 

muscularity, toughness, virility, and ruggedness, amongst others, are associated with the 

concept of masculinity.548 To be judged ‘a real man’, one must, depending on time and place, 

be seen to exhibit these characteristics. Like the term masculinity, the idea of manliness or 

being manly, as used in this thesis, embodies a set of attributes most often, but not 
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548 J. Phillips, A Man’s Country? The Image of The Pakeha Male – A History, Auckland, Penguin, 1987, p.154. 



   

 178 

exclusively, associated with men. Manliness, however, does differ subtly from masculinity by 

virtue of its incorporation of more aggressive attributes such as the demonstration of strength 

and bravery when faced with an external or existential threat.549 Finally, the term manhood is 

used in three ways: as a measure of a boy’s development from childhood into adulthood; 

collectively to group men together, as in ‘New Zealand’s manhood’; and in reference to the 

testing of an individual, such as one’s participation in war being a test of individual 

manhood.550 Before examining New Zealand Army recruiting material specifically, it is 

worth discussing the socially constructed link between masculinity and war. 

 

The association of war with the masculine ideal is a social gender construction 

common in many cultures. Likewise, it is often accepted that masculinity associated with 

military service has an ascendancy over other, lesser forms of masculinity.551 The association 

between masculinity and the military becomes increasingly strong during wartime, elevating 

attributes such as stoicism, heroism, and camaraderie above other forms of masculinity.552 It 

should, therefore, come as no surprise that various nations exploit these cultural myths of the 

superior masculinity of military men in their recruiting material. Many cultures view 

participation in war as the ultimate test of manly virtues and, in particular, one of society’s 

more exalted manly traits: bravery. In the United States during the Second World War, for 

example, the idea that war was a test of manhood and a test by which an individual would be 

judged by society was used in several recruiting campaigns.553 Like bravery, death in battle is 

widely seen as the ultimate demonstration of one’s loyalty for country, cause or religion.  

 

Those who have read Horace and Wilfred Owen, or visited the Royal Military 

College Sandhurst Chapel, would be familiar with ‘the old lie’ - Dulce et Decorum est Pro 

patria mori as a long promoted social ideal. Within New Zealand the same words can be 

found inscribed at various locations, including the entrance archway to Otago Boys’ High 

School in Dunedin.554 According to New Zealand historians Chris Maclean and Jock Phillips, 

the archway was designed with the purpose of making an example of the fallen and to serve 
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as ‘a daily inspiration to the young men [of the school] when they entered the school 

grounds’.555 In the first half of the twentieth century, New Zealand boys, and girls for that 

matter, were taught during their imperial, symbol-laden, education, that one of the ‘highest 

achievement[s] in the life of a man was to die for the country in battle’.556 As explored in 

Propaganda and Empire: The Manipulation of British Public Opinion, 1880-1960, the 

standing of the British Army and the ‘cult of the Christian military hero’ grew significantly in 

the late nineteenth century.557 In the early twentieth century, imperially inspired beliefs were 

conveyed to New Zealand children through the School Journal including ‘chivalric concepts 

like valour, duty, self-sacrifice, loyalty, service, [and] discipline’.558  

 

In popular culture too, poems, including Sir Henry Newbolt’s Vitaï Lampada in 1897, 

reflected and reinforced the association between education and preparation for war, to ‘Play 

up! Play up! And play the game!’ Newbolt’s poem makes an explicit connection between 

war, sport, and the education of youth – particularly young boys – in their responsibility to 

duty during wartime; a duty to be learned and not forgotten, ignored or avoided. 

 

There's a breathless hush in the Close to-night— 

Ten to make and the match to win— 

A bumping pitch and a blinding light, 

An hour to play and the last man in. 

And it's not for the sake of a ribboned coat, 

Or the selfish hope of a season's fame, 

But his captain's hand on his shoulder smote 

'Play up! play up! and play the game! ' 

 

The sand of the desert is sodden red,— 

Red with the wreck of a square that broke; — 

The Gatling's jammed and the Colonel dead, 

And the regiment blind with dust and smoke. 

The river of death has brimmed his banks, 
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And England's far, and Honour a name, 

But the voice of a schoolboy rallies the ranks: 

'Play up! play up! and play the game! ' 

 

This is the word that year by year, 

While in her place the school is set, 

Every one of her sons must hear, 

And none that hears it dare forget. 

This they all with a joyful mind 

Bear through life like a torch in flame, 

And falling fling to the host behind— 

'Play up! play up! and play the game!559 

 

The antithesis to bravery in battle is a refusal to serve in the armed forces, which has 

brought with it powerful social condemnation. Even in New Zealand’s own short military 

history, examples of the social pressures placed upon men to serve during wartime are well 

known. In New Zealand during the First World War, for example, significant debate occurred 

around the introduction of conscription. One of the arguments made against conscription was 

that its introduction would ‘suggest that New Zealanders were less manly or patriotic than the 

men of other British nations’.560 As Paul Baker points out in King and Country Call, the 

contemporary public concern was that New Zealand would be judged by its performance 

during wartime and did not want to be found wanting. That such concerns regarding 

comparative performance were held is evidenced by the words of Prime Minister William 

Massey on 1 of November 1918, the day the Ottoman Empire surrendered, when he stated 

‘the Anzacs established a reputation equal to the best of the fighting men of the British stock 

of which history gives us any record’.561 Massey reinforced the point six days later, stating 

‘There is no country in the world so prosperous as New Zealand today; and so far as the war 

is concerned, what country has done its part and performed its share better than this 

Dominion? The soldiers of no part of the Empire have excelled those of New Zealand’.562  
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New Zealand was proud of its countrymen’s performance in wartime, much as they 

had been after the South African War. After that conflict Michael King describes how the 

‘traditions that grew up about New Zealand fighting men [as being] - rugged, enterprising, 

ready to throw away the rule book when rules were inadequate’.563 War provided a chance of 

displaying ‘New Zealand’s Anglo-Saxon manhood,’ meaning any refusal to eagerly soldier, 

and by default prove New Zealand’s manly virtue, was socially condemnable.564 

 

At a grass roots level, abhorrence for perceived ‘cowardice’ during wartime 

manifested itself in other, uglier ways. It gave rise to the brutal treatment of conscientious 

objectors and the delivery of white feathers to men of military age in New Zealand, 

regardless of their reasons, moral or physical. During the First World War public sentiment 

against ‘shirkers’ was particularly strong. Popular newspapers such the Observer and 

Freelance described conscientious objectors as drones, loafers, parasites, decadents, molly-

coddlers, cowards and even ‘thinly-disguised traitors’.565 Official opinion was sometimes 

little better, with General Alexander Godley, Commandant of the New Zealand Military 

forces and later Anzac Corps Commander, describing conscientious objectors as ‘cranks’ and 

‘faddists’.566 In an environment where such strongly held views were voiced, it is hardly 

surprising that conscientious objectors received harsh treatment.  

 

Perhaps the best-known conscientious objector was Archibald Baxter. In his memoir 

We Will Not Cease, Baxter provided several vivid and brutal accounts of his treatment at the 

hands of the New Zealand government and military forces during the First World War. He 

described at one point how another objector, Mark Briggs, was dragged by a piece of cable 

wire affixed at the wrists along a mile of nail strewn duckboard and subsequently dragged 

through water-filled shell holes half naked and bleeding.567 While many of Baxter’s specific 

accounts remain unverified, there is little doubt that New Zealanders were subjected to 

‘barbaric field punishments’.568 Many women also saw it as their moral and imperial duty to 

‘urge their menfolk to enlist… a reflection of the imperialistic education to which they had 

been subjected’.569 Thankfully, such harsh treatment was not meted out upon conscientious 
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objectors of the Second World War, though as many as 800 were detained.570 Several 

accounts even exist of the pressure serving soldiers felt with respect to living up to socially 

enforced expectations to be brave. The fear of being labelled a coward by one’s soldier peers 

and the ‘folks back home’ was a powerful motivator to be brave in battle.571 It also supports 

Baxter’s claim that ‘each man’s fear of what his neighbour might think’ prevented a large, 

united protest movement developing during the First World War.572 

 

New Zealand’s first involvement in an overseas conflict occurred during the South 

African War. Then Prime Minister Richard Seddon was particularly supportive of the war, 

famously stating New Zealand ‘would fight for one flag, one Queen, one tongue, and for one 

country – Britain’.573 Seddon saw it as New Zealand’s duty to assist in this imperial 

undertaking, and though the offer of support was small, just 210 mounted rifles, Seddon 

hoped it would send a message to the Boers that the Empire stood united.574  Seddon’s 

motion in parliament to support the war was met with widespread approval, with only five of 

the seventy-four members in the House of Representatives voting in opposition.575 Support 

from the New Zealand public was also strong. The following day New Zealand newspapers 

were dominated by articles on the subject, including detailed accounts of the Premier’s 

motion, and its subsequent discussion and approval in the House. The Auckland Star’s 

parliamentary correspondent summed up his account of the discussion by giving some insight 

to public sentiment: ‘A NEW ZEALAND CONTINGENT OFFERED. NATIONAL 

ANTHEM SUNG IN PARLIAMENT. A STIRRING SCENE’.576  

 

In the following days newspapers published: Maps of South Africa, its states and 

colonies; reports on the Australian contingent; commentary and speculation on the future 

course of events; and, amongst other articles, notices calling for volunteers. Given the small 

size of the commitment, only volunteers from the permanent forces or part-time Volunteer 

Force were required. This did not, however, reduce eager offers to serve from across the 

country. According to historian Michael King, Queen Victoria’s diamond jubilee in 1897 had 

stirred ‘nascent imperialism and nationalism’, the result of which was patriotic men desirous 

of an opportunity to ‘show their mettle in a scrap and to demonstrate the country’s 
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unswerving loyalty to Mother Britain’.577 Intrinsic to this popular sense of imperialism, as 

identified earlier, were the image of the righteous Christian military hero and the chivalric 

concepts of valour, duty, self-sacrifice, loyalty, service, and discipline. Naturally, of course, 

the righteous Christian military hero was British and, as a loyal outpost of empire, New 

Zealand men would fight in that role.  

 

Interestingly, no record has been discovered that official government recruiting 

material was produced during the period of the South African War. This is likely due to the 

widespread support amongst the public and press for the war, making explicit recruiting 

efforts on behalf of the government unnecessary. Not only were men ‘clamouring’ to join 

early New Zealand contingents, but the press were equally supportive of the war, reporting 

on official communiqués relating to the recruitment of personnel and contingents.578 An early 

example from the Ashburton Guardian occurred on 29 September, with the announcement 

that the ‘Government has sent the following telegram to the officers commanding districts: - 

“In the case of men being wanted for the Transvaal, could you raise from the mounted corps 

in your command two officers and fifty men between the ages of 23 and 40…”’579 

Newspapers also encouraged comparisons between New Zealand’s support for the campaign 

by comparing the nation’s eagerness and military contribution with those of other nations of 

the British Empire. On 13 October 1899, for example, the Hawke’s Bay Herald reported on 

both the popularity of the war in London; the bitter disappointment felt by Canadians after 

having ‘only 500 of her cavalry and infantry’ accepted by Britain for service in South Africa; 

and Australian efforts ‘to raise a corps with horse accoutrements for the Transvaal’.580  

 

An example illustrative of both the level of support for the war amongst the general 

public and the press is reproduced below. The booklet for a matinee titled Dandy Dick was 

organised by the Wellington More Men Fund and printed by the Evening Post.581 The image 

of the New Zealand mounted soldier, or ‘Rough Rider,’ was also popular. The term Rough 

Riders was derived from Theodore Roosevelt’s brigade at San Juan Hill Cuba, a group of 

men as eager to serve in war as New Zealand’s own men.582 The association of Roosevelt’s 

Rough Riders with the New Zealand contingents ‘evoked images every bit as romantic as 
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those of the American frontier’.583 Frontier men of the United States had a reputation for 

toughness, the ability to adapt and overcome harsh environments, and for performing bravely 

in combat. Like Roosevelt in the United States, New Zealand held its wartime heroes in high 

regard, including Lieutenant Colonel Alfred William Robin.584 Robin led the first New 

Zealand contingent to South Africa and would be mentioned in dispatches three times during 

his service in the war.585 

 

 
Alexander Turnbull Library, Wellington, New Zealand, Reference: Eph-A-WAR-SA-1900-

01-cover. 

 

While many citizens, for their ‘credits sake’, gave money to demonstrate their loyalty 

to empire, ‘credit’ was also given to the performance of New Zealand’s fighting men. The 
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performance of New Zealand’s troops was measured in comparison to the other British 

colonies, and the comparison was often favourable.586 New Zealand’s soldiers were widely 

seen as ‘courageous, adaptable, full of initiative, tough, with a high degree of self-

discipline’.587 In short, they measured up well compared to our colonial peers, and perhaps 

more importantly they measured up as men. The war also led to a major expansion of the 

Volunteer Force, swelling by sixty-three per cent between 1899 to 1900.588 While the 

popularity of the Volunteer Force inevitably waned after the South African War finished, it 

remained strong in terms of numbers. In 1909 the New Zealand government instituted 

compulsory military service for men aged between eighteen and thirty. It was anticipated that 

the system, which came into force in 1911, would allow a peacetime establishment of 30,000 

to be reached by 1915.589   

 

By the time the First World War began, New Zealand had a strong military force from 

which it could draw. Nevertheless, the government still asked for volunteers rather than 

mobilise its existing territorial forces. Within a week of calling for volunteers, 14,000 had 

offered their services.590 The volunteer system continued to work adequately for some time, 

providing sufficient troops for the initial ‘Main Body’ and subsequent reinforcements for the 

next two years.591 While the initial response to serve was overwhelmingly positive, it did not 

take long before a recruitment campaign began in earnest to maintain the flow of new 

recruits. One of the most prominent themes used during the campaign, alongside that of 

loyalty to empire, was the idea that enlisting to serve was a demonstration of one’s manliness. 

Many aspiring recruits were, however, deemed unfit for military service and rejected on 

medical grounds; indicating many New Zealand men fell short of the physical manly ideal 

depicted in recruiting posters.592 In 1914 the British Parliamentary Recruiting Committee 

(PRC) produced a barrage of recruiting posters with titles such as: ‘Why More Men are 

Needed’,593 ‘England Expects Every Man To Do His Duty’,594 ‘Men of the Empire To 
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ARMS!’,595 ‘Every Fit Man’,596 and ‘Offer Your Services Now: Our Brave Soldiers at the 

Front Need Your Help’.597 Many of these posters ended up on display in New Zealand and 

were in stark contrast to the ‘visual plainness of New Zealand’s own war posters’.598 New 

Zealand’s own recruiting products were functional rather than visually arresting, with many 

appearing as official notices. 

 

 
Offer Your Services Now: Our Brave Soldiers at the Front Need Your Help, Museum of New 

Zealand, Registration Number: GH016290 
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Below are two examples of domestically produced recruiting advertisements. The first 

appeared in the Evening Post on the 15 February 1915. It called for ‘Reinforcements’ and 

was addressed ‘To the Manhood of New Zealand’.599 The appeal to one’s manhood was 

reinforced by a number of subtle mechanisms. First it addressed the viewer as ‘you’, making 

the notice personal, much in the same way as Alfred Leete’s famous Kitchener poster, though 

far less dramatically. The advertisement also referred to ‘the patriotism of your forefathers’, 

encouraging the viewer to ask the question of whether they live up to the reputation of their 

ancestors. As already discussed, stories of the empire’s heroes and of New Zealand’s own 

performance during the South African War had been widely socialised and accepted. Finally, 

guilt was used, ‘Don’t feel for the rest of your life you shirked your duty’. To shirk one’s 

duty was tantamount to cowardice and therefore the antithesis of what it meant to be a man.  

 

Evidence exists that such ploys proved effective. In a minute to the Minister of 

Defence, dated 20 April 1917, Colonel Potter as Camp Commandant described the ‘Character 

of Soldiers’.600 He wrote that the ‘spirit of adventure’ found in recruits earlier in the war had 

given way to ‘a fear of being despised for not answering the plain call of duty; still later, the 

desire to avoid being called up under ballot and entering Camp under compulsion’. The 

second advertisement, this time a public notice, was distributed in 1916 and again addressed 

‘To New Zealand’s Manhood’, though this time as a headline.601 As in the previous 

advertisement, the appeal to manhood was reinforced through a series of appeals to deeply 

held social values, as the following excerpt demonstrates: 

 

The cry comes to us from our sons, brothers, and kinsmen in the trenches: “Come 

over and help us!” It rings through every note of the official despatches; it is echoed 

by the sick, the wounded, and by the men who have returned invalided from the front; 

the graves of Gallipoli appeal to us silently, yet eloquently, that the sacrifices made 

there, and the heroic lives laid down on that shell-swept Peninsula shall not have been 

given in vain. No man worthy of the name can remain deaf to such appeals. 

 

Contained within these few lines were a number of complex appeals. First, there was 

the ‘cry’ from family already at the front. Not only was this appeal made personal by the 
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mention of sons, brothers, and kinsmen, but by the inferred question asked of the reader, why 

are you not at the front alongside them? The second, equally emotionally manipulative, 

appeal was the reference to the physical and in some cases ultimate sacrifices already made 

by ‘heroic’ New Zealanders at the battlefront. The reader was thereby encouraged to compare 

their own sense of masculine self and to consider whether they were prepared to make the 

same heroic sacrifices. Finally, if it was not clear enough already that the decision to 

volunteer or otherwise was an issue of manhood, it stated ‘No man worthy of the name can 

remain deaf to such appeals’. To be a man, a real man, one had to serve in war. 

 
Evening Post, 15 February 1915, p.10. 
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To New Zealand’s Manhood, National Army Museum Archive, Accession Number: 

1980.6574. 
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The theme of manliness permeated almost all recruiting material, reinforcing the 

message that war service and manly status were inextricably linked. In a booklet given to 

troops who had already joined the forces, a series of statements and appeals about 

masculinity were made. The booklet, addressed to the ‘Sons of New Zealand!’ repeated a 

series of familiar themes.602 It encouraged the New Zealand troops to ‘emulate the noble 

example of your fathers’; it ‘enjoins them to be men’; and to ‘acquit yourselves like men’. To 

add weight to the booklet, it stated that Field Marshal Lord Kitchener himself ‘appeals to 

their manhood’. An appeal from the esteemed imperial hero of Khartoum, now Secretary of 

State for War, must have carried serious weight at the time. The same booklet also made the 

claim that the ‘Germans have been guilty of unparalleled cruelty, destruction, and barbarism’. 

Much had been made at the time of alleged German atrocities, many of which were 

exaggerated, whilst others had been made up. Nevertheless, the idea that the empire was 

fighting to defend Britain and the world from a fierce and uncivilised regime was widely 

accepted. Examples such as the sinking of the Lusitania and the execution of Edith Cavell, as 

will be discussed in the next chapter, were used extensively in recruiting drives. Tied to this 

idea of a righteous defence against an evil opponent was an appeal to protect the innocent, 

particularly children. 

 

Several posters were developed by the PRC and subsequently used in New Zealand 

that linked service to the defence of children. In one poster held by the National Army 

Museum Archive in Waiouru, a female toddler was depicted alone and uncertain, 

accompanied by the text ‘Daddy died for me. Will You fight for me now?’603 Guilt, as noted 

before, was often used as a motivator. The similar message of protection was depicted in the 

poster, ‘The Empire Needs Men’, depicting the imperial British Lion surrounded by its lion 

cubs of Australia, Canada, India and New Zealand.604 In the poster it also stated ‘All answer 

the call. Helped by the YOUNG LIONS. The OLD LION defies his foes’. While this poster 

did not depict children per se, the young lions of empire themselves represented young 

nations, protected by the fatherly image of the imperial lion. In another famous PRC poster, 

the idea of protecting children was presented in such a way as to shame the reader into 

enlisting; ‘Daddy, what did YOU do in the Great War?’605 The shame, powerfully depicted in 
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the poster’s image, included the shame of not living up to the expectation of one’s children. It 

also depicts the shame as inescapable in a society where the deeds of its soldiers would be 

celebrated in books and through being re-enacted for generations to come by children at play 

with their toy soldiers. A very similar message to this was used on a railway tram in 

Cathedral Square, Christchurch in 1915.606 Inferred in these themes was that if fathers were 

protectors of their families, then soldiers were the protectors of society. 

 

  
Daddy Died for Me: Will You Fight for Me Now?, National Army Museum Archive, 

Accession Number: 1980.6574. 
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Daddy, What Did YOU do in the Great War?, Imperial War Museum, Catalogue number: 

Art.IWM PST 0311. 

 
A Question, Press, Christchurch, 1915, National Library, Reference: 1/1-007696-G. 
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The use of fatherhood as a theme was a reflection of society at the time. Men were 

expected to lead the family, provide for it, and ultimately protect it. Fatherhood, therefore, 

encompassed a set of social responsibilities and a privileged status. It was for these reasons 

that reference to fatherhood and children occurred so often in recruiting material. The soldier 

was represented not only as a father of a single family, but of society as a whole, and with 

that idea came the concept of a duty to protect.607 

 

With the passing of the Military Service Act 1916, the need for formal recruiting 

ceased. The Act was implemented ‘to make Further Provision for the Raising and 

Maintenance of Expeditionary Forces during the Present War’.608 Controversy surrounded the 

introduction of the Act and whether it was necessary. New Zealand’s proportionate rate of 

reinforcement at the time was greater than other dominions. Furthermore, the monthly rate of 

reinforcement was also greater than the number of casualties, leading to the formation of an 

additional brigade on the Western Front out of the country’s surplus reinforcements.609 

Compulsion reduced the need for recruiting material, though it still remained in use to 

encourage volunteers and remained on display until at least 1917.610 

 

Very little recruiting material exists for the period between the two World Wars, and 

that which does exist is limited to the immediate pre-Second World War period. This is 

perhaps unsurprising, as the army's relevance to the nation diminished following the end of 

the First World War, while poor archiving policies may also have contributed. Budget cuts 

led to a significant reduction in the size of the army and Compulsory Military Training was 

suspended.611 In the early 1920s, the situation was so dire that funds were unavailable to pay 

Territorial Force Personnel for the attendance on annual camp. The late 1920s brought a brief 

reprieve with CMT being reintroduced, only to be suspended once more in 1930.612 Despite 

advice from the Chiefs of Staff to reinstitute CMT in the lead up to the Second World War, 

the government failed to do so. As a result, New Zealand’s Territorial Force was at its 
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weakest in the late 1930s as tensions in Europe and Asia mounted.613 As war approached, the 

Regular Force component of the army numbered less than 600 and the Territorial Force a 

mere 3,700.614 Historian Christopher Pugsley described the New Zealand Staff Corps and 

Permanent Staff of the 1930s as having been 'run down to a rump' of those who were 

prepared to soldier on.615 Major-General Sir Howard Kippenberger provided the following 

summary account of the army in 1930s: 

 

A few recruits, mostly those not very interested in sports or not fit for them, were 

obtained, but only about 40 per cent. ever attended camps or regularly attended 

parades… Equipment was never replaced, however worn or useless. The economy axe 

fell mercilessly on the small Regular Force. Nominal strength fell to about 6,000, 

actual strength to about half that number. The Government imported another 

inspecting general, faced facts, and reduced establishments to fit actual strengths. This 

was in 1938, with war clearly imminent. Four colonels who publicly denied a 

Ministerial statement that all was well were placed at once on the Retired List.616 

 

The 'colonels revolt' to which Kippenberger referred took place in 1938. Four 

Territorial Force Colonels argued that the Territorial Force was insufficient in size to defend 

New Zealand and that voluntarism, as a form of enlistment, was not working. The colonels 

published their concerns in a public manifesto and were subsequently placed on the retired 

list as a result.617 The publication of the manifesto was not taken lightly by the public and led 

to increased public debate around defence issues.618 As the outbreak of a Second World War 

looked more likely, the New Zealand government finally took measures to increase its 

military strength. Merely two weeks prior to the outbreak of war, advertisements were 

published in an attempt to bolster New Zealand's personnel numbers. In one advertisement 

published on 30 June 1939, Prime Minister Michael Savage was depicted making a signed, 

personal appeal to every New Zealander declaring, 'EVERY MAN CAN DO HIS PART. 
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JOIN UP - NOW’.619 In the advertisement, Savage not only called on 'all young men of spirit' 

to join with 'that splendid body of men' known as the Territorial Force, he also appealed ‘to 

the manhood of New Zealand, if not eligible for the Territorial Force, to enrol in the National 

Military Reserve’.  

  
Evening Star, 30 June 1939, p.5. 

 

Following New Zealand's entry into the Second World War in September, a recruiting 

campaign was quickly initiated. Of the approximately half-a-dozen recruiting posters and 

advertisements in the period following New Zealand's entry to the war, and prior to the 

introduction of conscription, only one did not explicitly mention masculinity. This exception, 

a poster picturing then Major General Bernard Freyberg in front of Egypt's pyramids, did, 

however, appeal to the viewers’ masculinity implicitly, stating, 'We look to you… We shall 

not look in vain!'620 The inference was that every eligible New Zealand male, who considered 

himself a 'man', knew what was required of him. The poster was also reminiscent of Alfred 
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Leete’s famous Kitchener poster. There were two other Second World War posters developed 

in New Zealand to exploit the idea of war service as inherently masculine. The first stated 

'ENLIST NOW. MEN WANTED FOR OVERSEAS SERVICE'. The specificity of that 

simple phrase 'men were wanted' simultaneously excluded all those who were not men, 

including women and boys. It could also be argued that the poster inferred that those who 

failed to enlist forfeited, or at the very least diminished, their status as men.  

 

This poster featured prominently in a national recruiting tour conducted by Major E. 

J. Whiting, as he travelled 3,500 miles in an army staff car painted in camouflage.621 The 

poster was also distributed at railway stations throughout the country.622 Major Whiting, a 

First World War veteran, had been an active public relations and recruiting officer prior to 

the war. In an Evening Post article on 8 December 1938, Major Whiting was quoted as 

saying to potential recruits who feared ridicule for joining the Territorials - '…you are a 

better man in every way than the one who jeers'.623 With respect to the poster, it featured, as 

will be discussed in subsequent chapters, a soldier in the iconic New Zealand 'Lemon 

Squeezer' hat. The inclusion of the hat, and its association with New Zealand, can be 

interpreted as an early example of growing awareness of New Zealand troops as distinct from 

British troops. The New Zealand soldier in his iconic uniform also played on the association 

between the Anzac troops of the First World War and their heroic deeds.624 In a society that 

celebrated heroic deeds, the soldier represented those social values, offering a new generation 

of New Zealand men an opportunity to embody those qualities. 
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Auckland War Memorial Museum, Archives,  

Reference: MS2014/4 - Whiting, Edward Harold 1894-1984 Scrapbooks, Volume 1. 

 

The second poster was far more direct in its appeal to masculinity, stating 'there's a 

MAN'S job to be done. Volunteer for overseas service!'.625 The poster, reminiscent in style of 

Alfred Leete's seminal, and iconic, 'Kitchener' poster, appealed to the viewer through word 

and image.626 The finger pointed to the viewer directly, while the text stated there's a 'man's 

job to be done'. The viewer, as the man, was left with the choice of enlisting and being a man 

or failing to enlist and thereby calling his status as a man into question. The effectiveness of 

these posters, though difficult to judge, may in small part be measured by the number of 

volunteers enlisted by the time voluntary service ended on 22 July 1940. Between 12 

September 1939 and 22 July 1940, 59,644 New Zealand men had volunteered for service.627 

During the following five years of conscription, a further 306,000 men would be called up.628  
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There’s a MAN’s Job to be Done, Museum of New Zealand, Collections, Registration 

Number: GH015836. 
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During the brief period of voluntary recruiting that followed the outbreak of war, the 

soldier, as a masculine ideal for men to live up to, remained the dominant theme in efforts to 

recruit another generation of men to fight. Contemporary recruiting material exploited the 

prevailing public culture that derived a sense of national achievement through the 

performance of its troops in war.629 As one veteran of the war recalled, the motivation to ‘be 

able to look the old man in the eye and say, “I was as good a soldier as you, Dad!”’ was a 

compelling motivation for enlistment.630 The desire among young men to prove themselves in 

the eyes of their fathers, as well as society, was a powerful incentive to enlist for military 

service. That such appeals would prove acceptable, let alone successful, in a society that had 

largely turned its back on the military between the wars had a lot to do with education. 

Young men were still being raised on books celebrating British military triumphs, inculcating 

in them an association between war and manly achievement.631 

 

Following the end of the Second World War, the performance of the nation’s soldiers 

was again celebrated. Even during the war, the story of the New Zealand Division’s exploits 

was being told to a receptive public. A series of publications, including Return to the Attack: 

The New Zealand Division in Action in Libya and The Diamond Track: From Egypt to 

Tunisia with the Second New Zealand Division 1942-1943, were produced by the Army 

Board in Wellington. These publications provided factual, but undeniably glossy, 

representations of the war, particularly with respect to the photographs contained within 

them. The war and war service were talked about in exciting ways, particularly for those 

amongst the New Zealand public most likely to devour such accounts - adolescent boys. 

Another example of the promotion of bravery and New Zealand soldiers' performance in war 

was the book The Price of Citizenship: Ngarimu V.C. The book, written by Sir Apirana 

Ngata, was produced within months of Ngarimu's death at Tebaga Gap. The attention given 

to the brave exploits is clearly articulated in Ngata's introduction of Ngarimu's award citation: 

'For this record the citation, which has been preserved in many a scrap-book and on many a 

file throughout the English-speaking world, is repeated’. Ngata went on to quote in full the 

dramatic citation of Ngarimu's bravery on the battlefield, in effect promoting the concept of 

warrior masculinity for future generations of New Zealanders.632  

                                                
629 J. Phillips, “War and National Identity”, in D. Novitz, and B. Willmott (eds), Culture and Identity in New 
Zealand, Wellington, GP, 1989, p.103. 
630 A. Henderson, et al, The Gunners: A History of New Zealand Artillery, A Raupo Book, North Shore, 2008, 
p.191. 
631 Phillips, A Man’s Country, p.193. 
632 A.T. Ngata, The Price of Citizenship: Ngarimu V.C., Wellington, Whitcombe & Tombs, 1943, pp.9-10. 
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These records, and those like them, helped create a public memory of the war centred 

on romantic notions of daring deeds against a backdrop of dramatic landscapes. It reinforced 

and refined the characterisation of New Zealand men as egalitarian, resourceful, warriors.633 

Many of these values were not, of course, unique to New Zealand's soldiers, regardless of 

how much New Zealanders would like to believe that were the case. Attributes of physical 

fitness, self-discipline, self-reliance and the willingness to use aggression or physical 

violence are common socially constructed ideals linked to military service in many 

countries.634 Popular culture within the empire also continued the representation of adventure 

and bravery as admirable, aspirational qualities for young boys. One example from the 

period, The Wonder Book of Daring Deeds, stated ‘Kindness is often misunderstood, wisdom 

is by many little esteemed, but pluck – readiness to do and dare and endure – will always 

command our admiration’.635 As if this was not enough to inspire the next generation of 

young recruits, the book, dominated by stories of military heroism, went on to state, ‘And if 

any one tells you the age of adventures is over, don’t believe it. There are plenty waiting for 

you – if you want them and have fitted yourselves to face them’. The result of official 

publications and popular culture would predispose future generations of New Zealand boys to 

idealise war and to see it as a rite of passage to manhood, as Jock Phillips recounts: 

 

It was one of my first articles of faith, a certainty of early boyhood – one day I would 

fight in a war. My father’s generation had the Second World War, my grandfather’s 

the First World War, and further back were other wars – the Boer War, the New 

Zealand Wars, wars against Napoleon, crusades against the Arabs. Every 20 years, it 

seemed, there was a war in which a new generation of young men could prove their 

manhood. We would eventually get our war, and we would of course, ‘do well’. That 

was another article of faith, that New Zealanders were ‘good’ at war.636  

 

Immediately following the Second World War, the army reduced in size and returned 

to a volunteer system of enlistment, with the exception of some of those conscripted for 

                                                
633 R. Rabel, “New Zealand’s Wars.” In G. Byrnes (ed.), The New Oxford History of New Zealand, Melbourne, 
Oxford University Press, 2009, p.259. 
634 R. Hinojosa, “Doing Hegemony: Military, Men, and Constructing a Hegemonic Masculinity”, The Journal of 
Men’s Studies, Vol. 18, No. 2, Spring 2010, p.180. 
635 W. Lock, The Wonder Book of Daring Deeds, London, Ward, Lock and Co. Ltd, 1949, dust cover. 
636 Phillips, A Man’s Country, p.132. 
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service in the occupation forces in Japan.637 Voluntarism did not last long, with CMT being 

reintroduced in 1950. As the country entered the 1950s, not only did it enter an era of 

operational deployments aimed at stemming communist expansion in Asia, it also entered a 

phase of using overtly masculine recruiting imagery. During the Korean War, for example, 

the army used a very muscular and handsome looking soldier loading an artillery projectile 

within a combat scene to recruit personnel.638 This representation of warrior masculinity, 

combining physical strength and endurance within a combat scenario, would become a key 

feature in recruiting imagery for the next thirty years. Fitness was again emphasised in 

another advertisement from the period titled: The Fight in Korea is New Zealand's Fight.639 

In the advertisement it stated, 'If you are YOUNG, FIT and INTERESTED IN THE 

SECURITY OF NEW ZEALAND, THE FIGHT IN KOREA IS YOUR FIGHT'. It went on 

to reiterate the need for 'young, fit' volunteers, adding the requirement to be 'of stout heart'.  

 

Supporting the image of the muscular 'K' Force soldier depicted, the advertisement 

also stated, 'Your grandfather, your father, your brothers, your mates … all answered the 

same call when they volunteered for World War I or World War II. Now it's YOUR chance 

to show you can accept a challenge… Until the peace is won'.640 The clear inference was that 

failure to answer the call was a failure to measure up to one's grandfather, father, brothers and 

mates. These other men had passed through their rite of passage from boyhood into manhood 

through war, now it was the viewer’s turn. The desire to emulate relatives who served during 

the Second World War has been acknowledged elsewhere as a motivating influence for some 

who joined.641 

 

                                                
637 L. Brocklebank, Jayforce: New Zealand and the Military Occupation of Japan 1945-48, Auckland, Oxford 
University Press, 1997, p.21. 
638 Advertisement, Your Help is Needed to Stop Aggression in Korea, circa 1950, National Army Museum 
Archive, Accession Number: 2013.195.1. 
639 Advertisement, The Fight in Korea is New Zealand’s Fight, circa 1951, National Army Museum Archive, 
Accession Number: 2013.195.1. 
640 Advertisement, Your Help is Needed to Stop Aggression in Korea, circa 1950, National Army Museum 
Archive, Accession Number: 2013.195.1. 
641 S. Boag, Ice and Fire: New Zealand and the Korean War 1950-1953, Wellington, Agenda, 2000, p.11. 
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Your Help is Needed to Stop Aggression in Korea, circa 1950, 

National Army Museum Archive, Accession Number: 2013.195.1. 

 

The next deployment New Zealand would become involved in was the Malayan 

Emergency. Initially, New Zealand deployed a Special Air Service (SAS) Squadron in 1955, 

while later the 1
st Battalion of the New Zealand Regiment was deployed.642 In a phenomenon 

reflected in recruiting efforts overseas and discussed later in this chapter, images of the SAS 

on operations in Malaya were used to recruit regular soldiers. In the lead up to the 

announcement of the 1
st Battalion of the New Zealand Regiment being raised, a public 

                                                
642 Clayton, p.139. 
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relations campaign featuring SAS troopers on patrol was published in national newspapers, 

'timed to stimulate interest in the first 10 days of recruiting'.643 The New Zealand Free Lance 

featured an article titled ‘On Patrol in Malayan Jungle with the Special Air Service 

Squadron’. The title was not the only aspect of the article that sounded exciting. The article, 

which was more of an advertisement, was dominated by a montage of photographs showing 

soldiers on patrol, the jungle canopy, a trooper's 'basha' in the jungle, aboriginal tribesmen, 

and Iban trackers from Borneo 'heavily tattooed with tribal and religious designs'.644  

 

The case was similar in the Weekly News, where an article titled ‘New Zealanders on 

Jungle Patrol’ stated, 'In the dense, steaming jungles of Malaya the almost forgotten war 

against the terrorists still continues. Men of the New Zealand Special Air Service Squadron 

head deep into the jungle on foot to seek out the terrorists with the aid of their native trackers 

and dogs. Six rigorous days with unseen danger lurking behind every tree, heat, privation, 

disease and fatigue the allies of the enemy - and then back to the base to rest and re-equip'.645 

Again the photos were exciting, perhaps even more exciting, showing the SAS on patrol 

through jungle, village, and river crossing, tracking their elusive enemy. The language used 

in the article to describe SAS operations would not have been out of place in a Boys Own 

Annual. The image constructed by reference to 'dense, steaming jungles', moving 'deep into 

the jungle…to seek out the terrorists', and the 'unseen danger lurking' appealed to a desire for 

adventure actively developed in popular culture. The promotion of the SAS as fearless was 

also implicit in these themes, suggesting mental strength alongside physical endurance – both 

desirable manly traits. 

 

The emergency in Malaya provided a focus for the recruiting efforts of an Army, 

which, for the first time in its history, became a volunteer army after the Compulsory Military 

Training scheme was abolished in July 1958.646 In one recruiting advertisement for the 2nd 

Battalion New Zealand Regiment titled YOUR Chance for OVERSEAS Army Service it stated, 

'This is the chance that young men of spirit and character have been waiting for - the chance 

to serve in Malaya with the New Zealand Regiment'.647 What awaited such 'men of spirit' was 

the chance to carry assault rifles whilst on jungle patrol, play rugby and visit the sites of 
                                                
643 Archives New Zealand, Reference: AALJW35087291 Box 300, Far East Land Forces (FARLEF): NZ Army 
Force Recruiting, Publicity and Advertising Policy 1957 – 1964. 
644 New Zealand Free Lance, 21 June 1957, p.24. 
645 Weekly News, 26 June 1957, p.24. 
646 NZ Army, Publication No. 78, Wellington, dated 2012. 
647 Advertisement, YOUR Chance for OVERSEAS Army Service, circa 1959, National Army Museum Archive, 
Accession Number: 2013.195.1. 
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Southeast Asia as depicted in the advertisement. Service in the army provided an opportunity 

to fulfil the desire not only for adventure, but a chance to do so in the manliest way possible: 

as a soldier on active service. In a later advertisement for Malaya titled His Term of Service is 

Ending, WILL YOU REPLACE HIM? it stated, 'He's a member of New Zealand's toughest 

fighting force, the men in Malaya. But his term of service is ending… That's why the Army 

needs men…who can match the menace of jungle patrols. How about it?' The advert finished 

with the subheading, 'ARMY Needs Men For MALAYA'.648 Like the Korean War 

advertisement that used the example of grandfathers, fathers, and brothers as exemplars of 

masculinity to match up to, so did this advertisement, but with respect to men within the 

target audience’s own peer group. The question being asked by the advertisement was 

whether the viewer was as much of a man as his contemporaries who had already served. 

Furthermore, these advertisements sought to create a sense of urgency and a fear that the 

reader might miss the opportunity to earn the respect of their seniors if they failed to enlist 

quickly. 

 

Not all printed recruiting material of the period referred to Malaya. Even these other 

items, however, presented New Zealand Army soldiers as embodying desirable masculine 

traits. In one 1959 advertisement for the 'New' New Zealand Army titled Calling New 

Zealand's Finest, Fittest Young Men!, it described the army as 'an operational force - hard 

trained, fighting fit, equipped with modern weapons and ready to go anywhere'.649 Being 

prepared for overseas service, fitness and possessing weaponry appeared once again in a 

trinity of manly virtues associated with army service. The idea that service in the army 

provided character-building opportunities for those with sufficient 'spirit' was echoed in the 

1962 booklet Officer Cadets. In his foreword to the booklet, the then Chief of the General 

Staff, Major General L.W. Thornton, wrote, 'Modern armies require… men who are abreast 

of the times, men of education and presence, of sound character, commanding respect - and 

above all, young men of adventurous spirit and personal enterprise… The New Zealanders 

who will fit that pattern are the best young men this country has; and these are the men the 

Army needs'.650  The emphasis given to 'commanding respect' and being 'the best young men 

this country can offer' was a clear effort to represent army service as a means for an 

                                                
648 Advertisement, His Term of Service is Ending, WILL YOU REPLACE HIM?, circa early 1960s, National 
Army Museum Archive, Accession Number: 2013.195.1. 
649 Advertisement, Calling New Zealand’s Finest, Fittest Young Men!, 1959, National Army Museum Archive, 
Accession Number: 2013.195.1. 
650 Booklet, Officer Cadets, Wellington, R.E. Owen, Government Printer, 1961, p. 3, National Army Museum 
Archive, Accession Number: 2013.195.1. 
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individual to establish himself as a man within a broader social context. That the eligibility 

criteria for officer cadetships at the time required applicants to be between 18 and 23 years of 

age provides additional relevance and meaning to General Thornton's foreword.651  

 

 
Calling New Zealand’s Finest, Fittest Young Men!, 1959, National Army Museum Archive, 

Accession Number: 2013.195.1. 

                                                
651 Booklet, Officer Cadets, Wellington, R.E. Owen, Government Printer, 1961, p. 13, National Army Museum 
Archive, Accession Number: 2013.195.1. 
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General Thornton's equating of army service with manly status was echoed in other 

recruiting material of the period. In particular, it was echoed in advertisements advertising 

officer careers in the Student's Digest magazine, targeting the magazine's adolescent male 

readership. The first example, headed YOU'LL BE A LEADER AMONG MEN… stated 'You'll 

be responsible for men - their welfare, training, maybe their lives - if you've got the quality of 

leadership, and the academic capabilities the Army seeks in its officers… Your training will 

be tough, your Army life will be full and varied. But to a man who understands the vital 

national character of his job, there's nothing more rewarding'.652 In a similar advertisement 

seeking young 'men' for officer careers titled HAVE YOU GOT IT? it stated, 'The quality that 

makes you a natural leader … a man men will follow … a man who'll make the right decision 

at the right time … a man who will be responsible for other men: their welfare, training - 

maybe their lives! The Army needs leaders. Young men - like you'.653 The belief that being a 

soldier would make an individual a 'man among men', was not unique to the New Zealand 

Army. Many other nations promoted similar notions in their recruiting material, with 

examples for the Rhodesian Army and U.S. Army being pictured below. The Rhodesian 

Army poster, originally produced in the mid 1960s, gained notoriety, and in some quarters 

iconic status, through its appearance in Soldier of Fortune magazine in the 1970s and 

1980s.654 My own experience in the late 1990s confirmed that other men, including family 

members, considered you a ‘man’ once one had joined the army, even if you were an 

eighteen-year-old Officer Cadet studying at university! 

 

                                                
652 Students’ Digest, Wellington, August 1964, p.14. 
653 Students’ Digest, Wellington, October 1965, p.4. 
654 www.rhodesianservices.org/posters---maps.htm, accessed 2 June 2015. 
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Be a Man Among Men, Rhodesian Army, 1960s, www.rhodesianservices.org/posters---

maps.htm, accessed 2 June 2015. 

 

 
Man Among Men!, US Army, 

www.digitalpostercollect.ipage.com/propaganda/1945-1991-cold-war/usa/1950-man-

among=men=thats=the-airborne=soldier-for-you/, accessed 2 June 2015. 
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In the US Airborne poster Man Among Men!, an obvious comparison was made 

between the soldier and civilian - both the civilian man and woman who look upon the 

airborne soldier admiringly.655 The suggestion of social approval inferred added manly status 

to what was already advertised as a job for a 'man among men'. Less obvious, but equally 

significant according to Padilla and Laner, was the use of an example of elite military 

masculinity for recruitment purposes. Padilla and Laner, through their research into US Army 

recruitment themes over the period 1954-1990, identified the use of elite units as a common 

ploy designed not only to attract individuals to those units, but also 'potential recruits who 

would not themselves be going into these specialized units'.656  

 

This technique was also used in New Zealand, advertising for the Special Air Service 

(SAS). In 1965, the army published a poster and advertising campaign for the SAS titled, A 

Special Kind of Man!.657 The advertisement version of the same poster reinforced the 'special' 

status accorded to soldiers in the SAS by stating that it took 'a special kind of man' to do the 

work of an SAS soldier half a dozen times. The advertisement also stated, 'It takes a special 

kind of man to measure up to the mental and physical demands of the intensive training 

programme that will equip a man with these skills. Because the special kind of man we're 

looking for is made - not born!'.658 This statement sought not only to appeal to the desire of 

men to 'measure up' against other men, but also for an opportunity to transform themselves 

with respect to being 'made - not born'. In other words, manhood, even an elite form of 

military manhood, was within the grasps of young New Zealand men willing to accept the 

challenge. A similar theme was identified by Melissa T. Brown in Enlisting Masculinity, a 

book which explores in detail the construction of gender in US military recruiting advertising 

from the 1970s through to 2007. Brown identified that the US Army, through its recruitment 

advertising, promised the opportunity for 'character development and personal 

transformation, developing a soldiering masculinity that involves young men testing and 

proving themselves'.659  

                                                
655 www.digitalpostercollect.ipage.com/propaganda/1945-1991-cold-war/usa/1950-man-among=men=thats=the-
airborne=soldier-for-you/, accessed 2 June 2015. 
656 P. Padilla and M. Laner, “Trends in Military Influences on Army Recruitment Themes: 1954-1990”, Journal 
of Political and Military Sociology, 2002, Vol. 30, No. 1 (Summer):113-133, p.116. 
657 Poster, A Special Kind of Man!, Wellington, R.E. Owen, Government Printer, 1965, National Army Museum 
Archive, Accession Number: 2013.195.1. 
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A Special Kind of Man!, Wellington, R.E. Owen, Government Printer, 1965, National Army 

Museum Archive, Accession Number: 2013.195.1. 

 

Another theme identified by Brown is that of 'hybrid masculinity', combining 

contemporary traditional warrior attributes with changing social expectations around 
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masculinity. The same occurred in New Zealand Army recruiting material as the army sought 

to appeal to the widest possible audience. To do this, the army routinely emphasised the 

many benefits of joining, such as trade skills, education, promotion opportunity and financial 

benefits. While many of these themes have been addressed in previous chapters, it is worth 

considering one such example within the context of male masculinity of the 1960s. An 

advertisement titled These Men are Army Officers! stated, 'The Army needs leaders, young 

men like you' and depicted army officers in a diverse range of roles and contexts.660 Included 

among the images were an officer on parade inspecting troops; on a tank; explaining a 

technical diagram; playing basketball; grappling with modern equipment; and at home with a 

young child on his knee. The caption supporting the final image stated, 'Officers enjoy a full 

family life, and make many lasting friendships'. Being a military man, a man among men, 

provided an opportunity to be both manly in terms of ruggedness and strength. It also 

involved being a financially stable household provider and father, reflecting New Zealand's 

complex understanding of masculinity, including that of the 'family man'. As the following 

three decades of recruiting material showed, masculinity is adaptive and temporally 

contingent. 

 

The requirement for the army to present a multi-dimensional and nuanced form of 

masculinity in order to reach the widest possible audience was recognised by Major deJoux 

when serving as the army's Deputy Director of Recruiting. In a minute written by deJoux to 

the Deputy Chief of General Staff in 1980, he argued that, 'Gutsy, gritty advertising 

suggesting, "If you are man enough to cope with the Army, the Army is for you" is suitable 

for soldiers, as a soldier likes to impress the people at home that he has a hard life’.661 In 

contrast to recruiting material using more traditional representations of a warrior masculinity, 

Major deJoux expressed his belief that recruiting material focussed at potential officers 

needed to be more 'philosophical'.662 DeJoux argued that potential officers were more 

conscious of political and patriotic motives than potential soldiers, thereby necessitating a 

very different marketing approach. If deJoux's argument was valid, it suggests that concepts 

of masculinity are not only temporally contingent, they are also contingent on factors 

including educational background.  

 

                                                
660 Students’ Digest, Wellington, August 1966, p.20. 
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Another aspect of masculinity not yet discussed is the connection between 

masculinity and the physical environment. During the 1960s, soldiering was routinely 

depicted in the outdoors, or, more specifically, in rugged or harsh terrains. The jungles of 

Malaya and the bleak tussock covered hills of Waiouru's training area were regular features 

in recruiting material. Images of endurance in harsh terrain were seen in several recruiting 

products during the period, echoing a pattern found in other countries. The relationship 

between environment and the infantry was particularly pronounced, with the infantryman's 

outdoor working environment helping to define what he was – a man of the land and a man 

who could conquer his physical environment.663 In the leaflet New Zealand Regiment: The 

INFANTRY, for example, it stated, 'The infantry soldier is an out-of-doors man, alert, 

resourceful, trained to use rifle, bayonet, sub-machine-gun and light machine-gun, mortars, 

and grenades… in battle drill, tactics and field exercises… and camouflage'.664  

 

One of New Zealand's most powerful masculine archetypes is the image of the rural 

male or farmer.665 Farmers helped 'settle' New Zealand and tame its wild environment. 

Accordingly, farmers attained a place in the country's social make-up worthy of respect. 

Farmers were also seen to embody many of the attributes desired in a soldier and reflected in 

popular culture, such as ruggedness, independence of spirit and decisiveness.666 Like soldiers, 

farmers, particularly the country's earlier settlers, battled their environment, and like soldiers 

they were victorious. Another advertisement to emphasise the mastery of one's physical 

environment was titled SURVIVAL TRAINING IN FIJI … JUNGLE TACTICS IN THE 

QUEENSLAND BUSH … COMBAT EXERCISES ON THE WEST COAST … AND TWO 

YEARS IN SINGAPORE TO COME.667 The advertisement for those 'looking for a rugged 

outdoor job' featured a young Lance Corporal Jerry Mateparae, emphasising the army as an 

outdoor job with variety. 'Jerry' also explained that 'The Army's invested a lot in training me - 

my future's secure'. His faith in the army providing a secure future was certainly borne out, 

with 'Jerry' later being commissioned, rising to the rank of Lieutenant General and becoming 
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Governor General of New Zealand - His Excellency Lieutenant General the Right 

Honourable Sir Jeremiah Mateparae, GNZM, QSO, KStJ. 

 

While working in harsh environments and overcoming adversity were important 

elements of masculinity, it remained a secondary measure to service in wartime. During the 

period of New Zealand's 'hesitant' involvement in the Vietnam War, very little recruiting 

material actually mentioned the New Zealand army's involvement in Vietnam.668 Instead, 

recruiting material tended to refer to Southeast Asia, disguising Vietnam within New 

Zealand's wider commitment to the region. In one rare exception (shown below), however, 

the full range of idealised masculine traits were put to work in an effort to recruit soldiers for 

service in Vietnam, including a none-to-subtle phallic symbol in the form of an artillery gun 

at high elevation.669 The advertisement stated 'New Zealanders now stand shoulder to 

shoulder with the forces fighting for peace in Vietnam. We need men … tough, intelligent. 

Will you help? You'll face danger and difficult conditions'. Comradeship, toughness, facing 

danger and perseverance in a harsh environment were all noted as challenges that awaited 

any man prepared to 'help'. Having established active service in Vietnam as a worthy trial of 

manhood, the advertisement placed the decision to accept that challenge at the feet of the 

young male reader. As in earlier periods, service in combat was still advertised as the 

ultimate means of establishing one's manhood.  

                                                
668 R. Rabel, New Zealand and the Vietnam War: Politics and Diplomacy, Auckland, Auckland University 
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669 Advertisement, Go with The Artillery to Vietnam, circa 1965, National Army Museum Archive, Accession 
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Go with The Artillery to Vietnam, circa 1965, National Army Museum Archive, Accession 

Number: 2013.195.1. 

 

While not wishing to overstate the use of phallic symbols within recruiting material, 

there is a valid argument that weapons were used as a symbol of male potency and power. 

Several recruiting items throughout the period under review prominently displayed weapons, 

in particular weapon barrels, as the salient graphic feature. Examples include: Put Yourself in 

the Picture (1960s),670 featuring a tank barrel at high elevation; The Royal N.Z. Armoured 

Corps (1962),671 featuring a raised M41 tank barrel pointing towards the viewer; Regular 

Force Cadets: A Fast Start to Your Army Career (1977),672 featuring the barrel of a soldier’s 

M16 rifle; and Future Leaders: Regular Force Cadets (1980),673 featuring the barrels of three 

soldiers’ self-loading rifles (SLRs) in the foreground. Proving that weapons were used as 

phallic symbols is difficult objectively. Whether the decision to do so was subconscious or 

otherwise, weapons were used in such a way as to intimate the potency of a soldier, and these 
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weapons often featured prominently. To provide broader context to the use of weapons in this 

way, one need only look to the Australia for an overseas example. In the poster, Set Your 

Sights On … A Mansized Career,674 it is the text, which refers to both ‘your’ and ‘mansized,’ 

coupled with the image of a large tubular weapon, that infers a correlation between soldiering 

as a manly occupation and the size of a soldier’s genitalia. 

 

 
Set Your Sights On A Mansized Career, https://www.carters.com.au/index.cfm/index/1549-

war-and-militaria-posters/?page=2. 

 

While combat remained the ultimate test, the army continued to be represented as 

offering a transformative environment from which to move from boyhood into manhood. 

This was reflected in a variety of recruiting products, including the advertisement 'the making 

                                                
674 Poster, Set Your Sights On A Mansized Career, https://www.carters.com.au/index.cfm/index/1549-war-and-
militaria-posters/?page=2, accessed 29 September 2017. 
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of a successful man'.675 The advert was specifically designed to recruit young men aged 

between 15 and 17 into the Regular Force Cadets. The Regular Force Cadets were created 

after the Second World War, providing an opportunity for young men to enter the army and 

train as future Regular Force instructors and tradesmen. The scheme was eventually 

'suspended' in 1991 due to budget cuts.676 In the 1970s booklet Regular Force Cadets, a 

similar theme of attaining manhood through army service ran subtly throughout.677 The 

subheading to the booklet described the army as having 'something for most boys'. In the 

following two paragraphs, however, it went on to describe the 'young men' of the army 

serving 'throughout South-east Asia' aiding the 'security of our country'. Following these 

introductory paragraphs, the booklet then explained how the Regular Force Cadet School 

prepared 'boys' to become the 'dedicated young men' of the New Zealand Army. This idea 

that the army and, in particular, war service can create 'men out of boys' is not unique to New 

Zealand, but rather is a belief held in many cultures.678 

 

 
Student Digest, June 1961. 

                                                
675 Advertisement, The Making of a Successful Man, circa 1970s, Headquarters New Zealand Defence Force, 
Defence Recruiting Section. 
676 NZ Army, Publication No. 78, Wellington, dated 2012. 
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 216 

 

A hierarchy of masculinity is a consistent theme running through army recruiting 

material. Whether it be the relative masculinity of boy and man; man and veteran; or simply 

soldier and civilian, masculinity is represented as existing within a hierarchy of masculinity. 

The army was advertised as 'a unique profession, which will extend you in ways that few 

civilian careers will ever do'.679 The theme of comparative and hierarchical masculinity is 

most clearly exemplified in the advertisement Prove Yourself as an Army Officer and You 

Prove Yourself Anywhere.680 As noted earlier, measuring up to one's forbears has often been 

used to encourage enlistment. Likewise, representing soldiering as an opportunity to become 

'a man among men' has also been discussed. Proving oneself to other members of society, 

whether they be male or female, old or young, reflects the central importance of establishing 

one's masculine identity. By advertising the army as an opportunity to 'prove' oneself 

'anywhere' the advertisement is also making a direct appeal to the insecurity experienced by 

many young men around their status as a man and transition from boy into manhood. As 

though to emphasise the point, the advertisement once again uses visual phallic reinforcement 

in the form of a piece of military equipment at high elevation - this time a tank barrel, to 

affirm army service as the embodiment of masculinity. 

 

As explored in detail during the following chapter on women's gender representation, 

the Human Rights Commission Act 1977 represented a significant piece of legislation 

designed to reduce endemic discrimination in New Zealand. While the Act made gender-

based recruiting illegal for most employers, a clause existed allowing the armed forces to 

continue to discriminate according to gender with respect to 'combat trades'. Despite being 

afforded this concession, the army deemed it wise to move away from gender-based 

recruiting, or at least it attempted to. This decision is evidenced by the stark reduction in 

explicitly gender-based recruiting material. Women-specific recruiting material disappeared, 

while specific references to the army as 'a man's career' reduced significantly. The 

representation of the army as an inherently masculine institution and soldiering as the 

embodiment of traditional masculine virtues, however, continued. The army's decision to 

move away from gender-specific references, though not legislatively necessary, was a wise 

                                                
679 Advertisement, Army Officer: A Unique Profession which Will Extend You in Ways that Few Civilian 
Careers Will Ever Do, circa 1970s, Headquarters New Zealand Defence Force, Defence Recruiting Section. 
680 Advertisement, Prove Yourself as an Army Officer and You Prove Yourself Anywhere, circa 1970s, 
Headquarters New Zealand Defence Force, Defence Recruiting Section. 
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decision, because on occasions where the army did specifically refer to the need for men, 

criticism was quick to follow.  

 

 
Archives New Zealand, SERVICE RECRUITING: Publicity/Advertising: NZ Army, 1984-

1986, Ref. ABFK W4948 7494 Box 312. 

 

In 1986 the army released an advertisement titled, Are You Man Enough?. 

Unsurprisingly, the advertisement, which came out nearly a decade after the Human Rights 

Commission Act was passed, led to several complaints. 'Letters to the editor', the Human 

Rights Commission, as well as members of parliament, all followed. The army was quick in 

their response. Colonel Mike Dudman, on behalf of the Chief of General Staff, wrote to the 

commission explaining that a local advertising agency was in fact responsible for the wording 

of the advertisement and not the army per se.681 Furthermore, the army stated that once it 

became aware of the advertisement’s content it ‘directed its withdrawal and reminded units 

that there must not be any discrimination regarding sex in future advertising’. Internally, not 

all discussions were as conciliatory as Colonel Dudman's. In one document, released only 

days before, the argument was made by a junior officer involved in recruiting that ‘the 

wording quote are you man enough unquote should be taken to mean have you the required 

                                                
681 Archives New Zealand, SERVICE RECRUITING: Publicity/Advertising: NZ Army, 1984-1986, Ref. ABFK 
W4948 7494 Box 312. 
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attributes rather than its literal meaning’.682 The junior officer further argued that the unit 

responsible for the advertisement's placement was a combat unit with a limited number of 

positions for females, pointing out that ‘they already have the permitted number [of 

women]’.683 Based on those facts, the author argued that the advertising rightly targeted 

young men as vacancies existed for them and not for women. Somewhat boldly, the junior 

officer showed an element of immaturity and being out-of-touch with society by stating, ‘this 

point should be stressed as it negates the Human Rights Commission’s argument that it is 

unlawful to indicate an intent to discriminate on sex’.684  

        

Had the 1986 advertisement been produced five years earlier, the reaction may have 

been more muted. In 1981 the army launched an officer recruiting campaign featuring New 

Zealand Army officers who had been recognised for valour, including Lieutenant General Sir 

Bernard Freyberg VC and Captain Charles Upham VC and bar. The headline used in the 

advertisement was similarly gender-explicit, asking ‘How Does the Army Always Produce the 

Right Man for the Job?’685 Only one negative response to this advert is recorded in archival 

records. It focussed primarily on whether the name Zimbabwe should have been used rather 

than Rhodesia, as occurred in the advertisement when referring to the army's most recent 

deployment. When comparing the 1986 and 1981 recruiting adverts, both were gender-biased 

towards men, yet only one resulted in a complaint to the Human Rights Commission. This 

may have been due to the use of well-known exemplars of New Zealand Army officer 

bravery, all of whom were men, thereby justifying the gender-specific question. 

Alternatively, it may reflect how time, even a relatively small span of time, can produce 

significant changes in what is socially acceptable. The 1986 poster Are You Man Enough? 

also raises the question as to whether a gap exists between prevailing social values within the 

wider public and the army as an organisation.  

 

As the army's recruiting efforts continued to move through the social changes of 

1980s and 1990s New Zealand, it continued to adapt. Recruiting material continued to be 

primarily gender-neutral so far as representing men and women in a variety of comparable 

roles. In doing so, as identified in the following chapter, the majority of recruiting material 

retained masculine overtures and as a result imposed a form of masculinity onto women. 

                                                
682 Ibid. 
683 Ibid. 
684 Ibid. 
685 Advertisement, How Does the Army Always Produce the Right Man for the Job?, 1981, Alexander Turnbull 
Library, Reference: Eph-B-ARMY, 1 box containing 4 folders. 
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Overt masculinity and the traditional traits associated with the masculine ideals of strength, 

ruggedness, and daring did, however, mellow during the period. Likewise, life in the army 

was described in gender-neutral terms, avoiding any reference to the continued embargoes in 

place on women joining combat trades. The army and soldiering were still represented as a 

physically active, outdoors-based lifestyle, but such representations were balanced with 

images of regular office work, working to learn and adventure training opportunities.686 

 

 
Officer Cadet School (New Zealand), mid-late 1990s, National Army Museum Archive, 

Accession Number: 2013.195.1. 

 

A facet of masculinity commonly emphasised in recruiting material was the 

opportunity to compete in sports. Games such as soccer and cricket, as well as sporting 

pursuits such as mountain climbing, featured regularly in recruiting material. Rugby, 

however, was the most commonly referenced of all games. Sport is a highly gendered aspect 

of human social life, with different sports being deemed more appropriate for certain sexes to 

play than others.687 Sport has also been traditionally considered the preserve of men and 

shares a special relationship with the male population’s preparation for war. During the First 

World War, sports, and in particular team sports, were thought to teach ‘loyalty, 

                                                
686 Advertisement, Everything You Could Want from a Territory Education. Except the Student, circa 1990s, 
National Army Museum Archive, Accession Number: 2013.195.1. 
687 B. Tagg, “Imagine, a Man Playing Netball!”, International Review for the Sociology of Sport, 43/4(2008), 
p.409. 
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consideration and selflessness, whilst simultaneously generating courage, strength and 

pluck’.688 The sports field was also considered of central importance to the development of 

other essential characteristics, such as the ability to act fairly; physical and moral courage; 

and the ability to take orders, all considered important for success in life and war.689 Sports 

Battalions were formed in both the United Kingdom and Australia, with war being described 

in one New South Wales recruiting campaign as 'the best sport on Almighty God's earth'.690 

The two examples below, one from Australia691 and the other from the United Kingdom,692 

show how sports have been used as a motivational theme in recruiting material.  

 

   
Enlist in the Sportsmen’s Thousand, Sportsmen’s Committee, Australia, State Parliamentary 

Recruiting Committee, 1917, Australian War Memorial, ID number: ARTV00026. 

 

                                                
688 C. Veitch, “‘Play Up! Play Up! And Win the War!’ Football, the Nation and the First World War 1914-15”, 
Journal of Contemporary History, Vol. 20, No. 3 (July 1985), p.365. 
689 M. Phillips, “Sport, War and Gender Images: The Australian Sportsmen’s Battalions and the First World 
War”, The International Journal of the History of Sport, Vol. 14, No.1 (April 1997), p.86. 
690 Ibid, p.79. 
691 Poster, Enlist in the Sportsmen’s Thousand, Sportsmen’s Committee, Australia, State Parliamentary 
Recruiting Committee, 1917, Australian War Memorial, ID number: ARTV00026. 
692 Poster, Rugby Union Footballers are doing their duty, Great Britain, Publicity Department, Central London 
Recruiting Depot, 1912-14, Imperial War Museum, Catalogue number: Art.IWM PST 7806. 
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Rugby Union Footballers Are Doing Their Duty, Great Britain, Publicity Department, Central 

London Recruiting Depot, 1912-14, Imperial War Museum, Catalogue number: Art.IWM 

PST 7806. 

 

In New Zealand, a country that has traditionally reserved a special place for rugby in 

the public imagination, it is unsurprising that rugby featured routinely in recruiting material. 

The physical and combative nature of rugby, made famous by tours such as the 1956 

Springbok Tour of New Zealand, became legendary for the tour's war-like campaign nature. 

Contemporary newspapers variously described the players as 'the embodiment of virile 

manhood', 'the answer to a maiden's prayer', and even 'the epitome of glorious manhood'.693 

Rugby was a 'man's game' and the army 'a manly occupation', so the army sought to advertise 

its support for rugby in any way possible. During New Zealand's commitment in South-east 

                                                
693 F. Andrewes, “Demonstrable Virility: Images of Masculinity in the 1956 Springbok rugby tour of New 
Zealand”, The International Journal of the History of Sport, 15:2, (1998), pp.119-123. 
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Asia from 1950s through until the 1980s, rugby routinely featured as the sport of choice 

played by soldiers serving in Malaya and Singapore. Another example is the pocket-sized 

itinerary the army produced for the 1966 Lions Tour of New Zealand.694 Another is a 1990s 

poster that pictured provincial representative rugby player and army Corporal Tim Kareko, 

emphasising the army as an opportunity to progress one's rugby aspirations.695 Rugby, 

however, was not the only male-dominated sport used for recruiting purposes. In 1988 the 

army published the advertisement It's Not Just for Kicks in a number of magazines including 

Time, Metro, and the New Zealand Listener.696 The advertisement was designed to appeal to 

those interested in sports - in particular, those of soccer and rugby.  

 

 
1966 Lions Itinerary, 1966, National Army Museum Archive, Accession Number: 

2013.195.1. 

                                                
694 Itinerary, 1966 Lions Itinerary, 1966, National Army Museum Archive, Accession Number: 2013.195.1. 
695 Poster, Arm Me with Success, circa 1997-1998, National Army Museum Archive, Accession Number: 
2013.195.1. 
696 Advertisement, It’s Not Just for Kicks, 1988, National Army Museum Archive, Accession Number: 
2013.195.1. 
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It’s Not Just for Kicks, 1988, National Army Museum Archive, Accession Number: 

2013.195.1. 

 

Various forms of masculinity have been represented in army recruiting material 

during the twentieth century. Men have been displayed as strong, aggressive, sporting and 

good fathers. They have been pictured with weapons, in vehicles, behind guns and patrolling 

the jungle. In exchange for their service, men have been offered training, skills, financial 

security, and most importantly, a chance to validate themselves as men. Soldiering is sold to 

the prospective recruit as offering an opportunity to transform, not only from boyhood into 

manhood, but an exemplary form of manhood. New Zealand society, like many others, has 

accorded its soldiers as embodying a form of warrior-masculinity with superior status to other 

forms of masculinity.  

 

Sports, particularly those associated with men, have also held an important place in 

recruiting material. The concept of the army offering an opportunity to pursue sporting 

opportunities, and the link between the combative nature of sport and army service, has 

appeared throughout the period under review. From the early twentieth century, and in 
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particular the First World War, the connection between the attributes required of a successful 

sportsman and a soldier was clearly made. War was represented as the ultimate sport and 

soldiers as the ultimate sportsmen. Towards the end of the twentieth century, the link 

between sports and war may have become invisible, but the link between soldiers and sports 

had not. 

 

The analysis of army recruiting material over a one-hundred-year period shows that 

the army has presented soldiering as an inherently masculine job. Why it has done so is 

reflective of the material’s intended target audience – the young male population of the 

country. Within that cohort of the population, the various forms of masculinity shown by the 

army held particular appeal. Central among the forms used was the idea of transformative 

masculinity, whereby joining the army would aid in the transition from boyhood to manhood. 

At the same time, the transition would also be one recognised by others due to the army’s 

reputation for being an inherently masculine profession. If a one was a soldier, then one was 

also a man.  

 

The army also sought to adapt its representation of masculinity during the period 

reviewed. From the 1960s, the army actively sought to maximise recruiting efficacy by 

broadening its appeal. From that time onwards, a more inclusive, hybrid-masculinity, was 

used to resonate with a broader section of New Zealand society. This included 

representations of soldiers as family men, adventurers, outdoorsmen, and gentlemen. By the 

1980s, recruiting material was even depicting officers in fashionable clothes and as 

businessmen. That the army did so is a reflection of the changing nature of New Zealand 

social values and what was, therefore, likely to appeal to young men. Similarly, it also 

reflects the declining appeal of traditional representations of soldiering limited to archetypes 

of warrior-masculinity alone. In recognising this, the army adapted to the changes in society, 

not just for recruiting purposes, but also to remain relevant. If the army failed to demonstrate 

its ability to adapt, its attractiveness as an organisation and the level of public support it 

received would diminish. The need to adapt is also reflected in the next chapter where the 

army’s depiction of women in recruiting material will be examined. As the chapter will show, 

women appeared in recruiting material aimed at recruiting both men and women. The chapter 

will also show the evolution of the army’s depiction of women from victims to combat-ready 

soldiers. 
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Chapter Six: Women, recognition, and objectification 
 

During the period 1899 to 1999, New Zealand went through significant social and economic 

change. The country led the world in several areas of progressive social policy, while in 

others it retained legislation that perpetuated and protected traditional social structures. One 

such issue concerned the roles and rights of women. Whether at home, at school or in the 

workplace, the roles and rights of women in New Zealand society would change significantly 

during the period. From the middle of the twentieth century, for example, the fight for gender 

equity, particularly in the work place, came into conflict with fears around maintaining the 

‘gender balance’. The Second World War saw women enter new, previously male-

dominated, fields of employment, creating palpable concern towards the end of the war that, 

if measures were not taken to return to pre-war notions of gender-appropriate employment, 

society would be placed at risk.697 As society and the government grappled with these issues, 

so too did smaller microcosms of New Zealand society, including the army.  

 

This chapter will examine female gender representation in New Zealand Army 

recruiting material. It will discuss how women have been represented in recruiting material, 

not only as prospective soldiers, but also in other roles, such as the attractive guests of male 

officers at formal dinners, or as what men were meant to fight to protect during war. It will 

review the contents of a century’s worth of posters, pamphlets, leaflets and advertisements to 

determine how women have been depicted throughout the period. Change and continuity of 

representation will be explored, as well as the question of why such representations changed 

or persisted over time. It will also consider the often-contradictory nature of women’s gender 

representation in recruitment advertising. One example from 1972 relates to nursing in the 

army, with a leaflet that described Royal New Zealand Nursing Corps personnel as ‘Women 

of the modern world,’ and appealed to those looking for opportunities to travel the globe, 

while simultaneously picturing them in traditional, feminine and very gender-specific nursing 

uniforms.698  

 

Although thirty New Zealand women served as nurses during the South African War, 

they did not do so as members of the nation’s army. Fifteen of the nurses even paid their own 

                                                
697 D. Montgomerie, The Women’s War: New Zealand Women 1939-45, Auckland, Auckland University Press, 
2001, pp.11-12. 
698 Leaflet, The Royal New Zealand Nursing Corps, circa 1972, National Army Museum Archive, accession 
number 2013.195.1. 
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passage.699  Despite the New Zealand Army officially having positions for women from at 

least 14 May 1908, when the New Zealand Medical Corps Nursing Service Reserve was first 

gazetted, no women's recruit advertising has been discovered prior to 1950.700 The absence of 

such recruiting items prior to the middle of the century, and notably after the Second World 

War, does not necessarily indicate such items did not exist. By its very nature, recruiting 

material is disposable and designed to be ephemeral. It is more than possible that such items 

have been simply lost to posterity. It is somewhat surprising, however, that during a period of 

significant need for personnel, such as the Second World War, at least some items have not 

survived. It is known, for example, that by October 1940 the Women's War Service Auxiliary 

(WWSA) had conducted a substantial recruiting drive.701 The only printed recruiting item 

discovered that provides evidence of a recruiting drive, however, is a WWSA enrolment 

form.702 Another explanation for the absence of recruiting material is their possible 

destruction in the Hope Gibbons office building fire of 1952. This fire resulted in a 

'tremendous loss' of public records, including labour and employment records.703 

 

The apparent absence of New Zealand-specific recruiting material is surprising given 

the readily available and considerable quantities of British, Canadian, Australian and United 

States recruiting material for women's wartime services. During the Second World War, as 

previously during the Boer War and First World War, many New Zealand women had been 

eager volunteers; contributing to the national effort through their work in patriotic 

organisations, as unofficial recruiters of servicemen, as nurses and as replacement 

'manpower' on the home front. During the two World Wars women were often as eager to 

demonstrate their loyalty to Empire as the country's men, with the greatest challenge being to 

channel efforts effectively.704 It is conceivable, therefore, that little published recruiting 

material was produced, other than small public notices in newspapers. One such notice during 

the Second World War appeared in the Press notice notifying readers of a 'Recruiting 

Campaign for Women'.705 The notice itself, however, was not an official recruiting 

                                                
699 A. Rogers, While You’re Away: New Zealand Nurses at War 1899 − 1948, Auckland, Auckland University 
Press, 2003, p.16. 
700 Ibid, p.33. 
701 Montgomerie, p.46. 
702 Enrolment Form, Women’s War Service Auxiliary, circa 1940, National Army Museum Archive, accession 
number 1996.118. 
703 Te Ara, the Encyclopaedia of New Zealand, “Hope Gibbons fire 1952”, Accessed on 19 March 2015, 
http://www.teara.govt.nz/en/photograph/41758/hope-gibbons-fire-1952. 
704 J.C. McLeod, “Activities of New Zealand Women During World War I”, M.A. Hons thesis, University of 
Otago, 1978, p.34. 
705 Notice, “Recruiting Campaign for Women”, Press, Christchurch, 17 July 1942, p.6. 
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advertisement. Instead, it represented another example of the New Zealand press’ support for 

wars to which the country was committed during the early twentieth century. 

 

 
Press, 17 July 1942, p.6. 

 

Despite an absence of recruiting material specifically seeking to recruit women into 

the New Zealand army prior to 1950, women nevertheless appeared in recruiting material. 

During the First World War, for example, women were widely used in recruiting posters 

throughout the Empire. One of the most prevalent examples is the image of Edith Cavell, 

who, following her execution in 1915, became a common example of alleged German 

barbarism in recruiting material.706 Women would continue to be primarily represented in 

nursing and secretarial type roles for much of the twentieth century. They would also be used, 

as previously mentioned, as an attractive side benefit of an army career for men. It would not 

be until the mid-1990s that a female soldier would be depicted in recruiting material carrying 

a weapon.  

 

                                                
706 Edith Cavell was executed by firing squad on 12 October 1915 in Brussels, Belgium. 



   

 228 

During the First World War, women were used extensively in recruiting material, but 

not to recruit potential female recruits. Women were instead used to motivate men to enlist. 

The need to protect women from 'German Barbarians' and their alleged atrocities against 

women and children were common. In the poster 'Cold Blooded Murder!' for example, 

Germany was accused of all manner of 'crimes against god and man' including: sacking Holy 

Places, murdering thousands of civilians, and assassinating 'our Wounded'.707 In the same 

poster, the sinking of the Lusitania was cited as a further example of German barbarism. Two 

equally famous posters produced by the Parliamentary Recruiting Committee (PRC) are 

Women of Britain Say - "Go!"708 and Remember Belgium.709 Both of these posters were used 

in New Zealand during the First World War.710 Both posters represent the sacrifices and 

suffering of women. The cumulative propaganda message of these posters was that, if women 

did not encourage their men to go, then they might well suffer the same fate as the poor 

women of Belgium. As Nicoletta Gullace has described it, German atrocities were a key part 

of marketing the war.711 

 

                                                
707 Poster, Cold Blooded Murder!, Parliamentary Recruiting Committee, 1915, Te Papa Object Collections, 
Registration Number: GH016325. 
708 Poster, Women of Britain Say - “Go!”, Museum of New Zealand - Te Papa Tongarewa, Registration 
Number: GH016292. 
709 Poster, Remember Belgium, Museum of New Zealand - Te Papa Tongarewa, Registration Number: 
GH016304. 
710 S. Gibson, “First World War Posters at Te Papa”, Tuhinga, Number 23, 2012, p.73. 
711 N. Gullace, “The Blood of Our Sons”: Men, Women and the Renegotiation of British Citizenship During the 
Great War,  New York, Palgrave MacMillan, 2002, p.18. 
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Women of Britain Say - “Go!”, Museum of New Zealand - Te Papa Tongarewa, Registration 

Number: GH016292. 

 
Remember Belgium, Museum of New Zealand - Te Papa Tongarewa, Registration Number: 

GH016304. 
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The English nurse Edith Cavell provided possibly the most famous example of 

women being used to recruit men. Cavell was executed for the crime of treason by German 

military authorities after admitting she had helped Allied soldiers and Belgian men to escape 

from German occupied territory. Her execution, justified or not, was depicted as 'murder' in 

the press and subsequently used for propaganda purposes throughout the Empire.712 In New 

Zealand, her death was widely reported in the media and was subsequently used alongside the 

sinking of the Marquette713 to recruit New Zealand servicemen.  

 

 
 “The German Challenge”, Press, Christchurch, 1915, National Library, Reference: 1/1-

007697-G. 

 

                                                
712 K. Pickles, Transnational Outrage: The Death and Commemoration of Edith Cavell, New York, Palgrave 
Macmillan, 2007, p.44. 
713 The 10 New Zealand nurses, along with as many as 22 other New Zealanders, were being transported to 
Serbia on a troopship. They were not on a hospital ship and therefore the Marquette represented a legitimate 
military target (http://www.nzhistory.net.nz/page/troopship-marquette-sunk-killing-32-nz-medical-staff). The 
carriage of New Zealand medical staff on the troopship rather than a hospital ship by British authorities remains 
a subject of criticism. 
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The use of the 'martyr' Edith Cavell alongside New Zealand's own Marquette nurses 

was cleverly calculated. Nurses were protected under the Geneva Convention, making their 

deaths at the hands of Germany seem inexcusable, reinforcing the propaganda theme of 

German barbarism.714 Using the example of a British nurse alongside New Zealand's own 

nurses reinforced another common propaganda theme - that the empire faced a common peril. 

This was mentioned in other New Zealand recruiting posters such as 'Why Britain is at War', 

printed in the Lyttelton Times. That recruiting poster stated 'You can take no risks for your 

wives' and children's sake'.715 With respect to how these women were depicted, they were 

portrayed as victims. Female victims represented all noble and honourable women of the 

Empire who needed protection. The billboard sought to elicit in New Zealand men a desire to 

avenge Cavell and the Marquette nurses, and to prevent further atrocities stating, 'Men Are 

Wanted NOW go Avenge Them'. This point was further reinforced by the presence of the 

poster 'Take Up the Sword of Justice' to the right of the billboard.716 Such emotive appeals 

made it difficult for the eligible fighting age male to provide a credible excuse not to enlist. 

Women, like children, were represented as needing male protection.  

 

As the death of the nurses on the Marquette attests, New Zealand women were not 

merely bystanders to the conflict. Following the noteworthy contribution made by New 

Zealand nurses during the Boer War, and the subsequent tenacious lobbying of individuals 

such as Hester Maclean717, Minister of Defence James Allen signed the New Zealand Army 

Nursing Service (NZANS) into formal existence on 11 January 1915.718 This date may, 

therefore, be considered the earliest time in which women entered into Regular, as opposed to 

Reserve, service with the New Zealand Army. Yet formal recruitment of nurses for the 

NZANS was unnecessary due to the abundance of ready volunteers. Such was the eagerness 

of nurses to serve that a columnist in New Zealand Freelance went so far as to joke '… our 

people are so willing to nurse wounded soldiers that there is danger of some of our boys 

being nursed - till they are sick!'.719 The level of support provided by the nation's women 

                                                
714 First Geneva Convention, “Convention for the Amelioration of the Condition of the Wounded in Armies in 
the Field. Geneva, 22 August 1864”, Accessed 17 March 2015, 
https://www.icrc.org/ihl/INTRO/120?OpenDocument. 
715 Lyttleton Times, “Why Britain is at War”, 1914, Auckland War Memorial Museum Poster Collection, Call 
Number: EPH-PW-1-69. 
716 Poster, Take Up the Sword of Justice, Parliamentary Recruiting Committee, 1915, Imperial War Museum 
Poster Collection, Accession number: IWM PST 0409. 
717 Hester Maclean was the founding Matron-in-Chief of the New Zealand Army Nursing Service. 
718 New Zealand Army Nursing Service - Royal New Zealand Nursing Corps, “History”, Accessed 23 January 
2015. http://www.nzans.org/NZANS%20History/NZANSHistory-1915-1922.html. 
719 New Zealand Freelance, 18 June 1915, p.26. 
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nurses almost certainly negated the requirement for formal recruiting material to be produced, 

offering an explanation for why none has been found from this period. 

 

Had a concerted recruiting effort been necessary, the army would likely have had to 

negotiate a complex web of contemporary social values to avoid controversy. While nursing 

had by the turn of the twentieth century become a socially acceptable profession for middle 

class girls, many people still feared any trend towards growth in women's education and 

employment.720 In a 1915 article in the New Zealand Observer, this sentiment was expressed 

in relation to female education. The article described how the 'educational authorities lately 

dropped a tear' on discovering that girls had been awarded dux in 19 out of 22 schools 

reviewed.721 The author of the article went on to opine that 'School for the normal girl is 

simply the half-way house between infancy and matrimony, and school of the gruelling kind 

that spurs a girl to achieve school dukedom is waste of health and a handicap to maternal 

efficiency'. The author was far from alone in such views. The war, far from liberating women 

from restrictive social values, reinforced the 'cult of domesticity and motherhood'.722 At the 

time, employment for women was seen merely as a transitional period between school and 

married life.723 World War had made motherhood even more heroic than it had previously 

been during the Victorian period. Mothers, after all, provided the men required to fight for 

Empire. It was against this backdrop that women were used as victims in recruiting posters. 

Despite the privations many NZANS nursers suffered whilst at war, these realities were not 

reflected in recruiting material of the period. 

 

Nursing at this time was presented as 'one of the finest jobs for women'.724 Nursing, as 

Susan Carruthers explains, was considered 'the peak of womanly achievement, just as 

fighting was the ultimate male task'.725 It therefore comes as little surprise that New Zealand 

women would have been as quick to volunteer as nurses as men were to join the 

expeditionary forces. Through various social conventions and pressures, women were 

encouraged into caring professions such as nursing and teaching, or at least until such time as 

they were married. While no NZANS recruiting material from the war has been found, those 
                                                
720 McLeod, p.68. 
721 New Zealand Observer, 13 March 1915, p.3. 
722 McLeod, p.49. 
723 K.H. Sharp, “New Zealand Women: A Contribution to the History of the Part Played by Women in the 
Social and Political life of the Dominion”, M.A. Thesis, University of New Zealand (Canterbury), 1930, pp.98-
99. 
724 S. Carruthers, “ ‘Manning the Factories’: Propaganda and Policy on the Employment of Women, 1939-
1947”, The Journal of the Historical Association, June, 1990, Vol. 75 Issue 244, p. 236 
725 Ibid. 
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of Allied nations typically emphasised the saintly, caring aspect of nursing, rather than its 

often-grim reality.726 The performance of New Zealand nurses during the war was also 

celebrated on the home front. Their successes and promotions were acknowledged alongside 

those of the nation's men.727 

 

At the outset of the Second World War, New Zealand women found themselves in a 

similar position to the one they faced during the First World War. They were eager to serve 

the nation in its time of need, but the position of the state was at best tentative as to how 

women should do so.728 Unlike Britain, which at the outset of the war enlisted women into 

the auxiliary branches of the armed forces, New Zealand took somewhat longer to recognise 

the potential of women.729 New Zealand women, however, did not wait for opportunities to 

serve formally, with many volunteering to undertake unpaid and unofficial work. In the first 

few days after war was announced, for example, 500 women enrolled for Voluntary Aid 

Detachment (VAD) courses with the Red Cross in North Canterbury alone.730 By the end of 

the year 12,000 certificates had been awarded nationally, and, by the end of 1941, 230 fully 

trained VADs were deployed to the Middle East to support the war effort.731 Women, like 

men, were eager to do their bit and to make a timely contribution to the war and all that war 

might bring. 

 

Despite having proved their worth during earlier conflicts, by the outbreak of the 

Second World War women had yet to be accepted as a Regular feature of the New Zealand 

Army. Women nevertheless had remained active after the First World War, even forming a 

Women’s Territorial Army Association in Tarata alongside other New Zealand Territorial 

Force Association branches set up by men around the country.732 In the intervening period 

between the World Wars, little to no recruiting of women took place other than the 1936 

creation of a register of 60 nurses in the NZANS Reserve.733 Lobbying was once again 

required to ensure women were granted an opportunity to formally serve the war effort. 

Fortunately, New Zealand women had a powerful ally in the form of Janet Fraser, Prime 
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Minister Peter Fraser's wife. She supported a deputation headed by Agnes Bennet to approach 

Peter Fraser on the issue of creating an official Women's War Service Auxiliary (WWSA).734 

Once approved, Janet Fraser took up a more visible role, becoming head of the WWSA's 

Dominion Council.735 

 

The WWSA was, as Deborah Montgomerie has described, 'envisaged as a quasi-

military organisation with uniform'.736 It was not a traditional military service like the Army, 

Navy, or Air Force. Recruiting for the WWSA was under way by October 1940 and sought to 

create a register of women prepared to undertake national service.737 The WWSA also served 

as an umbrella organisation to cover various women's groups around the country. Some of 

these groups, such as the Women's Service Corps (WSC) in Auckland, were well established 

by the time the WWSA was formed and some resentment was felt with respect to answering 

to Wellington.738 Such resentment was understandable given the success of the WSC (also 

referred to as the Women's National Service Corps), who, at their own expense, had not only 

fitted themselves out with uniforms, but also undertaken relevant military training in drill, 

clerical duties, signals, driving and vehicle repair.739 Nevertheless, the WSC was one of the 

first bodies to affiliate with the national WWSA.740 

 

WWSA registration forms were headed 'Emergency Reserve Corps' and contained the 

statement, 'I desire to join the Women's War Service Auxiliary, and to serve my country to 

the best of my ability in whatever capacity I am best fitted for in time of national 

emergency’.741 It would not be until July 1942 that the formation of a Women's Army 

Auxiliary Corps (WAAC) would finally be approved.742 Neither the WWSA, NZANS or 

WAAC had any difficulty finding willing recruits.  In the case of the NZANS, a 'waiting list' 

for selected applicants had to be established, a remarkable fact given 643 Registered Nurses 

served in the NZANS during the war.743 In addition to serving one’s country, volunteering 
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also represented an opportunity to learn new skills and ‘experience the adventure of foreign 

travel’.744 In many respects, the motivations for women to volunteer for service were the 

same as those for men and were reflected in recruiting material aimed at women from the 

1950s onwards. There were some difficulties in recruiting for the Women's Land Corps, 

which was administered by the WWSA and the National Service Department.745 Advertising 

for the Women's Land Service, as it was later called, is useful for the purposes of this study 

despite not technically being part of the army. 

 

 
Women’s War Service Auxiliary, circa 1940, National Army Museum Archive, Accession 

Number: 1996.118. 

 

The Women’s Land Service was advertised as a ‘vital war job’,746 setting a precedent 

in terms of officially recognising the contribution women could make during war time 

outside of nursing, clerical or domestic roles. It also reinforced the fact that women could 

replace men in the workforce, including jobs traditionally viewed as physical and, therefore, 

the business of men. The view that the Land Service was a vital war job was reinforced by 

L.R. Sceats of the War Publicity Committee when writing to the manager of the Advertising 
                                                
744 B. Brookes, A History of New Zealand Women, Wellington, Bridget Williams Books, 2016, p.260. 
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746 Poster, Call to Farms: Join the Women’s Land Service, Whitcombe and Tomas Ltd, 1940, Archives New 
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Branch of the New Zealand Railways. In his memorandum, Sceats took the opportunity to 

thank the Railways Advertising Branch for their 'co-operation in this matter of national 

importance' by placing Land Service posters on display at railway stations.747 From the outset 

of the war, New Zealand Railways had keenly lent their support to recruiting campaigns. 

Beginning with early recruiting efforts, then switching to labour mobilisation after 

conscription was introduced in 1940, the New Zealand Railways helped various government 

departments reach the target audience through poster displays. 

 

Women's Land Service posters are also relevant for the manner in which their design 

appears to have provided a blueprint for future army recruiting posters.748 In particular, 

emphasis was given to smart but feminine uniforms, which became a feature of army 

recruiting material for the next thirty years. The apparent message of these posters was that 

women need not fear a loss of their femininity, as they would be no less ladylike on account 

of their service. Portraying such an image was no doubt intended to allay the concerns of 

prospective recruits, as well as those who might fear changes in gender roles that women’s 

employment in the work force represented. That 'smart' uniforms were an effective recruiting 

tool is evidenced in numerous recollections of Women's Land Service members.  In a 2009 

interview for Radio New Zealand, former members described the uniform as 'becoming' and 

'smart' in nature. One also recalled that the uniform came with 'definite advantages' at dances, 

on trains, and in making one feel important.749 
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Call to Farms, Women’s Land Service, New Zealand, Imperial War Museum Poster 

Collection, Catalogue Number: Art.IWM PST 16805. 

 

While a smart and attractive uniform was an essential part of the recruiting process, it 

should not be seen as the most important. There is little doubt that women, like men, were 

significantly motivated by an obligation-based sense of patriotism and duty. This can be seen 

in the reference to 'freedom', to farming as a vital war job, and to land work as a means of 

supporting 'our own people, Great Britain, our Allies'. This sense of patriotism was enforced 

through contemporary popular culture and the state education system. Doreen Foss, a former 

Women's Land Service worker, recalled how patriotic school was prior to the war; 'You lined 

up in the morning and saluted the flag for a start-off then you marched into school with 

'Colonel Bogey' or something like that. In class you all stood up and said 'God Save the King' 

and sat down'.750 Sandra Coney went as far as to claim that women's patriotism at the turn of 
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the century was every bit as great as that of men, and argued that they saw it as their 'duty to 

produce sons for the Empire and sacrifice them in wars'.751  

 

The representation of working on the land as a vital war job, therefore, provided 

women with an opportunity to help win the war. This theme was commonly used as a 

persuasive tool in recruitment propaganda in Allied nations, and was used for all employment 

areas where women were supplementing the depleted male workforce.752 Appeals to 

patriotism supported by images of attractive uniforms and improved pay started to have an 

effect. With the aid of more effective advertising and promotion, including tours by female 

Members of Parliament, there was soon a significant increase in volunteers. By September 

1944, the Women's Land Service reached a strength of 2,088 personnel.753  

 

Before considering post-war recruiting material, it is worth considering female gender 

representations in Allied countries. Analysing the recruiting material of New Zealand's Allies 

not only allows for a comparative analysis and wider social context to be established, it also 

offers an opportunity to make good on the possible loss of archival material in the Hope 

Gibbons fire. Below is a selection of four Allied wartime recruiting posters from the United 

States,754 Australia,755 Canada756 and Britain.757 These posters closely echo the themes and 

presentation style of the New Zealand Women's Land Service posters. Patriotism, 

contributing to the war effort and attractive uniforms all come through strongly. With respect 

to maintaining one's femininity, the Australian Women's Army Service advertisement 

explained, 'I'm as interested in my hair-do, my make-up and my nails as you are... but I'd hate 

to have to admit later on, that I 'flapped' whilst others fought'. Oddly, while patriotism comes 

through in the Australian advertisement through the use of the Australian national flag, this 

image was contradicted somewhat in the text, stating 'I'm not an Amazon, a flag-flapper, or a 

hip-hurrah girl'. This reference may have been designed to address the concerns of some 

women regarding jingoism and supporting the war effort when their principles may have 
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been opposed to war and unthinking patriotism. Another common feature was the poster's 

stylistic mimicry. The United States WAC poster and Australian AWAS advertisement, both 

produced in 1943, shared obvious similarities. Sharing of design ideas amongst the Allied 

nations recruiting material was routine, with the most famous example being that of 

Montgomery Flagg's Uncle Sam I Want You poster, which was based on the Kitchener Wants 

You poster designed by Alfred Leete.758 Shared design styles demonstrated more than a form 

of artistic flattery or attempts to create the most effective advertising possible. It also 

demonstrated a shared visual culture and, more importantly, common social values amongst 

the Allied nations. Advertising for the British Women's Land Army and New Zealand 

Women's Land Service also shared close design similarities. 

 

     
Are You a Girl With a Star-Spangled Heart?, United States Army Recruiting Publicity 

Bureau, 1943, Library of Congress, Call Number: POS - WWII - US .J22 1943 (C size). 
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I Said I’d Never Wear Uniform… But I Couldn’t Stand Back Now!, Australian Women’s 

Army Service, 1943, National Archives of Australia, Record Number: NAA: B5499 volume 

10. 

     
Shoulder to Shoulder, Canadian Women’s Army Corps, 1939-1945, Canadian War Museum, 

Object Number: 19880069-860. 
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Women With a Will to Win!, Her Majesty’s Stationary Office, Great Britain, Imperial War 

Museum Poster Collection, Catalogue Number: Art.IWM PST 14542. 

 

The posters of New Zealand's allies arguably demonstrate that during the war the 

United States, Australia, Canada and the United Kingdom were more progressive in their 

acceptance of the role women could play in the army. The posters' existence, as well as their 

content, collectively convey the message, succinctly articulated in the Canadian poster, that 

women were an integral part of the army. While this was no less true of the New Zealand 

Expeditionary Forces and the contribution the WWSA, NZANS and WAAC made to New 

Zealand's war effort, the only posters to convey New Zealand women in comparable terms 

were those for the Women's Land Service. A possible counter-interpretation to this would be 

that New Zealand women wished to serve in such numbers that official recruiting was made 

unnecessary. 
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The contribution of women to the war effort, particularly in the WAAC, resulted in 

the establishment of the New Zealand Women's Army Corps in 1948.759 The 'official 

rationale' cited in several NZWAC recruiting pamphlets was 'experience had proved that the 

Women's Services are both practical and necessary. It has been shown that women can carry 

out certain duties better than men and their employment will enable more effective use to be 

made of trained manpower'.760 The theme of women measuring their worth in the army in 

terms of their ability to free up men for other duties, often 'more important' combat duties, 

was common. It was also persistent, both prior to the creation of the NZWAC and up until its 

disbandment as the NZWRAC in 1977. The NZWAC obtained royal status in 1952 and was 

renamed the New Zealand Women's Royal Army Corps (NZWRAC).761 

 

The creation of the NZWAC in 1948 made the New Zealand Army a leader amongst 

the armies of the Commonwealth in recognising the contribution women had made during 

wartime, and would make in the army of the future. The creation of the NZWAC came a year 

earlier than the British Women's Royal Army Corps (WRAC), which was created in 1949,762 

and three years earlier than the Women's Royal Australian Army Corps (WRAAC) created in 

1951.763 New Zealand did, however, create a women's army corps after Canada, which 

created the Canadian Women's Army Corps (CWAC) in 1942. The status of women in the 

CWAC at that time, however, was still that of an auxiliary to, but not part of, the Canadian 

armed services.764 In many ways, therefore, the CWAC positioned women in a subordinate 

service status similar to that of the WAAC, AWAS and ATS. 

 

With the end of the Second World War and the creation of the NZWRAC, the army 

found itself entering the 1950s faced with a new challenge, recruiting women into a 

peacetime army. The Second World War had in many ways created new employment 

opportunities not previously available to women. Jobs, previously the preserve of men, were 

opened to women and more women entered a wider selection of jobs than ever before. This 
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experience ignited in some women a desire to pursue professional careers, but would not 

necessarily lead to significant social change. As Deborah Montgomerie summarised, ‘Men 

and women emerge from periods of national emergency changed by their experiences, but 

also longing for normality and a return to pre-war certainties’.765 To recruit women in 

peacetime, the army would, therefore, have to battle a desire among some women to return to 

the pre-war certainties offered by more domestic lives. Perhaps more significantly, it would 

also have to battle social pressures for women to return to ‘the home’.766  

 

Against this social backdrop, and without the patriotic imperative of war to make 

service in the army attractive, recruiting material of the 1950s had to recruit women into the 

Regular army. Recruiting material of the period therefore holds significant historical value, 

setting several precedents for how the role of women in the army would be represented in the 

public sphere in a post-war New Zealand. Themes that would soon become routine in their 

use included equal status to men, career opportunities for modern women, protection of 

womanly virtues, lifestyle, remuneration, and travel opportunities. Themes used during the 

Second World War that would continue to be used were women as carers, particularly as 

nurses, and the glamorous and attractive uniforms worn by women in the army. 

 

Army recruiting material began this period by representing women in many ways as 

equal to men. Several army recruiting advertisements of the early 1950s depicted the happy 

faces of men and women side by side. The impression gained from these advertisements is 

that men and women were needed by the modern army in equal measure and were of equal 

status.767 The advertisement A Choice of Over 70 Careers was remarkably gender-balanced, 

an attribute that army recruit advertising would not retain for long. It soon moved into a 

period of highly gendered advertising, a style it would not fully move away from until the 

mid-1990s. The advertisement below was also inclusive rather than exclusive in the specific 

trades listed, even pointing out that 'Men and women required for all phases of office work 

and administration'.768 The theme of working alongside men in equal roles was one of the 

most persistent of all themes present in recruiting material targeting women. The leaflet Do 

YOU Work in Town? Here’s a Job for You Near Home also showed a distinct gender 
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balance.769 The front cover, for example, depicted both men and women as being involved in 

the daily rush to catch a commuter train to work, offering service life in the army as a happy 

alternative. A list of vacancies in several trades were then listed for both men and women, 

with the good chances of promotion being emphasised as being available with the NZWAC. 

 

In 1957, one advertorial prepared for the November issue of Student’s Digest 

confidently reported how ‘several Army camps and units have women as adjutants, and a 

number of responsible positions in Army and district headquarters are held by women of the 

New Zealand Women’s Royal Army Corps’.770 It proudly concluded that ‘In short, women 

are now completely integrated into Army life’ and that ‘many [women] are now doing the 

same work as being done by male officers’.771  

 

  
A Choice of Over 70 Careers, 1950, Defence Recruiting Records, HQNZDF, Freyberg 

House, Wellington. 
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The status of women in the army, however, was far from equal. The number of what 

would now be known as career ‘pathways' for women was severely limited by the 

proportionate number of trades open to them.772 For much of the decade, barely two dozen 

trades were open to women in the army. Trades that were open to women in the NZWRAC 

included; clerks, shorthand typists, telephone operators, cooks, mess-hands or stewards, 

motor transport drivers, draughtsmen, radio maintenance workers, cipher operators, 

tailoresses, librarians, education assistants, instrument mechanics, cinema projectionists, drill 

and physical training instructors, driver-mechanics, typewriter mechanics, teleprinter 

operators and clothing store assistants.773 These nineteen trades, even when added to those of 

the Royal New Zealand Nursing Corps (RNZNC), meant that less than a of the claimed 70 

career choices available were actually open to women. Recruiting material does not have to 

be accurate, however, to be effective and to gain the attention of its target audience.  

 

    
Do You Work in Town? Here’s a Job for You Near Home, Army Headquarters, circa 1950, 

National Army Museum Archive, Accession Number: 2013.195.1. 
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The army was nevertheless advertised as offering great career opportunities for 

women. The emphasis on careers at this time was interesting for several reasons; not least of 

which was that a woman’s entry into the workforce was often temporary. For many women, 

their working life was limited to the short period between school and marriage, when they 

would leave paid employment for unpaid domestic work.774 The emphasis on career 

opportunities for women is also noteworthy given the restrictions on married women joining 

the army. The army was unabashed in its desire to attract only single women. Being single 

was an often-cited eligibility preference for women, with married women only being 

accepted under ‘special circumstances’.775  

 

 Other common themes used in women’s recruiting material by the army during the 

1950s can be found in the booklet N.Z. Women’s Royal Army Corps published in 1956.776 

The booklet described the army as offering women ‘opportunities to get ahead, to make for 

herself a career with a future, and possibly a chance of travel’.777 To emphasise this point the 

booklet went on to provide three detailed examples of women who had succeeded in the 

corps. The three careers do indeed seem remarkable. The first woman was promoted to lance-

corporal rank within six months and corporal within the first year after joining. She was then 

commissioned, appointed Adjutant at Narrow Neck Camp and Officer Commanding of 

NZWRAC at the camp. The next example was of a warrant officer of ten years’ service who, 

in 1953, had the opportunity to travel to London to represent the NZWRAC at the Queen’s 

Coronation Parade. The last was a soldier, who in her six years of service had risen to the 

rank of corporal and served in Burnham near Christchurch, Army Headquarters in Wellington 

and Papakura Camp in Auckland. To show that these girls were not exceptional examples, 

the booklet emphasised that they ‘show the measure of attainment open to any girl who joins 

… and takes full advantage of the many opportunities that will come her way’.778 
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N.Z. Women’s Royal Army Corps, R.E. Owen, Government Printer, Wellington, 1956, 

National Army Museum Archive, Accession Number: 2013.195.1. 

 

Equal status alongside men was also emphasised. The booklet explained how most 

members of the NZWRAC were attached to other corps within the army and in a variety of 

roles. A total of seventeen trades across eleven corps were listed as open to the over 200 

women of the NZWRAC.779 The vast majority of these trades, however, were either 

secretarial (nine) or domestic (four) in nature. Women were very much excluded from 

combat and combat support roles. The only two trades available at this time that stand out as 

progressive and opening up genuinely new opportunities for women were that of 

draughtsmen and instrument mechanic. Women were also depicted as conducting normal 

military duties, including parades and physical training, helping to present their service as 

similar to that of men, despite the limited number of trades actually open to women. 

 

Many of the themes in the booklet appear to have the intended purpose of addressing 

the predicted reservations of potential recruits. Unlike the more positively geared enticements 

of career opportunities and travel, several themes stand out as different from those used in 

recruiting material focussed on men during the same period. Amongst the themes unique to 
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women were: accommodation, gentle life in the barracks, the ability to leave the service early 

and attractive uniforms. Women who ‘lived in’ would, the booklet described, live in a single 

or double room, with ‘her own wardrobe, a dressing table or lowboy, bedside mat and chair, 

and of course a comfortable bed with sheets and pillowslips laundered weekly’.780 Several 

photos were included of barracks as a ‘home away from home’ and of NZWRAC soldiers 

enjoying the many benefits of living in barracks.781 A similar description of life in barracks 

was given in the booklet NZ Army Women’s Services.782 With respect to leaving the service 

early, the booklet explained that a soldier may be released not less than three months before 

the desired release date on either compassionate grounds where satisfactory proof was 

provided, or for the purpose of marriage. 

 

  
N.Z. Women’s Royal Army Corps, R.E. Owen, Government Printer, Wellington, 1956, p.9, 

National Army Museum Archive, Accession Number: 2013.195.1. 
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The other significant theme unique to women, and one with origins in recruiting 

posters for the Women’s Land Service, were the attractive uniforms worn by women in the 

army. The 1956 booklet N.Z. Women’s Royal Army Corps proudly noted that the dress 

uniform worn by the corps on ‘special occasions and walking out [in public]’ was based on a 

design by the Queen’s dressmaker, Norman Hartnell.783 It was described as being in ‘a shade 

of green similar to that worn by the British Women’s Royal Army Corps, the uniform is worn 

with black accessories, cream shirt, and green tie’.784 It was then shown being worn by an 

attractive member of the NZWRAC in a pose reminiscent of an actress from Hollywood’s 

‘golden age’.785 Perhaps appropriately given the apparent emphasis on attractive uniforms, 

this rather glamorous picture was found on the centre page. The same also occurred in the 

booklet Women in the Services from the same period.786 In Women in the Services the ‘winter 

uniforms with and without greatcoats and summer uniforms, or tropical kit’ were pictured for 

the three services over a two-page centre-spread.787 Further evidence of the perceived 

importance of emphasising NZWRAC uniforms was demonstrated by the employment of 

professional models for recruiting purposes. In 1959, over a period of four days, photos were 

taken at both Army Headquarters and the National Publicity Studios of a female model in 

army uniform.788 The use of models for the purposes of recruiting was an extraordinary 

measure with no evidence discovered to indicate it was ever done with men. 
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N.Z. Women’s Royal Army Corps, R.E. Owen, Government Printer, Wellington, 1956, p.4, 

National Army Museum Archive, Accession Number: 2013.195.1. 

 
Women in the Services, circa 1950s, pp.7-8, National Army Museum Archive, Accession 

Number: 2013.195.1. 
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One of the greatest challenges faced by the NZWRAC and its Director was the need 

to alter public, and sometimes internal, perceptions of women in the army. Likewise, 

increasing public awareness of the role women filled in the peacetime army presented a 

significant challenge. In 1959, one internal memo expressed the belief that a lack of publicity 

and public ignorance of the opportunities for women in the services was contributing to 

recruitment issues.789 It stated that ‘recent publicity has given no indication of the need for 

the Women’s Services, and this is also having a marked effect, not only on the public 

attitude, but also on the serving woman who is left with the impression that her services will 

suffice as a second best while there is a shortage of men’. This last point appeared to paint a 

picture of an army where a women’s status was considerably lower than that advertised in 

recruiting material. Coupled with these challenges was the loss of personnel on completion of 

their initial term of service or for the purpose of marriage. The end result was an annual 

intake that compensated for discharges, but did not allow for the desired growth in numbers 

of women in the army. By May 1959, the problem of women’s recruitment had become 

acute, with 129 vacancies existing in the Regular Force for NZWRAC personnel.790  

 

In response to this looming crisis, the army took several proactive steps. Advertising 

was placed in a variety of print media including journals in May and June 1959, as well as 

classified advertisements in the ‘eight principal daily newspapers’.791 Radio advertising also 

took place, with four spots in Aunt Daisy’s sessions and six breakfast sessions across fourteen 

stations.792 150 information leaflets were also dispatched to each recruiting military district 

for distribution to area officers. Challenges in recruiting sufficient numbers of women were 

not new. Shortly after achieving 'royal status', the NZWRAC was experiencing personnel 

wastage in excess of supply. The situation was described in an internal minute in 1954 as 

getting desperate in some areas.793 A year later, the situation was no better. The answer, it 

was decided, was the lateral recruitment of British Army WRAC personnel into the 

NZWRAC. A minimum of 30 personnel was requested, as without these numbers a new 

building being built for NZWRAC personnel in Trentham might otherwise be lost to the 
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'male sergeants on the grounds of economy'.794 The loss of the building was described by the 

Director of the NZWRAC as 'something that must be prevented because housing is just as 

important as pay and clothing from a recruiting angle'.795 

 

With respect to the need to change perceptions, one minute prepared by the Director 

of the NZWRAC to the Adjutant General was particularly revealing. In it she stated that ‘It 

should be noted that Plunket Rooms and Ladies Rest Rooms are not suitable for this 

purpose’.796 This reference, clearly meant to pre-emptively counter any suggestion to use 

these facilities, was no doubt based on previous experience. Given the army’s stance on the 

employment of married women, it should have been obvious that such sites would be 

unsuitable. One is left wondering whether this pre-emptive statement was reflective of some 

internal, male, perceptions of gender appropriate public spaces for women. 

 

The representation of women in advertising directed at a male audience gives the 

impression that the army was less progressive in terms of gender equity than women’s 

recruiting material indicated. The booklet A Man’s Career provides a good example of other 

perceptions of women in the army.797 It is not, however, the title of the booklet that does this, 

despite appearing somewhat chauvinistic. A significant amount of recruiting material directed 

at women was equally gender-exclusive. What is revealing is the cringe-worthy 

representation of women on page six, accompanied by the caption ‘A regular soldier proudly 

displays his sports car - product of his own ingenuity and spare time in the camp’s well-

equipped hobby hut’.798 In the photo, members of the NZWRAC were reduced to the role of 

‘dolly birds’. The woman soldier closest to the ‘proud’ male soldier looked decidedly 

unimpressed. While it can only be guessed, it is more than possible her presence in the car 

was part of a staged photo shoot. One doubts that when she joined to work as an equal 

alongside men, she envisaged being represented as a ‘dolly bird’, or used as an incentive to 

help aid the recruitment of men. 

 

                                                
794 Memorandum, Director NZWRAC, Army Headquarters, 4 April 1956, Archives New Zealand, Reference: 
AALJ W3508 7291 Box 128. 
795 Ibid. 
796 Minute, NZWRAC Recruiting Tour, 25 November 1957, Archives New Zealand, Reference: AALJ W3508 
7291 Box 128. 
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N.Z. Women’s Royal Army Corps, Hutcheson, Bowman & Stewart Ltd, Wellington, 1955, 

p.6, National Army Museum Archive, Accession Number: 2013.195.1. 

 

Women were also used as 'attractions' in recruiting material advertising service in 

Malaya during the 1950s. Images of busy markets, nightspots, and attractive local women all 

appeared in recruiting items. One such example supported an offer for ‘opportunities to travel 

when on leave in this exotic, exciting country’ with a picture of a serviceman being served by 

an attractive young local woman (see below).799 Another poster from Malaya featured an 

attractive young Malay woman boarding a cyclo, with the simple heading ‘Fly to Malaya 

with the Army’.800 The representation of women during this period was somewhat 

contradictory, with women being shown both as professional, career service women in their 

own right, and as attractive side benefits of service life for men. 

 

                                                
799 Advertisement, Serve in Malaya, circa 1957, National Army Museum Archive, Accession Number: 
2013.195.1. 
800 Poster, Fly to Malay with the Army, circa 1958, National Army Museum Archive, Accession Number: 
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Serve in Malaya, circa 1957, National Army Museum Archive, Accession Number: 

2013.195.1. 

 

A Man's Career was not unique in representing women in socially subordinate roles. 

In the 1960s, a fresh range of recruiting material was produced using women in this way. 

This fresh range of products, using the latest graphic design styles, retained familiar themes 

to those used in the 1950s. In the booklet The Queen's Commission - Officer Cadets women, 

for example, continued to be represented as a social accessory to their male dates – the real 

focus of the booklet.801 In the booklet, avenues for attaining a Commission were said to 

include the various military academies officer cadets could attend. Under the Royal Military 

College Duntroon section of the booklet, it showed a photo of two newly commissioned 

officers at their graduation ball. In addition to attaining the Queen's Commission, their 

apparent prize on graduation was the admiration of two attractive young female 

companions.802 It is also worth noting that only one page of the booklet contained 

information pertaining to women.  

 

                                                
801 Booklet, The Queen’s Commission - Officer Cadets, R.E. Owen, Government Printer, Wellington, 1967, 
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The Queen’s Commission - Officer Cadets, R.E. Owen, Government Printer, Wellington, 

1967, National Army Museum Archive, Accession Number: 2013.195.1. 

 

On the second to last page, almost as an afterthought, it noted that 'The Queen's 

Commission is also granted to officers of the Royal New Zealand Nursing Corps and New 

Zealand Women's Royal Army Corps'.803 Women at the time were not eligible to attend many 

of the more prestigious military academies open to men, including the Royal Military 

Colleges of Duntroon, Portsea, and Sandhurst, or Westpoint Military Academy. This was 

officially due to overseas military colleges not providing accommodation facilities for 

females.804 According to recruiting leaflets of the period, women could only obtain a 

commission through the Army Schools in Waiouru if they were a member of the 

NZWRAC,805 or as a specialist officer in the RNZNC as a registered nurse.806 The depiction 

of women in attractive uniforms also remained a familiar, if not stronger, theme in recruiting 

material in the 1960s than it had in the 1950s, as the image below testifies. New Zealand 

Army representations of officer careers for women were more conservative than those used in 
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Australia. Advertising for officers in the Women's Royal Australian Army Corps (WRAAC), 

even in the 1950s as the poster below attests, depicted a more assertive woman.807 

 

 
The Queen’s Commission - Officer Cadets, R.E. Owen, Government Printer, Wellington, 

1967, p.14, National Army Museum Archive, Accession Number: 2013.195.1. 
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Accomplishment: Officer Cadet School: WRAAC, Women's Royal Australian Army Corps, 

National Library of Australia, Bib ID: 6342544. 

 

Life in the services, the uniforms worn by service women and the women themselves 

continued to be represented as glamorous into the 1960s. Recruiting material showed more 

than that, however, and was similar to contemporary consumer advertising of the period. In a 

1960s advertisement for Mum roll-on deodorant, a female secretary was depicted as 'efficient, 

feminine, responsible and attractive'.808 The message was that women could prove their worth 

as a professional, while still retaining their femininity. Another recruiting leaflet for the 

NZWRAC stated that women of the corps did 'much the same work and in many cases 

assumes many of the same responsibilities - yet her social status as a woman is carefully 
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maintained'.809 A similar message was focussed at parents who might be apprehensive of 

their daughters joining the army. The 1967 leaflet Why Not be an Army Nurse? pointed out 

that 'welfare supervision of girls enlisted into the service is undertaken by women officers'.810 

The importance of conveying this message can be seen in recruiting material of the period 

and in official correspondence. In a letter written to prospective NZWRAC recruits, the 

Corps Director confirmed that women of the NZWRAC would be able to use cosmetics in 

moderation, as well as lightly coloured nail varnish whilst in uniform.811 The Director also 

suggested that new recruits bring several articles with which to decorate their otherwise well-

appointed rooms.  

 

Women of the NZWRAC were sold as 'a distinctive sight in military camps and 

offices throughout New Zealand' in their 'stylish uniforms'.812 Print advertising was also 

supported through the use of static displays, with the prominent display of the uniforms on 

offer to women in the army.813 A further recruiting booklet for the RNZNC described how 

'Attractive indoor and outdoor uniforms are issued free'.814 Making sure uniforms were as 

attractive as advertised in recruiting material was a challenge. In the early 1960s, 

'Indoctrination Courses' for recruits in the NZWRAC were held in each of three military 

districts, prior to their subsequent attendance at Basic training in Burnham.815 This led to 

challenges outfitting recruits with appropriately fitting uniforms, on account of difficulties 

stocking complete size ranges and the reported inability of outlying areas to take sizes 

correctly.816 To remedy the issue, it was recommended that the two North Island military 

district Indoctrination Courses be combined at Trentham.817 
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Display Centre Wellington, November 1967, National Army Museum Archive, Accession 

Number: 1996.118. 

 

As Michael King explained, the arrival of the television and jet travel had 'plugged 

New Zealand into the Global Village'.818 The result of this was a generation who were more 

critical of the established social orthodoxy. In recognition of the considerable social changes 

taking place in New Zealand, and indeed the wider Western World, the army needed to adapt 

its recruiting message. The army recognised that attitudes amongst women towards 

professional careers and life aspirations were changing and adjusted accordingly. Life in the 

NZWRAC and RNZNC was advertised in one leaflet as offering 'splendid career 

opportunities to women who want to do something different and worthwhile'.819 Another 

noted that 'Most girls want to get something extra out of life to broaden their outlook of the 

world around them'.820  

 

An important aspiration for a growing number of women was a desire to travel 

overseas. This sentiment was succinctly captured in the recollections of two RNZNC nurses, 
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Clair Jacobson and Margaret Jupp, in No Front Line: Inside Stories of New Zealand's 

Vietnam War. While serving as a nurse in the 1960s Claire Jacobson was asked how she felt 

about serving overseas, to which she replied 'Any travelling that's going I'll go, please'.821 A 

similar desire to get overseas was recalled by Margaret Jupp, ‘I’d really been interested in the 

East when we stopped at Penang and Singapore. I thought I’d like to see more of the East; I 

wonder if there’s any way you can work over there. I didn’t really know what options there 

were but I had heard the Royal New Zealand Nursing Corps sent nurses to Malaysia. So I 

thought, I’ll make some enquiries about that. And before I knew, I was in'.822 As Jupp’s 

recollections attest, the army was using travel abroad as a recruiting theme. The 1967 leaflet 

New Zealand Women's Royal Army Corps stated amongst other benefits 'the chance to serve 

overseas'.823 The claim was tangibly backed up by photos of four NZWRAC personnel on 

leave in Singapore and Malaya. 

 

 
New Zealand Women’s Royal Army Corps, R.E. Owen, Government Printer, Wellington, 

1967, National Army Museum Archive, Accession Number: 2013.195.1. 

 

Women as carers and nurses, which received significant attention during periods of 

armed conflict, received renewed emphasis in the 1960s in a number of recruiting products 
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focussed on the RNZNC. The corps, best known for its wartime contributions, used this to 

their advantage: 'This famous corps, which forged its traditions on the battlefields of two 

world wars, today offers a peace-time job which is the envy of many a girl'.824 Also in 

keeping with 1940s wartime attitudes towards nursing being a socially acceptable career for 

women, the same leaflet described nursing as 'one of the most rewarding careers for girls'.825 

Such traditional sentiments were reinforced by the depiction of women in caring roles. 

Recruiting material for the Regular Army, RNZNC, NZWRAC, and Royal New Zealand 

Dental Corps all showed women as carers. Often these images were very traditional in nature 

and reminiscent of First and Second World War representations of the saintly female 

nurse.826 In defence of the Army's traditional representation of gender roles, it should be 

noted that, in the words of Melanie Nolan, many see the '1950s and 1960s as the height of 

female domesticity in New Zealand’.827 At a time of social change when the army was 

tailoring many of its recruiting themes, it also recognised those that continued to resonate 

with their audience without adjustment. 

 

 
Royal New Zealand Nursing Corps, R.E. Owen, Government Printer, Wellington, 1967, 

National Library Reference: PAM 355.345 ROY 1967. 
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The continued growth in career opportunities for women in the army remained a 

feature of 1960s recruiting material and was reflective of increased employment opportunities 

for women in general. In 1965, the challenge of competing with private sector employment 

opportunities led the Director of NZWRAC to argue for lowering the age limit for 

recruitment of women into the corps. According to one document, as many as forty 

applicants were lost to the army due to their being seventeen years of age.828 The prospective 

recruits were described as 'of good calibre' indicating that recruiting efforts were attracting 

the right people.829 This was considered particularly concerning given an intensive effort was 

then under way to recruit personnel for key trades. As the Director explained, 'In the main, by 

the time the girls have reached 18 years of age, they have got another job in civilian life and 

are lost to Army'.830 She went on to argue that 'If we were able to recruit girls at a lower age - 

say 17 1/2 yrs - we would undoubtedly increase our recruiting figures to release male soldiers 

to fd [field] force'.831 This last comment was revealing for the manner in which it measured a 

women’s worth to the army in terms of freeing up men for other duties. Whether this last 

point was made by the Director in the belief that it would offer genuine organisational 

benefits, or was simply added to make the argument for reduced recruiting age more 

appealing to senior officers, can only be guessed. Whatever the case, the recommendation 

was rejected by the Adjutant-General without justification. A provision for 'special cases' to 

be put to Army HQ for 17 ½ year old girls was, however, granted – provided the recruit were 

'stable and mature enough to live in camp'.832 By way of gender comparison, it is worth 

noting that teenage boys could join the army as Regular Force Cadets from as early as 15 ½ 

years of age.833 There was no requirement to prove young male recruits were 'stable and 

mature enough', even at this much younger age. 

 

While this decision by the Adjutant-General indicated that women were still treated 

somewhat differently to men, gender equity in the workplace continued as a theme in 

women's recruiting material. In the Student Digest advertorial referred to earlier, women of 

the NZWRAC were described as 'Performing essential tasks in the day-to-day running of an 
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efficient Army'.834 A booklet for women interested in commissioned service, stated 'female 

officers enjoy the facilities of the officers' mess'.835 Women were also represented in a 

number of jobs alongside male colleagues, including cypher work, clerk duties and even 

fixing vehicles. Perhaps the best illustration of the theme of gender equity was the 1967 

booklet for the RNZNC: 'On being granted a Regular Force Commission in the Services, a 

Nursing Officer assumes the status and privileges equal to those of the male officer, together 

with the obligations and responsibilities of the rank'.836 Women in the army were carving out 

a hard-earned reputation and were both proud of their achievements and keen to use them to 

their advantage to recruit equally determined New Zealand civilian women. 

 

By the 1960s, perceptions of women in the army and their public profile was 

changing. If requests for women’s career pamphlets are considered a good measure of public 

interest, then interest was high. The concerns raised by the Director of the NZWRAC in the 

1950s regarding poor public awareness of women in the services, and the subsequent public 

relations campaign to address it, appears to have achieved the desired impact. Many requests 

were received by Army Headquarters from school careers advisors and Department of 

Education vocational advisors alike wanting further information on women's career 

opportunities in the army.  In one letter from the Department of Education 'as many copies as 

you can spare on all information available on the Women's Royal Army Corps' were 

requested.837 A similar request was also put through by the Department of Education for 200 

copies of the RNZNC leaflet Why Not Be an Army Nurse?838  

 

The survey New Zealand Women: Family, Employment and Education, revealed that 

the 1970s was a period of 'pivotal significance' for New Zealand women.839 An examination 

of 1970s recruiting material reveals it was also a period of significant cultural change within 

the army. A decade that began with women's roles in the army being as gender-defined as 

they were in the 1950s and 1960s, ended with the representation of women as equals 
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alongside their male colleagues. Social changes that had been ongoing for decades in New 

Zealand culminated in a series of progressive legislative changes designed to encourage 

greater gender equity. The Equal Pay Act of 1972 encouraged employers to provide equal 

pay for equal work, the gender differential in minimum wages was eliminated and the Human 

Rights Commission Act 1977 sought to abolish discrimination in the work place. The latter 

Act brought about the demise of the NZWRAC, a corps that had developed a proud tradition 

of serving the army and New Zealand. This led to the absorption of serving women into 

existing corps within the army based on the trades they performed. It did not, however, result 

in all trades being opened to women, though it was seen as a move in the right direction. 

 

The NZWRAC began the decade facing many of the same recruitment issues as it had 

in previous decades, namely an inability to recruit enough women to fill available vacancies. 

In a 1971 newspaper article, Major Goodman, the Deputy Director of army recruiting, was 

quoted as saying 'Women are needed and many do not realise the interesting careers the 

Army offers'.840 In 1971 there were 68 vacancies.841 The situation was only marginally better 

in 1973, with 63 vacancies existing in the NZWRAC. Only three corps had more vacancies, 

the Royal New Zealand Infantry Regiment, Royal New Zealand Armoured Corps and Royal 

New Zealand Army Ordnance Corps.842 To indicate how significant the NZWRAC shortages 

were, their vacancies were greater than those for the Royal New Zealand Artillery, Royal 

New Zealand Engineers, Royal New Zealand Corps of Signals, or Royal New Zealand 

Electrical Mechanical Engineers, each of which were much larger corps than the 

NZWRAC.843 

 

The depiction of life for a woman in the army as glamorous was well established. 

Attractive officers and soldiers were commonly used in recruitment advertising and the 1970s 

was no exception. The importance of attractiveness and femininity was not solely defined in 

pictures. A leaflet titled The Army Nurse stated a requirement to be a member of the RNZNC 

was the need to have 'a bright and cheerful personality, be able to mix well, be well 
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groomed…'.844 Another RNZNC leaflet, Royal New Zealand Nursing Corps, stated 'Life in a 

predominantly male environment calls for poise and integrity. The Royal New Zealand 

Nursing Corps in offering a professional experience with a difference also offers a way of life 

in which your social and feminine status is assured'.845 The later leaflet also continued the 

representation of nurses in traditional, hospital-based, carer roles. Women medics and nurses 

were never shown in realistic, combat zone, medical situations. The avoidance of any 

recognition of combat roles in military recruiting material also occurred in the United States. 

Of the experience of female nurses in the US military, Kalisch and Scobey conclude: 'it 

would appear that the military has sought to deemphasise the past, active role of nurses in 

combat in favour of a more conventional nursing image. Rather than capitalising on the 

distinguished performance of nurses during wartime, the armed services have adopted a 

Madison Avenue approach to their recruitment problems'.846 The two examples below 

encourage the same conclusion with respect to the New Zealand Army's depiction of women 

nurses in recruiting material. 

  
The Army Nurse, Wright & Carman Ltd, New Zealand, 1970s, National Army Museum 

Archive, Accession Number: 2013.195.1.    
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Royal New Zealand Nursing Corps, Defence Headquarters, Wellington, 1972, National Army 

Museum Archive, Accession Number: 2013.195.1. 

 

As Kalisch and Scobey found in United States recruiting, New Zealand recruiting 

material for nurses, and women in general, frequently alluded to travel and adventure.847 One 

leaflet for the RNZNC even went so far as to claim that 'Nurses serving in the Royal New 

Zealand Nursing Corps will find that the world is their ward'.848 It went on to state, 'Posting 

to the different Services will take them [RNZNC personnel] to Service hospitals through New 

Zealand and South-east Asia, as well as for duty on long-range overseas flights by transport 

aircraft of the Royal New Zealand Air Force'. The leaflet summarised by saying 'In short, 

they [RNZNC personnel] become "Women of the modern world"'. Travel remained an 

important theme in recruiting material, with images of women service personnel shopping 

whilst on leave in Singapore continuing to be used.849 So too did the promotion of an army 

career as a life less ordinary. 
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Even more so than in the 1960s, recruit advertising promoted the image of the army 

as a career with a difference. Advertisements with titles such as, A Whole World of 

Opportunities NZWRAC had supporting arguments that 'Today a girl needs the same exciting 

choice of jobs as a man'.850 The advertisements targeted those who wanted career options that 

offered something more, 'You want something special out of your work. Not just a dull 'fill-

in-time job … but a career … where you can meet new people, make new friends, do 

something interesting and worth-while'.851 The army as a job worth-while was also sold as 

one of substance, 'Few girls have a job as interesting and responsible as this'.852 These themes 

were not only used in New Zealand. They were common in other Commonwealth countries, 

as shown in the British WRAC newspaper advertisement, Bored with a Routine Job? The 

ARMY has a Lot to Offer a Girl Like You!'.853 Or, as one Australian leaflet for the WRAAC 

succinctly put it, 'wraac, a place where life begins'.854 

 

As in previous decades, opportunity for career advancement and promotion was used 

in 1970s recruiting material. Furthermore, promotion, it was argued, would be based on 

'sheer ability and nothing else'.855 What constituted the 'nothing else' was not explicitly clear, 

though one may surmise that it referred to a soldier’s good looks or perhaps something less 

savoury. As in previous decades, examples of rapid promotion amongst service women were 

provided. One example was Susan Black, who, after 18 months service, was promoted to full 

Corporal.856 Closely linked to issue of promotion based on merit was promotion and job 

responsibility comparative to men. The advertisement A Whole World of Opportunities 

NZWRAC provided reassurance to the prospective recruit that 'She needs to know that 

promotion is available on the same terms, that she can work alongside and share the same 

responsibilities as her male counterpart'.857 Employment equity and equal status were a 

                                                
850 Advertisement, A Whole World of Opportunities NZWRAC, 1970s, Defence Recruiting Records, HQNZDF, 
Freyberg House, Wellington (no accession number). 
851 Advertisement, A Smart Idea: You in the NZ Women’s Royal Army Corps, 1970s, Defence Recruiting 
Records, HQNZDF, Freyberg House, Wellington (no accession number). 
852 Advertisement, Few Girls have a Job as Interesting and Responsible as This, Defence Recruiting Records, 
HQNZDF, Freyberg House, Wellington (no accession number). 
853 Advertisement, Bored with a Routine Job?, The Times, 12 November 1971, Defence Recruiting Records, 
HQNZDF, Freyberg House, Wellington (no accession number). 
854 Shrine of Remembrance Melbourne, “A fine Career for a Woman”, Accessed 26 March 2015, 
http://www.shrine.org.au/Exhibitions/Temporary-Exhibitions/A-fine-career-for-a-woman. 
855 Advertisement, Few Girls have a Job as Interesting and Responsible as This, Defence Recruiting Records, 
HQNZDF, Freyberg House, Wellington (no accession number). 
856 Advertisement, If You’re a Girl who Likes Meeting New People You’ll Enjoy the ARMY, Defence Recruiting 
Records, HQNZDF, Freyberg House, Wellington (no accession number). 
857 Advertisement, A Whole World of Opportunities NZWRAC, 1970s, Defence Recruiting Records, HQNZDF, 
Freyberg House, Wellington (no accession number). 
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common theme in most recruiting products, even prior to the passing of the Human Rights 

Commission Act 1977, indicating it was an issue taken seriously by the army’s hierarchy. 

 

In 1976, the army produced a series of fresh recruiting products targeting officer 

careers for women. Many were headed CHALLENGE Young Women: Join a Select Group 

and were featured in the regional press.858 While these advertisements featured an attractive 

woman officer as usual, something was noticeably different. The officer was depicting 

striding confidently as one might expect a career businesswoman, while changes in the text 

foreshadowed major workplace developments for women in the army. They may also have 

been influenced by a 1974 PSA report on discrimination in the public service, including job 

advertisements.859 This report helped bring about important changes in pay, the advertising of 

job vacancies and trade training opportunities for women in the state service sector.860 

Outside the public-sector, employment indicators for women were similarly concerning. The 

proportion of women in top white-collar jobs dropped between 1950 and 1970. The 

percentage of women doctors, lawyers, dentists and accountants also dropped in the fifteen 

years prior to 1971.861 

 

In the advertisement version of the Challenge recruiting campaign, those with 

University Entrance or at university were challenged to become officers in the New Zealand 

Army, not the NZWRAC.862 The poster version of the campaign listed the qualities of strong 

leadership, common sense, a mature outlook, an ability to get on with people, a sound 

academic record, and physical fitness.863 In summary, it stated 'You need to be a bit of an all-

rounder, and a sense of humour helps - it's no cushy job, but the incentives are there'.864 

These posters would be the last gender-specific recruiting advertisements to target women, as 

after the introduction of the Human Rights Commission Act 1977, recruiting was targeted at 

both men and women.  

 

                                                
858 Advertisement, CHALLENGE Young Women: Join a Select Group, 1976, National Army Museum Archive, 
Accession Number: 2013.195.1. 
859 Nolan, p.259. 
860 Ibid, p.260. 
861 J. Park (ed.), Ladies a Plate: Change and Continuity in the Lives of New Zealand Women, Auckland, 
Auckland University Press, 1991, p.31. 
862 Advertisement, CHALLENGE Young Women: Join a Select Group, 1976, National Army Museum Archive, 
Accession Number: 2013.195.1. 
863 Poster, ARMY: Careers for Woman Officers, 1976, National Army Museum Archive, Accession Number: 
2013.195.1. 
864 Ibid. 
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ARMY: Careers for Woman Officers, 1976, National Army Museum Archive, Accession 

Number: 2013.195.1. 

 

The concept of the army officer as an all-rounder, seen in the 1976 recruiting 

campaign for women officers, was picked up in 1978 for a new officer recruiting campaign 

aimed at both men and women. The 1978 campaign was noteworthy for at least three reasons. 



   

 270 

The first is that it constituted the beginning of a new wave of gender-inclusive advertising, 

including both a male and female audience. Instead of stating that the army sought men or 

women, it used the gender-neutral term 'people'. The second is that it depicted, for what 

appears to be the first time, a woman officer in a tactical situationand wearing a helmet.865  

The third is that a similar version of the advertisement was also produced in French, one of 

the very few occasions in which recruiting for the New Zealand Army was not carried out in 

English and likely in an attempt to target those with sufficient academic potential to study a 

second language at school.866 Only on a handful of occasions have recruiting material even 

been printed in Māori, one of New Zealand's official languages. Another widely distributed 

officer recruiting booklet from 1978 used the gender-neutral term 'leader' and emphasised 

that as a leader the officer would 'become responsible for the men or women in your platoon, 

troop or section'.867 With the disestablishment of the NZWRAC and integration of women 

into the remaining corps, along with increased trade opportunities for women, it would 

become more common for men to command woman and women to command men than ever 

before. 

  
Army Officer: A Natural All-Rounder, 1978, National Army Museum Archive, Accession 

Number: 2013.195.1. 

                                                
865 Advertisement, Army Officer: A Natural All-Rounder, 1978, National Army Museum Archive, Accession 
Number: 2013.195.1. 
866 Advertisement, Officer A L’Armee: Un Defi Pour Les Quelques Elus, 1978, National Army Museum 
Archive, Accession Number: 2013.195.1. 
867 Booklet, Graduates in the Army, 1978, National Army Museum Archive, Accession Number: 2013.195.1. 
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The message in both recruiting material and official correspondence of the period was 

that the army was fully supportive of equal opportunities for women. A letter from Major 

Tom Roche, Director of Army Recruiting to Miss J.D. Prisk, Principal of Christchurch Girls 

High School, stated: 'In line with recent demands on society for equality and equal 

opportunity, Army policy has changed [and] we now offer interesting and demanding careers 

to women. The only limitation placed on their employment is that they will not undertake 

tasks related to combat. There is, however, a wide range of management executive and staff 

appointments which, given the same training as their male counterparts, women will perform 

on exactly equal terms as male officers'.868 Behind the scenes accommodations were being 

made to ensure women were getting more opportunities than ever before. 'Corps Directors are 

reminded of the requirement to modify their Corps promotion courses for servicewomen to 

reflect employment restrictions'.869 In some cases at least, rather than women being granted 

the genuine opportunity to serve on the same terms as their male colleagues, the standards 

were being adjusted to accommodate women. In its effort to provide women equal 

opportunities the army had inadvertently reduced women's chances of doing so credibly 

among their male peers by changing standards to accommodate them, as well as arguably 

lowering the bar for all soldiers, men and women alike.  

 

Publicly at least, the army had avoided any chance of being accused by its detractors 

of being reluctant to effect positive change. The situation, however, was not to last. 

Treatment was not necessarily equal, as Lieutenant Colonel Janet Castell would later recall of 

her experience at Officer Cadet School in 1977:  

 

Our male classmates were sent to Waiouru where they learnt to fire weapons, 

navigate and do peace administration. We women went to Burnham where we fired 

10 rounds from an M16, spent two nights in the field, and learned to iron our frocks 

and polish our shoes - it was a waste of time as far as I was concerned. We came back 

here to Waiouru to join our male counterparts and found we were floundering because 

people expected us to be at the same level as they were, and we weren't.870 

 

                                                
868 Letter, Major Roche to Miss J.D. Risk, Army Headquarters, 16 August 1977, Archives New Zealand, 
Reference: ABFK W5563 7494 Box 18. 
869 Minute, Integration of Servicewomen Implementation Instruction, Army General Staff, 5 December 1977, 
Archives New Zealand, Reference: ABFK W4948 7494 Box 198. 
870 Defence Quarterly, No. 16, Autumn 1997, p.22. 
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The 1980s brought plenty of challenges for the army, triggered by its recruiting 

efforts. Army records from the period reveal a time of significant sensitivity towards the 

representation of women and whether they were receiving fair treatment. From a reputational 

perspective, the army was fortunate that many of these challenges came in the form of private 

correspondence. Most letters were directed to the Chief of General Staff, or local Members of 

Parliament. Some, however, were more public and challenged the army's gender equality 

policies. In one 'letter to the editor' referring to the advertisement Are You Man Enough?, the 

army was accused of taking 'the cake for its crudeness and total lack of sensitivity towards 

the male gender (and female)'.871 The complainant went on to opine that the army's 

advertisement was 'even more debasing than the common D.B. advertisement which carries 

similar overtones'. Advertising in the 1980s was renowned for the objectification of women 

as 'sexpots' and 'tits-and-teeth'.872  

 

The complainant then described how insensitive gender advertising promoted 

attitudes 'which are false and socially destructive'.873 His point soundly and justifiably made, 

he then went on to damage his credibility by accusing the army of being 'actively employed 

for the purpose of mass murder in order to enhance the livelihoods of capitalist arms 

manufacturers'.874 If there was one thing the New Zealand Army was not known for, it was 

committing mass murder or purchasing weapons in sufficient numbers to significantly enrich 

arms manufacturers. This last comment is an issue that has been discussed in previous 

chapters, namely the impact public opinion had on army recruiting at various times. The 

army undoubtedly sought to leverage positively disposed public attitudes to its advantage and 

avoid those that might be seen to confirm more contentious aspects of the army, such as its 

involvement in the Vietnam War. 

 

The objectification of women in advertising was blatant in the 1980s and led a group 

called Media Women to conduct a study of contemporary television advertising.875 The 

survey was conducted over the period 8-22 August 1984 and looked at prime-time television 

                                                
871 Letter to the Editor, ‘Army Recruiting’, Press, 5 September 1986, Archives New Zealand, Reference: ABFK 
W4948 7494 Box 312. 
872 H. Phillips, SELL! Tall Tales from the Legends of New Zealand Advertising, Auckland, Penguin Books, 
2013, p.135. 
873 Letter to the Editor, ‘Army Recruiting’, Press, 5 September 1986, Archives New Zealand, Reference: ABFK 
ABFK W4948 7494 Box 312. 
874 Ibid. 
875 H. Phillips, SELL! Tall Tales from the Legends of New Zealand Advertising, Auckland, Penguin Books, 
2013, p.135. 
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advertising between 6-10pm daily.876 Their content analysis revealed that men enjoyed a 

wider range of roles and dominated the voices heard, while women were relegated to the role 

of household cleaners or 'sexpots'. In a 1996 interview with Allison Webber, a member of the 

Media Women group, she recalled how the study revealed a gap between advertising and 

reality; 'all we see is women smiling, washing their houses, their cars, their babies, their 

floors, or we see these women at home, then that distorts our reality and has nothing to do 

with what a majority of women in New Zealand were doing and that is a lie'.877 It is hardly 

surprising given these findings that by the mid-1980s the army's own advertising efforts came 

under public scrutiny.  

 

In the context of women's right to equality, 1984 was also significant for being the 

year in which the Ministry of Women's Affairs was established. The primary aims of the 

Ministry were to achieve quality outcomes for women, improvements in the opportunities 

available to women, and responsiveness to the policy needs of Māori women.878 Five years 

earlier, in 1979 the United Nations General Assembly approved the Convention on the 

Elimination of All Forms of Discrimination Against Women.879 Despite both domestic and 

international legislation, women were seldom taken seriously in media advertising at the 

time. A gap clearly existed between official efforts to ensure better opportunities for women 

in the workplace and their stereotyped treatment by the advertising industry. But was this true 

of army advertisements as the earlier 'letter to the editor' complaint suggests? Or, as a result 

of widespread public attention to the issue of gender equity, had the public become 

hypersensitive to the issue? 

 

The story told by recruiting material of the 1980s is one of change and continuity. 

Women were depicted in a far broader range of employment fields within the army than ever 

before, while at the same time nursing and secretarial roles continued to dominate. The army 

appeared to be moving with the times and at the same time holding on to traditions. Holding 

on to traditions, however, should not be construed as an indication of the organisation's 

                                                
876 T. Gating, Images of Women in Advertising: The Reality Gap: Results of a Media Women Survey of Prime-
Time Advertising Transmitted by Television New Zealand from 6 p.m.-10p.m. between 8-22 August 1984, 
Wellington, Media Women, 1984. 
877 A. Webber, Sunday, 1996, Accessed on 30 March 2015, http://www.teara.govt.nz/en/video/27924/women-in-
the-media. 
878 Ministry of Women’s Affairs, Status of New Zealand Women 1992: Second Periodic Report on the 
Convention on the Elimination of All Forms of Discrimination Against Women, Wellington, Ministry of 
Women’s Affairs, 1992, p.7. 
879 United Nations, Convention on the Elimination of All Forms of Discrimination Against Women: Resolution 
34/180, New York, 18 December 1980. 
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reluctance to provide a more equitable workplace in the face of changing social values. In 

1988, the Department of Education conducted a pilot survey on the future aspirations of 

school leavers titled Project Fast. The survey revealed that, 'Girls showed a preference for 

careers in the social service area, such as teaching, childcare, nursing and hairdressing. Boys 

on the other hand, tended to aspire to jobs in the armed forces and in the trades, particularly 

engineering and construction’.880 Traditional role representations of women in the army as 

nurses, medics and office workers were very much in line with the career goals of school age 

women at least. As items of advertising, army recruiting material were designed to have 

maximum relevance, something best achieved by appealing to the aspirations of the target 

audience. 

 

The majority of 1980s recruitment advertising by the army was gender-neutral. The 

army also appeared keen to promote the message that soldiering was a job for men and 

women alike, as the foldout leaflet Your Career as a Soldier attests. The leaflet described the 

opportunities awaiting 'keen, willing and competent young men and women of New 

Zealand'.881 It then stated, 'Life as a regular soldier (and that means women too) offers much 

more than just another way to earn a living'.882 While limitations on the employment of 

women in combat roles still existed, women were now eligible to serve in 74 out of 95 of the 

army's trades – a significant improvement on the roughly two dozen trades available a few 

years earlier.883 The leaflet also pictured some of the positions of responsibility available to 

women including the New Zealand Provost Corps [Military Police].884 In the booklet 

Territorials a female soldier was also pictured cooking 'in the field', emphasising a new 

equality of treatment for women in the army as true soldiers.885 While it is true that all 

soldiers must cook in the field, the choice of activity was hardly an inspired choice, opening 

the opportunity for a more critical interpretation of the image to occur. 

 

                                                
880 Department of Statistics & Ministry of Women’s Affairs, Women in New Zealand, Wellington, Wright & 
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881 Leaflet, Your Career as a Soldier, Graphic Press, New Zealand, 1980s, National Army Museum Archive, 
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Your Career as a Soldier, Graphic Press, New Zealand, 1980s, National Army Museum 

Archive, Accession Number: 2013.195.1 

 

 
Territorials, 1980s, National Army Museum Archive, Accession Number: 2013.195.1. 

 

A review of officer recruiting material tells a similar story of gender neutrality. In The 

Profession of Arms, a glossy booklet on officer careers, it stated, 'the Army requires a 

constant stream of well-motivated young men and women to volunteer as potential career 
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officers'.886 The booklet listed the attributes of leadership, a sense of duty, and responsibility 

as being required of young officers, male and female alike. At one point in the booklet, 

officers were described as 'tacticians, man-managers, administrators, men and women of 

action with the assertive brain of the executive'.887 This reference to officers being tacticians 

and individuals of action indicates that the army viewed women on more equal terms with 

men than ever before. Women were now required to show tactical ability and the spirit of 

action. Women officers would no longer be restricted to administrative, management, or 

medical functions well behind the line. They may have been restricted from direct combat 

roles, but they were required in combat support roles.888 A similar tone of action was set in 

the advertisement Are You Good Enough? The advertisement featured in the Dominion 

Sunday Times, along with other newspapers, in September 1988.889 The advertisement 

promoted the attributes of youth, ambition, physical conditioning, leadership, intellect and 

those looking for a challenge. Pictured in the advert were two confident young adults, male 

and female. The advertisement also stated the 'Army is looking for young men and women. 

People who will not be second best… determined to reach their full potential'.890 The 

message was simple - the Army of the 1980s needed the same qualities of its female officers 

as it needed of its men. 
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Are You Good Enough?, Wellington, Dominion, Sunday Times, 18 September 1988, 

National Army Museum Archive, Accession Number: 2013.195.1. 

 

Another firm indication the army was moving into a new era of increased 

opportunities for women was the opening up of eligibility to attend the Regular Force Cadet 

School. For decades, the School offered school-aged young men the opportunity to continue 

their academic studies, learn a trade, or commence an early leadership career within the 

Regular army. For some time the question had been asked when the Army would change its 

policy to allow women to enter the school. The main impediment, according to Army 

records, was logistics. Female cadets would require separate accommodation and ablutions 

and sufficient female staff to mentor them. According to one former cadet, it was an 

environment of continued verbal and physical abuse, which may provide another explanation 

for the reluctance of the Army Headquarters to extend eligibility to attend the school to 

young women.891 In 1988, the Army advertised Life Begins at 16 1/2. The advert, which 

appeared in RTR Countdown - a popular music magazine, and the NZ Listener - a widely read 
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current affairs magazine, sought individuals described as 'young, lean and hungry'.892 It 

offered the opportunity to 'be part of a tight-knit team of young, ambitious men and women'.  

 

In early 1987, an inquiry from a secondary school guidance counsellor had prompted 

the Minister of Defence to question the Army's male-only policy. In a minute to the Deputy 

Chief of General Staff, Colonel D.J. Grant noted that while it was timely to review policy in 

light of the 'Government's position regarding discrimination against women by the services', 

he also noted 'practical problems'.893 Chief amongst these problems were accommodation and 

staffing. According to the minute, 'present facilities could not be used by females unless an 

entire barrack block of 60 beds were so allocated because of the shared ablutions'.894 With 

respect to staffing, 'school staff would need to be adjusted to include a range of female 

officers and NCOs'. Colonel Grant then stated if the 'current political climate' made 

integration inevitable, then a study would need to be conducted into the implications of such 

a step.895 Colonel Grant's reference to the political climate and government policy suggests 

the Army felt itself under scrutiny with respect to its performance as an equal opportunity 

employer. 

 

But was the Army under pressure? At least one recruiting booklet, You're in Good 

Company, suggests they were. Under the heading General conditions of service the booklet 

stated, 'Section 16(2) of the Human Rights Commission Act 1977 permits the Chief of 

General Staff to exercise a preference in the recruitment of either men or women into the 

Corps annotated and thereafter to extend such preferential treatment to the career progression 

and employment of either men or women in the specific Corps'.896 By referring to the Human 

Rights Act and the exemptions afforded the Armed Services under the Act, the Army appears 

to have been pre-emptively attempting to counter accusations of gender inequity. This comes 

as little surprise given the number of challenges the Army faced during the period: In 1981, 

for example, a Senior Vocational Guidance Officer wrote to Head Office asking why women 

could not be butchers, coach-painters, fire-persons, plumbers, drain-layers or any kind of 
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instructors in the Army;897 in 1982, a letter to the Minister of Defence from a young woman 

complained, 'I was wanting to join the Territorials - patriotic indeed! When I rang I 

discovered that there were no vacancies for females but lots for males. Isn’t this Equality for 

you? I find it downright disgusting that someone cannot join because of their sex';898 in 1983, 

a letter complaining about an advert titled How Does the Army Always Produce the Right 

Man for the Job, complained 'the right men (no women?) for the job';899 in 1984, a ‘Letter to 

the Editor’ stated 'I am aware that the military is exempt from laws designed  to decrease this 

type of institutional sexism, but I would nevertheless be interested to hear the Army's 

justification for seeking this exception and practicing chauvinistic recruiting';900 and in 1985, 

an article in the New Zealand Herald stated that no women had been recruited into the Army 

during 1984.901  

 

In each of the cases above, the Army had to either rebut the accusations where false or 

defend their position, often by way of explanation to a Member of Parliament. In the case of 

the aspiring Territorial soldier, several jobs were available in the Territorials for women in 

her area, just not at the infantry combat unit she likely contacted, which had already filled all 

its vacancies for women.902 With respect to the New Zealand Herald article, the reporter’s 

facts were erroneous, with 54 women having joined the Regular Force in 1984.903 Perhaps the 

most revealing defence offered by Army at this time was made by Major M. Wicksteed in 

response to the 1984 ‘Letter to the Editor’ referred to above. Major Wicksteed wrote: 

 

There is a valid social reason for this provision [exemption in Human Rights Act]. As 

a last resort, it is a fundamental role of the Armed Forces to engage in combat. In 

New Zealand, however, it is not socially acceptable to deliberately or potentially 

involve women in combat. Generally, this attitude is not regarded throughout the 

community as 'institutionalised sexism' or 'chauvinistic'. In order to strike a balance 

between undesirable restrictions upon women's employment opportunities in the 

Army, and the likelihood of their being exposed to active combat, women would not 
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normally be employed forward of a brigade group headquarters or other such 

operational base. In respect of the recruiting advertisement Mr Parton refers to, 

women are employed in the Army in all the listed trades except that of 'rifleman'.904 

 

The Army, however, could not be described as an innocent victim of public over-

sensitivity to gender issues. In 1986, the Army ran a rather tactless advertisement with the 

title Are You Man Enough? Unsurprisingly, the advertisement led to several complaints to 

newspaper editors, the Human Rights Commission and to Members of Parliament. The Army 

was quick in their response. Colonel Dudman, on behalf of the Chief of General Staff, wrote 

to the commission explaining that a local advertising agency employed by the Army were in 

fact responsible for the wording of the advertisement.905 Furthermore, he claimed, once aware 

of the advertisement’s content the Army ‘directed its withdrawal and reminded units that 

there must not be any discrimination regarding sex in future advertising’.  Internally not all 

discussions were as conciliatory as this. In an internal document the argument was made by 

one officer that ‘the wording quote are you man enough unquote should be taken to mean 

have you the required attributes rather than its literal meaning’.906 The author also argued that 

the unit responsible for the advertisement was a combat unit with a limited number of 

positions for women that had already been filled.907 He went on to suggest that the 

advertising rightly targeted young men as vacancies existed for them and not for women. He 

then concluded, writing; ‘this point should be stressed as it negates the Human Rights 

Commission’s argument that it is unlawful to indicate an intent to discriminate on sex’.908 

Colonel Dudman did not take this advice, however, choosing instead to admit fault, albeit on 

behalf of the advertising agency responsible for the problematic wording of the 

advertisement, allowing the issue to rest without further antagonism. 

 

Army recruiting material of the 1980s showed an Army finding its feet with respect to 

how to represent women. Most of the time it did so equitably and in line with social values. 

At others times it seemed to forget and when it did so, criticism was quick to follow. Records 

in Archives New Zealand, however, show that even when unjustified the Army found itself a 

subject of criticism. There is little doubt, therefore, that the Army was under scrutiny during 
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this period and recruiting advertising was, given its public nature, always going to be a 

difficult enterprise. Also conspicuous by its absence in the 1980s were glamorous 

representations of women in the Army. The Human Rights Act brought about the demise of 

gender-specific recruiting material for women, though not as indicated above for men. It had 

become undesirable for the Army to be seen to treat women as different to men. As a result, 

those themes that had for so long been considered effective in recruiting women into the 

Army ceased to be used in preference for more gender-neutral recruiting. In reality, however, 

those themes specific to women were dropped from recruiting material, while those specific 

to men were not. Masculinity, for example, would remain an important feature of Army 

recruiting material, as discussed in detail in the previous chapter. Ironically, in its attempt to 

be gender-neutral and by dropping those themes most relevant to women, the Army had in 

fact reduced its appeal to women.  

 

By the 1990s, the issue of gender representation in Army recruiting material matured. 

Gender-neutral recruiting became the norm and contentious references to male-only combat 

roles were generally avoided. The Army also began actively promoting stories of successful 

women in the Army, much as they had prior to the 1980s. How effective this was in reducing 

the number of accusations of institutional sexism and reaching the target audience is not 

possible to determine, due the absence of archival material. The New Zealand Defence Force 

continues to hold on to its more recent official records, making them inaccessible to the 

historian. Fortunately, recruiting material for the period is available, as are a number of other 

sources, providing essential context to an analysis of female gender representation during the 

decade. 
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Officer Cadet School (NZ), 1990s, National Army Museum Archive, Accession Number: 

2013.195.1. 

 

One of the most striking examples of 1990s recruiting material representing women 

on equal terms to men is found in an officer recruiting booklet. The opening page of the 

booklet prominently featured four soldiers in a tactical field environment.909 The camouflage 

paint on their faces, the packs on their backs, and the helicopter departing behind them 

suggested the soldiers are performing the duties of a dismounted infantry element. More 

importantly, they are all carrying weapons - the first time in New Zealand Army recruiting 

material that a woman is depicted with a weapon. While women were still restricted from 

combat roles in the army at that time, the inference to be drawn from the pamphlet was army 

officers, male and female alike, required the same ability to lead 'in the field'. A similar 

message was conveyed in the booklet NZ Army Officer. In this case the female officer was on 

a motorbike, but still in a tactical setting and carrying a rifle (just visible behind her back).910 

Female officers were also represented as physically strong and capable, with a number of 

                                                
909 Booklet, Officer Cadet School (NZ), 1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 
910 Booklet, What do You Want Out of Life?, 1990s, Dan Wildy Private Collection. 
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recruiting products depicting athletic women in the gym,911 or conducting physical training 

alongside their male peers.912 

 

 
What Do You Want Out of life? 1990s, Author's Private Collection. 

 

 
Officer Cadet School (NZ), 1990s, National Army Museum Archive, Accession Number: 

2013.195.1. 
                                                
911 Booklet, Officer Cadet School (NZ), 1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 
912 Booklet, Kiwis Armed to Make a Difference, late 1990s, National Army Museum Archive, Accession 
Number: 2013.195.1. 
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Kiwis Armed to Make a Difference, late 1990s, National Army Museum Archive, Accession 

Number: 2013.195.1. 

 

A similar message of gender equity, qualitatively rather than quantitatively, can be 

seen in recruiting material focussed on the recruitment of soldiers into the Army. In the 

leaflet Proud to Serve New Zealand, soldiers were described as 'men and women who 

provide the Army with specialist skills and people power'.913 It went on to list a variety of 

trades without any reference to the gender exclusivity of some trades. The booklet Lifestyle 

that Lasts for Life took gender neutrality one step further. Nowhere in the leaflet was gender 

mentioned at all. Instead the leaflet referred to 'you' as a 'soldier' in the army, speaking only 

of what a soldier did, not men or women.914 The booklet also included a variety of images of 

soldiers at work, and while most were men, women were depicted in physical and 'tactical' 

contexts.915 

 

Coupled with its message of equal employment opportunity found in recruiting 

material, the Army also undertook an active public relations campaign to reinforce the 

message. Public relations are inextricably linked to recruiting as both seek to improve brand 

                                                
913 Booklet, Proud to Serve New Zealand, late 1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 
914 Booklet, Lifestyle that Lasts for Life, 1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 
915 Ibid. 
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awareness and promote positive associations with that brand.916 During the 1990s, the Army 

made a concerted effort to promote the message of female success within its ranks. The June 

1993 issue of Te Maori News carried a career advertorial on Captain Fiona Cassidy.917 The 

article provided a brief whakapapa for her, establishing her place, and then provided an 

account of her life and career to date. The cultural aspects of this article and of ethnic 

representations in recruiting material will be covered in the next chapter on ethnicity. With 

respect to Fiona Cassidy, it discussed how from a young age, she was encouraged to be 

assertive. This quality, along with her playing several sports and leading her school's Māori 

culture club were cited as contributing to her success in the Army. A similarly styled 

advertorial featured in the November/December issue of Mana Magazine in 1993.918 This 

article focussed on Major Carol Ngatai. The article described how Major Ngatai had enjoyed 

'overseas travel, positions of responsibility - and being treated simply as a soldier rather than 

a female soldier'.919 The article focused on the command appointments she had filled during 

her career, both in New Zealand and on operations with the United Nations in Somalia. The 

'real bonus' of her job, the article argued, 'is that her gender doesn't come into it', going on to 

quote her as saying "It makes no difference, whether I'm male or female".920  

 

A similar sentiment was expressed in another Te Maori News advertorial in 1995; 

titled Maori Women Can Make a go of a Military Career.921 The article covered the 

achievements of two officers who had recently become the first female officers to become 

ammunition technical officers. It quoted one of those officers, Lieutenant Blandina Diamond, 

as saying "For me joining … the Army, there was not only the challenges of physical full-on 

military field training, but also a number of administrative training programmes and practical 

courses in office, business, and trade related fields that are directly accessible to 

women…".922 Alongside this advertorial, however, was one less complimentary towards 

gender relations within the Army. The second article, titled Good Advertisement for Women 

in the Army, provided a brief article on the career of Warrant Officer Class Two Alex 

Whittaker.923 While her career made for positive reading with respect to the opportunities 

available to women in the army, Alex Whittaker also admitted that sexism still existed. She 
                                                
916 T. O’Reilly and M. Tennant, The Age of Persuasion; How Marketing Ate Our Culture, Toronto, Vintage 
Canada, 2010, p.3. 
917 Te Maori News, Vol. 2, No. 9, June 1993. 
918 Mana Magazine, No. 4, November/December 1993. 
919 Ibid. 
920 Ibid. 
921 Te Maori News, Vol. 4, No. 2, Pepuere 1995. 
922 Ibid. 
923 Ibid. 
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played it down, however, by saying that such views were held by 'a small minority'.924 The 

article quoted her as saying "They used to say there's no place for a women [sic] in the 

military but there are so many of us excelling in different areas now. If anything I'd like to 

encourage women reading this to give the army a go and don't be put off by your gender".925  

 

Another successful woman in the Army, used on more than one occasion to illustrate 

the potential of women, was Lieutenant Colonel Janet Castell. Janet Castell featured in a 

Sunday Star Times article in 1995 alongside two other successful female officers in the New 

Zealand Defence Force.926 The article stated that 'Gender discrimination is anathema to the 

resolutely confident Lt-Col Castell (40)'.927 It attributed her as saying, however, 'there will 

always be frustrations for women in the military', going on to quote her; ‘But a lot of that, I 

feel, is caused by their expectations outweighing their capabilities. A lot of men have those 

frustrations too. If you are the right person for the job - and good enough - you'll get what 

you want’.928  In a later article in Defence Quarterly, a positively titled This Woman's Army 

once again discussed the successful career of Lieutenant Colonel Castell.929 This article 

focused on Lieutenant Colonel Castell's prestigious position as Commanding Officer of the 

New Zealand Army's Officer Cadet School. The article presented Castell as a hard but fair 

commander, equal in strength and ability to any man. The article stated how she told female 

cadets 'they must work twice as hard as males to get anywhere in the Army. “That’s the rule. 

When I was  a young officer I didn't make a mistake because I was a young officer, I made a 

mistake because I was a woman, and I suspect that attitude is still prevalent to some extent. 

Attitudes are changing though”’.930 In seemingly fitting style, she added that while male and 

female cadets faced the same hurdles, it might in some ways be harder for men: "The 

expectation is that because you are a man you are tougher, you will be staunch and able to 

take the physical and mental pressure of this place, just because you're a man. And some guys 

just can't do that when they are 18".931  

 

Through its recruiting material and public relations advertising, the Army projected a 

more mature approach to gender roles and representations. Women were represented as 

                                                
924 Ibid. 
925 Ibid. 
926 Sunday Star Times, 17 September 1995, p.C4. 
927 Ibid. 
928 Ibid. 
929 Defence Quarterly, No. 16, Autumn 1997, pp.21-25. 
930 Ibid, p.23. 
931 Ibid. 
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having equal opportunities to men, but it did not hide that there would in some cases be 

additional challenges for women. Sexism, the Army admitted, still occurred in some areas, 

but those areas were shrinking and represented no impediment to a woman's success. The 

Army was both comfortable with the continuing challenges it faced and with women as 

significant, successful, leaders within the organisation. If an adolescent's development could 

be used as an analogy for the maturing of the Army's acceptance of women, the late-1970s 

and 1980s represented an awkward self-awareness and the 1990s a comfortable acceptance of 

one's personality. 

 

If women's gender representation during the period reviewed were summarised in a 

single sentence, it would be best described as: half a century waiting to be seen as soldiers, 

followed by a period of gradual evolution, ending with two decades of rapid change. As 

service personnel, female soldiers were for several decades depicted in a limited number of 

gender-stereotyped roles. They were represented as nurses and in secretarial roles. In other 

words, they were represented in roles that were considered appropriate for women in wider 

society. Social norms undoubtedly limited the number of roles available to women, though 

the same could not be argued of recruiting material. The material did not influence what 

society considered gender appropriate, it merely reflected society's values. As items of 

advertising, printed recruiting material seeks to attract prospective recruits through the 

mechanism of advertising. The themes used in recruiting material and the roles depicted in 

them therefore have to appeal to existing values. As such, it can be argued that the depiction 

of women in the role of a nurse or secretary was reflective of what many women of the 

period aspired to do. It has also been shown that many women, though by no means all 

women, viewed employment as a temporary period between school and marriage.  

 

Enlisting recruits by advertising what they want provides an explanation for the 

gendered role depictions of servicewomen in army recruiting material. It also explains why 

so much emphasis was given to attractive uniforms, comfortable accommodation, and after-

hours independence. Similarly, it explains why printed recruiting material focused at 

potential servicewomen depicted serving women as almost universally attractive, 

representing service in the army as a literally attractive employment option. What it does not 

adequately explain or justify, however, is the representation of women as attractions for men. 

As discussed earlier, women were also used to recruit men. They were depicted alongside the 

'proud' male serviceman and his sports car; as one of Southeast Asia's many exotic 
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attractions; and as the companions of male officers graduating from the Royal Military 

College Duntroon. Women were undoubtedly objectified in recruiting material aimed at male 

recruits. This objectification, though objectionable by today's standards, was subtle for its 

time and broadly speaking acceptable. It was not until the 1980s that Army recruiting 

material became the subject of routine criticism for perceived gender-bias.  

 

Printed recruiting material also reveals that over time the opportunities for women in 

the army increased. With it, a commensurate improvement in the status of their place in the 

organisation also occurred. Women were more frequently depicted working alongside their 

male colleagues, and in increasingly equal roles. More trades were opened up to women, 

including those once considered the sole preserve of men. By the late 1970s, women were 

depicted in tactical headquarters and by the 1980s living 'in the field'. Then, in the 1990s, 

women finally broke through a barrier few would have realised existed: shown carrying 

weapons. It wasn't until this time that one could argue that women were truly treated as the 

equals of male soldiers, in recruiting material at least. Up until this point women had been 

shown in support roles, as significant contributors to the organisation, but not in its primary 

role as a fighting soldier. It is worth noting that it took more than a decade after the Human 

Rights Commission Act 1977 for women to be treated as equals in Army recruiting material. 

Legislative change, albeit with exceptions for the military, was not enough on its own. Social 

values also had to change before the Army was prepared to publicly advertise female soldiers 

as being 'armed', despite this having been the case for some time. The NZ Army is not a 

revolutionary organisation. It does not seek to spearhead social change. It is one that seeks 

support from the largest portion of the population possible, for that is the best way to ensure a 

broad audience of potential recruits. It took until the 1990s for the Army to believe that the 

majority of the population was ready to see women depicted as a quintessential soldier: an 

infantryman. 

 

Ironically, the move away from gender-specific advertising that occurred in the 1990s 

may have contributed to low numbers of women being attracted to a career in the army. From 

the 1940s through to the 1970s, army recruiting material specifically targeted women. It used 

themes and enticements considered most likely to be successful. In moving to gender-neutral 

recruiting, the Army inadvertently dropped many of these themes, reducing the appeal of a 
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service career to the female audience.932 Maximising Opportunities for Women in the New 

Zealand Defence Force found that a 'passive approach has been taken to women’s 

recruitment, meaning little work is undertaken to actively encourage women to apply'.933 This 

observation was attributed as contributing to low rates of recruitment for women. As a result, 

it was recommended that an active recruiting strategy be developed and implemented for 

female applicants.934 Many aspects of military life are equally attractive to men as they are to 

women. The same study noted, for example, that women join for travel, a sense of family, 

opportunities to study, sports, adventure, and service to country.935 As a result of this study, 

the New Zealand Defence Force has refocussed its recruiting efforts on women, most notably 

using the experiences of current servicewomen to allay concerns potential recruits might hold 

with respect to military service. This move reinstituted something formerly addressed in 

recruiting material aimed at women, but dropped following the passing of the Human Rights 

Act and the resulting move towards a ‘gender-neutral’ approach to recruiting: A good 

example of unintended consequences. 

 

As this chapter has shown, however, attracting women to serve in the desired numbers 

will almost certainly present a challenge. For several decades the Army operated such 

targeted recruiting strategy for women and still had difficulty meeting its modest recruiting 

targets. In the 1950s and 1960s the Army struggled to recruit and retain roughly two hundred 

women. As the 1980s survey Project Fast revealed, young women showed a preference for 

careers in social services and did not aspire to jobs in the armed forces like many of their 

male peers.  

 

  

                                                
932 In 1980 the ratio of male to female applicants was 3:1, Minute, ACDS (Pers) B to AGS, dated 13 March 
1980, Archives New Zealand, Reference: ABFK W5563 7494 Box 18. 
933 Evaluation Division, Maximising Opportunities for Women in the New Zealand Defence Force, Ministry of 
Defence, Wellington, February 2014, p. 15. 
934 Ibid, p.19. 
935 Ibid, p.15. 
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Chapter Seven: Ethnicity – From monoculturalism to biculturalism 
 

General histories of New Zealand record, and popular culture promotes, the New Zealand 

Army having performed well in war.936 Many of these popular mythologies also tell a story 

of ethnic equality, of Pākehā and Māori serving alongside one another as equals.937 At Anzac 

Day each year, the story of New Zealanders in war is repeated, with the nation’s past soldiers 

commemorated, if not celebrated, for their valour. For many years, Gallipoli was promoted in 

popular culture and by historians as the crucible in which New Zealand’s nationhood was 

forged.938 In more recent times, the historical interpretation of the significance of Gallipoli 

has changed, though the notion of the campaign as a formative event in New Zealand’s 

national identity endures.939 Furthermore, it has been used to encourage the myth of New 

Zealand as an egalitarian society. Unlike the myth of equality often recalled, however, the 

reality of New Zealand’s social cohesion is more complex and far less rosy.   

 

This chapter will analyse the role ethnicity has played in army recruiting material and 

explain how it reflects the country’s wider social context. The chapter will also explain how 

the army’s use of ethnicity in recruiting has reflected its own effort to promote its place 

within New Zealand society.  

 

The earliest example of printed recruiting material being used in New Zealand is the 

poster Military Training. Dominion of New Zealand published in April 1911. The notice was 

directed to ‘every male inhabitant of New Zealand, who on the 1
st day of March, 1911, had 

attained the age of fourteen years or upwards, but not attained the age of twenty-one 

years’.940 The notice went on to add that only those who were ‘a British subject and has 

resided in New Zealand for at least six months’ were required to register for compulsory 

military training. According to the Defence Act 1909, ‘No person shall be an officer or 

member of any of the Forces unless he is a subject of His Majesty by birth or 

naturalisation’.941 While non-British immigrants were excluded by the Act, possibly out of 

fear regarding their loyalty to the Crown and therefore trustworthiness to carry arms, Māori 

                                                
936 J. Phillips, A Man’s Country? The Image Of The Pakeha Male – A History, Auckland, Penguin, 1987, p.132. 
937 D. Novitz & B. Willmott Culture and Identity in New Zealand, Wellington, GP, 1989, p.105. 
938 D. Fenton, “Birthplace of Mateship”, New Zealand Listener, http://www.noted.co.nz/archive/listener-nz-
2015/birthplace-of-mateship/, 26 February 2018. 
939 M. King, The Penguin History of New Zealand, Auckland, Penguin, 2003, pp.300-301. 
940 Notice, Military Training. Dominion of New Zealand, Wellington, April 1911, National Library, Ref: Eph-D-
ARMY-1911-01. 
941 Defence Act, 1909, No. 28, Part I, Article 7. 
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were included. This could be viewed as a step forward in recognising the status of Māori as 

equal subjects of the Crown, as well as a people whose loyalty to the Crown and 

trustworthiness to bear arms was the accepted government view. Given the relatively recent 

end of the Land Wars in New Zealand, and the ongoing struggle for autonomy by some 

Māori tribes, the inclusion of Māori as liable for military training could also be viewed as a 

sign of progressive and conciliatory outlook on the part of the government. Equally, however, 

it could be viewed as a continuation of government policy to use Māori troops as they had 

done during the Land Wars, including the last major battle of the war, Te Pōrere.942 
 

The inclusion of Māori liability for service under the Act would almost certainly have 

pleased those Māori who were excluded from service in the South African War. One of the 

strongest advocates for the deployment of a Māori Contingent to the South African War had 

been the Native Affairs Minister, James Carroll.943 Many Māori, predominantly from tribes 

with kūpapa heritage and a tradition of loyalty to the Crown, welcomed the outbreak of war 

in South Africa – including Ngāti Kahungunu and Ngāti Porou.944 Carroll himself offered to 

lead a 300-strong native contingent to South Africa, a contingent the same size as that with 

which he deployed as an early teen in 1870 in the war against Te Kooti.945 Richard Seddon, 

Premier of New Zealand, supported Māori in their aspiration to fight in South Africa. British 

authorities, however, held a policy position that ‘blacks should not be used against whites’.946 

Of this policy, Seddon complained that the Colonial Office had ‘neglected to take into 

account the equal status afforded to Māori under the Treaty of Waitangi’.947 Māori too 

‘protested vigorously’ against the policy, and, when these arguments failed, those Māori who 

could, enlisted as individuals and made their way to South Africa.948 One example is that of 

Āhere Te Koari Hōhepa who enrolled in the Third Contingent under the name Arthur 

Joseph.949  

 

                                                
942 “Te Kooti’s War: Te Pōrere and retreat”, from NZ History, https://nzhistory.govt.nz/war/te-kootis-war/te-porere-
and-retreat, accessed 26 February 2018. 
943 M. King, The Penguin History of New Zealand, Auckland, Penguin, 2003, p.285. 
944 N. Robson, ‘Counting the Cost: The Impact of the South African War 1899-1902 on New Zealand Society’, 
M.A. Thesis, Massey University, 2012, p.38. 
945 A. Ward, “Carroll, James”, from the Dictionary of New Zealand Biography. Te Ara - the Encyclopaedia of 
New Zealand, updated 6 June 2013, URL: http://www.TeAra.govt.nz/en/biographies/2c10/carroll-james, 
accessed 3 December 2016. 
946 King, pp.287-288. 
947 J. Crawford and E. Ellis, To Fight for the Empire: An Illustrated History of New Zealand and the South 
African War, 1899-1902, Auckland, Reed, 1999, p.32. 
948 King, pp.287-288. 
949 Robson, p.38. 
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The exclusion of non-British subjects from the Defence Act – even those who had 

been resident in the country for more than six months – may also have been influenced by 

theories popular in New Zealand at the time, which promoted the concept of British racial 

superiority.950 Racism towards non-British immigrants entering New Zealand, especially 

Chinese, was widespread. Such was the power of these concerns that a series of Bills were 

passed in parliament to discourage immigration to New Zealand, including the 1881 Chinese 

Immigration Bill, 1891 Aliens Bill, and the 1899 Immigration Restriction Bill. The 

underlying cause of this fear was likely economic in origin, with Pākehā settlers in particular 

concerned that Asian groups, and to a lesser extent certain European groups, threatened their 

welfare.951 William Pember Reeves and Richard Seddon, two of the country’s most 

prominent politicians of the time, both sought to pass legislation that would extend laws 

focussed on excluding the Chinese from New Zealand to Indians and the Japanese.952 

Seddon, and later Prime Minister Joseph Ward, would both find their efforts to exclude all 

Asians from the country frustrated by the imperial government. The imperial government was 

concerned that overtly racist laws passed in the Dominion would anger the Japanese and 

Indian governments.953  

 

Support for the war in South Africa and the eagerness of many young men and 

women to serve the Empire was such that formalised recruiting was unnecessary. As a result, 

no recruiting material were produced for the purposes of gaining recruits for deployment as 

part of the country’s successive Mounted Rifles contingents. Even if recruiting efforts and 

associated advertising had been necessary, it is unlikely, due to Colonial Office policy, that 

Māori would have appeared in recruiting material. In the period following the war in South 

Africa, New Zealand’s preoccupation with militarism reached its zenith. A sense of 

nationalism, albeit within an imperial context, was also growing. One contemporary observer, 

Richard Jebb, for example, noted in 1905 that the ‘colony had seized the idea that they were 

an island race apart… no longer ‘Britons of the South’, nor Australasians, but Māorilanders 

first’.954 The 1909 Defence Act, which introduced compulsory military training, was a 

reflection of the country’s military and patriotic fervour. Despite this fervour being shared by 

many Māori, as well as the Act intending for there to be no distinction between Māori and 
                                                
950 King, pp.293-294 
951 P. Spoonley, et al, New Zealand: Sociological Perspectives, Palmerston North, Dunmore Press, 1982, p.271. 
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953 Ibid, pp.44-7. 
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Pākehā, the compulsory aspects of the Act were not applied to Māori, with the exception of 

senior cadets. Nevertheless, many Māori volunteered and were posted to the country’s 

Territorial Force.955 

 

Once again, the compulsory nature of the Act, along with prevailing social sentiment 

negated the need for recruiting material beyond public notices, including material depicting 

Māori as New Zealand soldiers. The notices also provide little insight into how the army as 

an organisation wished to portray its place within society. The notices simply relayed the 

facts of the Act in text format, with no effort to present a particular image of the army, 

ethnically-based or otherwise. 

 

It was not until the First World War that recruiting material would be seen to a large 

extent around the country. The outbreak of the war, like that of the South African War, was 

greeted enthusiastically by many New Zealanders, including many Māori, particularly among 

traditionally ‘loyalist’ tribes and Māori MPs.956 At the outbreak of war, Māori MP Maui 

Pomare announced that ‘Māoris of the Dominion have expressed as with one voice 

unswerving loyalty to the British throne’.957 Pomare’s enthusiasm was somewhat overstated, 

as was the assertion that Māori spoke with one voice. In his later role as Chair of a committee 

to encourage Māori recruitment, Pomare met resistance among some Māori, including his 

own constituents in the Waikato.958 The reluctance among the Waikato and Kingitanga tribes 

to support the war effort was founded on principled, as well as pragmatic, grounds.959 

Grievances continued to be held against the Crown relating to land confiscations, particularly 

those in the Waikato during the 1860s, and there was a very real fear that the declining Māori 

population would decrease even further if their young men were sent to war.960 Following the 

extension of compulsory registration to Māori in June 1917, and the drawing of the first 

Māori conscription ballot in May 1918, the young men of Kingitanga refused to come 
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forward, resulting in 111 of their number being in gaol at war’s end, with a further hundred 

subject to warrants for their arrest.961 

 

Though some Māori refused to support the war or to volunteer, particularly Waikato 

Māori and Tuhoe, the majority, including Nga Puhi, Ngati Porou, Te Arawa and Ngai Tahu, 

were, as Pomare pronounced, largely supportive of the war.962 The war offered an 

opportunity to ‘prove their loyalty and value to Pakeha’, much as the country as a whole 

wished to ‘prove its loyalty and worth to Britain’.963 Fortunately for those wishing to serve, 

Britain – in contrast to its position during the South African War – agreed to allow the 

formation of a 200-strong Māori contingent in New Zealand’s Expeditionary Force, later 

raising the size of the contingent to 500.964  

 

Recruiting for the contingent followed a similar pattern to that for Pākehā during the 

war. The initial rush of volunteers required little encouragement to enlist, with the eagerness 

and quantity of volunteers waning as time passed and the reality of war began to be felt. In 

order to encourage volunteers, particularly from those ‘one or two’ tribes that had shown 

little enthusiasm for the war, the threat of exercising the ballot under the Military Service Act 

was used by Ministers, military officers and Māori recruiters.965 Efforts were also taken by 

the government to remove those known to be blocking the work of the recruiting committees, 

most notably Rua Kenana. Kenana was a charismatic leader amongst the Tūhoe people, who 

claimed to have ‘inherited the mantle of Te Kooti’.966 Rua had discouraged Tūhoe from 

volunteering, stating the time of war had ended with Te Kooti, who ‘in 1881 had thrust the 

barrel of his gun into the ground, announcing that there would be no more war in New 

Zealand’.967 A similar message had been given to Waikato Māori by King Tawhiao.968  

 

Determining an objective measure of the war’s popularity, or otherwise, among Māori 

is problematic, due in large part to the variety of opinions held and the voice given to those 
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opinions. One measure that may prove useful for assessing the popularity of the war among 

Māori in a general sense is the percentage of men that served overseas. Using census data 

from 1911969, the closest date prior to the war commencing, and figures for those that served 

in the NZEF and Māori units respectively,970 it has been possible to determine that 

approximately 17.9% of Pākehā971 men served overseas in the NZEF, while 8.4% of Māori972 

served in Māori units. The percentage of Pākehā men to serve in the NZEF may be slightly 

inflated, as it will include Māori who served in non-Māori units within the NZEF. Another 

factor reflected in these figures is health and fitness for military service. In the late nineteenth 

and early twentieth centuries, Māori health statistics were much worse than those of Pākehā, 

which would have affected the fitness of young men. More Māori men may, therefore, have 

been eager to volunteer, but judged unfit for military service. Another statistic useful in 

drawing conclusions about the popularity of the war is the proportion of men to volunteer as 

opposed to being compelled – 80% volunteered and 20% served under conscription.973 As 

such, despite conscription coming into force in 1916 for Pākehā and 1918 for Māori, four 

times as many men volunteered for service compared with those who entered under 

compulsion.974 Nevertheless, using the figures available it is reasonable to conclude that the 

war, though supported by many Māori, was less popular among Māori than their Pākehā 

countrymen. Such a conclusion is unsurprising given the ongoing dissatisfaction among 

many Māori, including the Kingitanga tribes, relating to nineteenth century land 

confiscations. The Kingitanga tribes, for example, discouraged many of their young men 

from assisting in what they viewed to be a Pākehā war effort.975 

 

The majority of recruiting material used in New Zealand during the First World War 

was produced by the British Parliamentary Recruiting Committee (PRC) and as a result was 

principally designed for a British audience. The posters did not therefore depict New 

Zealanders as a distinct people, or indeed Māori. Nevertheless, the posters were considered 

suitable for use in New Zealand, and from the success of voluntary recruitment in the early 

years of the war; it might be judged that they were in practice suitable. The posters, depicting 

                                                
969 Statistics New Zealand, Long-term Data Series: Population: Size, Distribution and Ethnicity. 
970 https://nzhistory.govt.nz/war/first-world-war-by-numbers, accessed 24 January 2017. 
971 Served overseas in NZEF (98,950) less Māori unit personnel (2,227), divided by male Pakeha population 
(531,910) = .179. 
972 Served in Māori unit of NZEF overseas (2,227), divided by male Māori population (26,475) = .084. 
973 “First World War by the numbers”, https://nzhistory.govt.nz/war/first-world-war-by-numbers, accessed 24 
January 2017. 
974 F.W. Perry, The Commonwealth Armies: Manpower and Organisation in Two World Wars, Manchester, 
Manchester University Press, 1988, p.178. 
975 Hill, pp.106-7. 
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the brave and loyal servants of His Majesty the King, invariably depicted soldiers as white. 

As in Britain, however, not all men in New Zealand were white, with Māori making up 

approximately 5% of the population. The posters, which idealised the soldier as the 

embodiment of masculine virtue, therefore promoted an image of the ideal man as white, 

with these posters being displayed throughout New Zealand. The absence of Māori in 

recruiting material, however, was to have little effect on recruiting. The heavy lifting of 

encouraging enlistment was instead carried out by recruiting committee agents, including 

returned soldiers Lieutenants Te Awarau and Puke Cross, who went from tribe to tribe 

making public addresses on the need for more volunteers.976 Only one printed recruiting item 

notifying Māori of their obligations under the Military Service Act 1916 has been found; 

reminding Māori males between the ages of 20 and 46 of their obligation to enrol for the 

Expeditionary Force Reserves.977 

 

Though Māori never featured pictorially in recruiting material used in New Zealand, 

they were depicted in a military context in contemporary printed recruiting material of the 

time. In the Observer newspaper’s 1915 Christmas Annual, a soldier of the Māori contingent 

is depicted charging a Turkish position with bayonet to the fore, backed by the ‘Spirit of his 

Fathers’. The full-page illustration promoted the idea of Māori as particularly ferocious 

soldiers embodying traditional warrior spirit. In effect, the Annual was celebrating the role 

Māori had played in the war to date, a war considered important in proving the country’s 

value and loyalty to empire. The Annual’s representation of the Māori soldier might, 

therefore, be viewed as acknowledging the contribution made by Māori in service of the 

empire.  

 

                                                
976 J. Cowan, Māori in the Great War, Christchurch, Willson Scott Publishing, 2011, p.31. 
977 Poster, Rehitatanga I Nga Maori Hei Hoia, Government Printer, Wellington, 1918, Alexander Turnbull 
Library, Call Number: P ffD499M NZ.STA 1918. 
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Rehitatanga I Nga Maori Hei Hoia, Government Printer, Wellington, 1918, Alexander 

Turnbull Library, Call Number: P ffD499M NZ.STA 1918. 
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Like the Observer, the Free Lance also celebrated the success of Māori troops at 

Gallipoli, publishing an article titled ‘The Māoris at Gallipoli’ with the bi-line ‘How Wiremu 

and Tamihana, of Wakanae, all on their own captured a Turkish Trench at Gallipoli’.978 

Wiremu and Tamihana were depicted as giant-like in their size and ferocity as warrior-

soldiers. Reference to the Māori tradition of warfare was given through the representation of 

the two soldiers performing the pukana (bulging eyes), whetero (protruding tongue), and 

wearing Huia feathers – a traditional sign of high social rank – while charging the Turkish 

position. Also in circulation at the time was a postcard by artist J.D. Perret, titled The War-

Dog of New Zealand.979 The image was of a British Bulldog, complete with moko, Huia 

feathers and tiki, ready to protect the New Zealand flag and Union Jack on which he stands. 

This postcard, like the Annual, could be seen as recognising the contribution of Māori to the 

empire’s war effort, as well as the unique nature of the New Zealand contribution – unique 

because it included Māori. It should be remembered that the colloquial term ‘Kiwi’, to mean 

New Zealanders, was less commonly used among soldiers at the time than terms such as 

‘Fernleaf’ and ‘Māorilander’.980 New Zealanders, it would seem, had a sense of who they 

were distinct from other nations of the British Empire. So too did contemporary publishers, 

and in both cases, Māori were acknowledged as contributing to New Zealand’s distinctive 

nature compared to nations of empire.  

 

An image of Māori as warriors and capable soldiers was popular at the time. The 

Māori Contingent at Gallipoli and the Pioneer Battalion on the Western Front, meant to be 

support troops, quickly found themselves involved in fighting. As the fighting continued and 

their casualties rose, so too did the gratitude of a largely Pākehā New Zealand public.981 By 

October 1917, almost all of the battalion’s sub-unit commanders were Māori, recognising the 

quality of Māori soldiers and their leadership.982 

 

                                                
978 Free Lance, 23 December 1915, p.9. 
979 J.D. Perret, The War-Dog of New Zealand, URL: 
http://www.100nzww1postcards.blogspot.co.nz.2013/05/the-war-dog-of-new-zealand.html?m=1, accessed 4 
December 2016. 
980 G. Harper, Johnny Enzed: The New Zealand soldier in the First World War, Auckland, Exisle Publishing, 
2015, pp.12-3. 
981 Hill, p.106. 
982 Ibid. 
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J.D. Perret, The War-Dog of New Zealand, 1915.      
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 The Observer, 17 December 1915, p.37. 
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Not all contemporary ephemera was so complimentary. In its 18 May 1918 edition, 

for example, the Observer, in a notable turn around in opinion of Māori and their contribution 

to the war effort, depicted Māori as ‘shirkers’. The timing of the Observer’s criticism 

coincided with the extension of the conscription ballot to Māori. Māori were, of course, not 

the only part of New Zealand society to be criticised for shirking their duty and were, 

therefore, receiving much the same as their countrymen. The difference, however, was that 

Pākehā as an ethnic group were never singled out for shirking. Instead, those singled out by 

domestic newspapers were identified by character traits including ‘chicken hearts’ boarding 

ships for the United States;983 fat bankers, editors, politicians, pulpiteers, lawyers and 

bosses;984 staff officers for strutting around like roosters but not fighting like such;985 flag 

waiving gentlemen happy to wave the troops off to war though unwilling to go themselves,986 

and simply those with cold feet.987 

 

 
“MOARI SHIRKING” 

Observer, 18 May 1918, p.16. 

                                                
983 Free Lance, 19 November 1915, p.1. 
984 Māoriland Worker, 25 August 1915, p.1. 
985 Observer, 22 July 1916, p.17. 
986 Observer, 26 August 1916, p.16. 
987 Observer, 16 March 1918, p.5. 
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Irrespective of how the Observer, or other newspapers’, editorial staff viewed Māori 

support of the war by 1918, there is little doubt that Māori, as part of the Māori Contingent 

and later Māori Pioneer Battalion, contributed in a meaningful way to the New Zealand 

Expeditionary Force’s reputation. Māori had fought alongside their Pākehā countrymen and, 

as historian Keith Sinclair wrote, ‘Māori and Pākehā soldiers felt united in pride in their 

heroism and achievement’.988 The idea of the Māori warrior, already popular before the First 

World War, was entrenched positively in the nation’s psyche through its promotion in 

popular culture after the war.989 In addition to heroism, the legend promulgated was that 

Māori had demonstrated their loyalty to the empire and forged a brotherhood with Pākehā 

through their service in the trenches, an idea physically embodied in the ‘magnificent war 

memorials on North Island maraes’.990 So enduring has the mythology of Māori loyalty and 

courage been in New Zealand, that in 1985 former Prime Minister Robert Muldoon used it as 

a point of contrast with contemporary Māori activists.991 Due to the downsizing of the army 

after the war, as well as the economic depression that followed, little recruiting took place in 

New Zealand between the World Wars. As a result, little printed recruiting material from the 

period was produced on which to assess the representation of ethnicity in recruiting material 

during the 1920s and much of the 1930s.  

 

As the Second World War approached, advertisements to enlist in the Territorials 

appeared in newspapers throughout the country. Despite the popular mythology that had 

fermented with respect to Māori as natural warriors during the First World War, none of the 

advertisements depicted or referred to Māori, nor did they depict any other minority ethnic 

group. Instead, the advertisements were aimed solely at recruiting the average New Zealand 

male, demographically speaking a Pākehā. Even after the war began and routine references 

were being made to the traditions of ANZAC (of which the Māori Contingent and later Māori 

Pioneer Battalion had formed a noteworthy part) no depictions of Māori soldiers, or indeed 

specific reference to Māori, were made in recruiting material. While Māori had been part of 

the Australian and New Zealand Army Corps through their membership in the New Zealand 

Division, it could be contested as to whether the concept of the ANZAC legend included 

Māori. While the popular mythology that grew out of the First World War undoubtedly 

depicted Māori as courageous and capable soldiers, most representations of the hardy 

                                                
988 K. Sinclair, A Destiny Apart: New Zealand’s Search for National Identity, Wellington, Allen & Unwin, 1986, 
p.205. 
989 Walker, p.8. 
990 D. Novitz and B. Willmott (eds), Culture and Identity in New Zealand, Wellington, GP, 1989, p.105. 
991 Novitz and Willmott, p.97. 
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ANZAC, whether Australian or ‘Kiwi’, were typically European in appearance, the offspring 

of hardy settler stock. Even the ethnically inclusive British propaganda posters of the Second 

World War, Freedom Shall Prevail!,992 and Together,993 both depicted Australian and New 

Zealand soldiers as ‘white’. 

 

With the outbreak of the Second World War, some Māori showed themselves as eager 

to support the war effort as the rest of New Zealand. One example is provided by a cable sent 

by Tawhai Tamepo to Sir Apirana Ngata the day after war was declared, stating ‘Ngati Porou 

Māori Returned Soldiers Association gives its whole-hearted support, cooperation and loyalty 

to the King and country. All members are available for immediate service’.994 As occurred in 

the First World War, Māori political leaders petitioned the Government to establish a distinct 

Māori unit for active service. Months prior to the outbreak of the conflict in September 1939, 

Sir Apirana Ngata advocated the formation of a Māori unit.995 It was not just political leaders 

amongst Maoridom that supported the war. Young Māori men, like many young men 

irrespective of ethnicity, quickly volunteered, viewing the war as ‘the greatest adventure of 

their lives’, enlisting as ‘individuals, as kin and as groups of mates’.996 Once finally 

approved, the unit was titled the 28
th Māori Battalion and enlistment for the unit began on 9 

October 1939, less than a month after general enlistment (12 September).997 Admittedly, 

however, just three tribes contributed three-quarters of the unit’s strength: Ngāpuhi, Arawa 

and Ngāti Porou, demonstrating a far from universal level of support amongst Māori for the 

war.998 Recruitment for Māori would remain on a voluntary basis throughout the war, even 

after compulsion was announced for Pākehā on 30 May 1940.999 Recruitment for Māori was 

the responsibility of the wartime Māori parliamentary recruiting committee, comprised of the 

four Māori MPs and Legislative Councillor Rangi Mawhete. Māori politicians and their 

Pākehā colleagues determined voluntary recruitment to be the preferred option, lest the 

                                                
992 Poster, Freedom Shall Prevail!, Fosh and Cross Ltd, London, 1939-45, IWMPC Ref: IWM PST 15703. 
993 Poster, Together, Her Majesty’s Stationary Office, Lowe and Brydone Printers Ltd, London, 1939-45, 
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introduction of conscription should trigger Kingitanga tribes, purist Ratana followers or other 

ambivalent sections of Māoridom to resist.1000 

 

One eye-catching poster produced in 1941 that could easily be mistaken for being a 

recruiting poster targeting Māori, carried the message ‘He Karanaga Na Te Hokowhitu-a-Tu’ 

(The Māori Battalion calls to you to help).1001 The poster, featuring an illustration of a Māori 

soldier holding a ‘Tommy Gun’, was produced by the National Savings Committee and, 

while resembling a recruiting poster in appearance, was in reality aimed at raising money for 

food, uniforms, guns, ammunition and other weapons of war. It is likely the purposeful 

demeanour of the soldier depicted in the poster had at least some effect as a recruiting poster, 

particularly among young Māori men. Whether the decision to depict the Māori fighting man 

in this way was done deliberately with recruiting rather than war savings in mind can only be 

speculated, though it did appear around the time when voluntary recruitment had begun to 

flag.1002   

 

                                                
1000 Hill, p.185. 
1001 Poster, Taringa Whakarongo! He Karanga Na Te Hokowhitu-a-Tu, National Savings Committee, 
Wellington, 1941, Imperial War Museum Poster Collection, Reference: Art.IWM PST 16817. 
1002 Hill, p.188. 
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Taringa Whakarongo! He Karanga Na Te Hokowhitu-a-Tu, National Savings Committee, 

Wellington, 1941, Imperial War Museum Poster Collection, Reference: Art.IWM PST 16817. 

 

It is worth noting, in addition to the proud performance of the 28
th Māori Battalion 

during the war, that formal recruiting material was not produced to encourage enlistment, 

even though recruitment remained on a voluntary basis. While the absence of recruiting 

material for Pākehā can be explained by the introduction of compulsion, no such compulsion 

applied to Māori. The absence of recruiting material targeting Māori during the war supports 

the assessment that Māori volunteered in ‘high numbers’ without the need for official 

encouragement.1003 As noted during the war, ‘The Maori people are behind the country’s war 

effort with a willingness and enthusiasm which in proportion to their numbers, would be hard 

to equal even by the pakeha 1004 It also speaks to the efficacy of the Māori War Effort 
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Organisation, an organisation comprising 480 tribal committees that helped underpin the 

Māori war effort.1005 

 

At the end of the war, when volunteers were called to participate in Jayforce, Māori 

continued to come forward in more than sufficient numbers, forming D Squadron of 

Divisional Cavalry Squadron.1006 The same was not achieved for the remainder of the force, 

with insufficient volunteers coming forward from other parts of the 2
nd NZEF to fill the ranks 

of Jayforce. As a result, it was decided that a conscripted Brigade would be deployed to 

Japan.1007 Following the deployment of New Zealand’s first Jayforce rotation, recruitment for 

the force did occur on a voluntary basis, with a variety of advertisements being produced to 

encourage enlistment. The advertisements, most commonly found in newspapers, depicted 

the various attractions of service in Japan. In keeping with previous trends, however, and 

despite the early eagerness shown by Māori troops of the 2NZEF to serve in Japan, soldiers 

represented in the advertisements were Pākehā in appearance. The absence of Māori in 

Jayforce recruiting material constitutes a missed opportunity to target a promising pool of 

recruits; it might also be viewed as reflecting Pākehā racial bias, including a tendency to 

ignore minority ethnic groups, even those who had made so recent a contribution to the 

nation’s army.  

 

Much had been made, or at least hoped, by Māori leaders during the Second World 

War that the contribution of Māori would, in the words of Sir Apirana Ngata, pay the ‘price 

of citizenship’ and lead to more equitable treatment for Māori.1008 The translation of Māori 

sacrifice during the war into tangible benefits was partially realised by the introduction of the 

Māori Social and Economic Advancement Act in April 1945. The Act was designed to meet 

government objectives of equality through the promotion of socio-economic development, 

while at the same time meeting Māori objectives of greater autonomy in managing their own 

affairs.1009 Disappointingly, by the early 1950s, the Act lost its original momentum when 

Welfare Officers – many of whom were former officers of the 28
th Māori Battalion – came 

under increased bureaucratic control by the Māori Affairs Department.1010 It could also be 
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argued, using recruiting material as a yardstick, that Māori had also lost momentum in terms 

of their profile within the army after the war.  

 

An analysis of recruiting material from the 1950s reveals the army sought to attract 

recruits looking for a rewarding career, by promoting the army as an organisation where an 

individual’s career aspirations could be fulfilled. The army was a place where boys (in the 

Regular Force Cadets), men (in the Regular Army), and women (in the NZWRAC) could 

achieve professional success. The depiction of the army as a career, though primarily 

depicted using images of Pākehā soldiers, also included Māori in a variety of career streams. 

Where Māori were depicted, however, it was never in a prominent role or as the central 

figure in a photo. Instead, Māori typically featured in the background, faces to be seen 

amongst a group of soldiers, or within a row of soldiers on parade.1011 The number of Māori 

depicted within recruiting material of the decade was small in proportion to Pākehā, giving 

the impression that the army had few Māori soldiers. Though small in quantity, however, 

Māori soldiers were at least represented as the qualitative equal of their peers, both male and 

female. A more cynical interpretation of the evidence could be that Pākehā were deliberately 

pushed to the fore and Māori to the back. 

 

The recruiting booklet The New Zealand Regiment: Infantry Spearhead of the Army, 

was representative of the way in which Māori were simultaneously represented as 

insignificant in terms of numbers, but equal in terms of role.1012 Of the six soldiers whose 

faces can be seen only one appeared to be Māori. The Māori soldiers’ role, however, was as 

part of a team of soldiers operating a mortar. Another example was the 1955 booklet, Boys in 

the Army: The Regular Force Cadets.1013 The booklet featured numerous pictures of Cadets 

in training, whether in the classroom, workshop, library, barracks or parade ground. Of the 

forty-four Cadets whose ethnicity can be judged by their appearance, only three appeared to 

be Māori, with the remaining forty-one being Pākehā.  In other words, 7% of Cadets were 

shown to be Māori, while the remaining 93% were Pākehā.1014 As a percentage of the 

                                                
1011 Booklet, NZWRAC, R.E. Owen, Government Printer, Wellington, 1956, National Army Museum Archive, 
Accession Number: 2013.195.1. 
1012 Booklet, The New Zealand Regiment: Infantry Spearhead of the Army, Government Printer, Circa 1950s, 
National Army Museum Archive, Accession Number: 2013.195.1. 
1013 Booklet, Boys in The Army: The Regular Force Cadets, R.E. Owen Government Printer, Wellington, 
National Army Museum Archive, Accession Number: 2013.195.1. 
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population at the time, those identifying as Māori made up 6.2%.1015 Whilst the 

representation of Māori within the booklet may, therefore, appear proportionate to the overall 

population, it did not reflect the army’s ethnic demographics at the time, which included a 

greater proportion of Māori than wider society. The Māori Cadets did, however, appear as 

equals in stature, rank and performance to their Pākehā colleagues. 

 

   
Booklet, The New Zealand Regiment, 1950s, National Army Museum Archive, Accession 

Number: 2013.195.1.      

 

                                                
1015 Statistics New Zealand, “Long Term Data Series”, 
http://www.stats.govt.nz/browse_for_stats/economic_indicators/NationalAccounts/long-term-data-
series/population.aspx, accessed 26 February 2017 
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Boys in the Army, 1955, National Army Museum Archive, Accession Number: 2013.195.1. 

 

The general impression provided by recruiting material during this period was one 

where the number of Māori within the army were numerically small. Such an impression, 

however, was inaccurate. The 1950s saw the number of Māori within the armed forces, in 

particular the army, increase significantly, most likely as a result of the social standing earned 

by the soldiers of the Māori Battalion. According to research completed by historian Ian 

McGibbon, between a quarter to a third of later Kayforce rotations were Māori, while as 

much as 22.5 per cent of the New Zealand infantry battalion serving in Malaya during 1957 

were Māori.1016 The contrast between the actual proportion of soldiers who were Māori and 

those depicted within recruiting material of the period lends weight to the interpretation that 

Māori were relegated to a background role at the expense of promoting a Pākehā face. Even 

if true, an ethnic bias in recruiting material does not necessarily reflect a form of 

discrimination against Māori. Māori were, after all, over-represented as a proportion of the 

population, suggesting the decision to promote a Pākehā image of the army might have been 

a deliberate attempt to encourage the largest, albeit under-represented, ethnic segment of the 

population to consider the army as a career option. 
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Recruiting material of the 1960s continued to depict the army as a predominantly 

Pākehā organisation. Despite unofficial estimates in the mid-1960s that as much as 40 per 

cent of the army were Māori, recruiting material gave the impression that there were 

numerically few Māori soldiers.1017 As some consolation, as in the previous decade, Māori 

soldiers were consistently depicted as the equal of their Pākehā peers. Some recruiting 

material also featured Māori soldiers more prominently than in the past, as in the 1960 

booklet New Zealand Army: Career Training for Boys, which featured a photo of four boys 

undertaking training as Engineer apprentices, with two of the featured apprentices being 

Māori. The increased profile of Māori within the Army was also reflected in the 1961 leaflet 

Royal N.Z. Signals, featuring a Māori radio operator on the front cover, while the 1962 

booklet A Boy’s Career in the Regular Force Cadets, featured a Māori cadet undertaking a 

bayonet charge on the back cover.1018 The later image was strikingly reminiscent of the First 

World War Observer cartoon of the Māori soldier charging a Turkish trench. The message 

that Māori were the equal of their Pākehā peers within the army was also supported by 

actions. An example of this was the recruitment of several Māori officer cadets to train in 

Australia at both Portsea, Victoria, and at the Royal Military College Duntroon, 

demonstrating that Māori were not only seen as equals with the ‘other ranks’, but also as 

officers.1019 

 

                                                
1017 Ibid. 
1018 Leaflet, Royal N.Z. Signals, R.E. Owen, Government Printer, Wellington, 1961, National Army Museum 
Archive, Accession Number: 2013.195.1; Booklet, A Boy’s Career in the Regular Force Cadets, R.E. Owen, 
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A Boy’s Career in the Regular Force Cadets, R.E. Owen, Government Printer, Wellington, 

1962, National Army Museum Archive, Accession Number: 2013.195.1. 

 

Some caution must be taken not to read too much into individual images or items of 

recruiting material. For example, in the 1960 booklet New Zealand Army: Career Training 

for Boys the back cover featured a photograph of the Governor General inspecting a Regular 

Force Cadet Guard of Honour at the opening of parliament. In the photograph, of the seven 

soldiers whose ethnicity can be judged from their appearance, only one appears to be Māori. 

The photograph is factual, as opposed to staged, unlike many of the photographs used in 

recruiting material. The decision to use the photo was almost certainly done on the basis of 

advertising the status afforded to Regular Force Cadets and the opportunities presented by 

becoming a cadet, rather than a means to promote an image of the army’s ethnic diversity or 

otherwise. More can perhaps be read into those examples, such as the1961 leaflet Royal N.Z. 

Signals and 1962 booklet A Boy’s Career in the Regular Force Cadets, where a Māori soldier 
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was chosen for use as a prominent feature of the recruiting item – in the case of these two 

items, on the front and rear covers respectively. 

 

 
New Zealand Army: Career Training for Boys, 1960, National Army Museum Archive, 

Accession Number: 2013.195.1. 

 

One Māori officer cadet recruited during the 1960s was Lieutenant Colonel (retired) 

Sir Wira Gardiner. In 1962, Sir Wira headed to Duntroon to undertake the College’s 

comprehensive four-year officer training course. Reflecting on his early experiences in the 

New Zealand Army, Sir Wira commented on the ‘single-minded focus of senior NCOs - 

many of whom were Māori – as well as officers on developing a professionalism which left 

little room for belittling individuals on the basis of their ethnic origin’.1020 Nor did he recall 

being ‘picked on because of race’ while at Duntroon in Australia. In seeking to explain the 

apparent absence of racism within the army, Sir Wira concluded, ‘When your life depends on 

the actions and snap decisions of others you inevitably become more concerned about 

qualities of dependability, consistency, integrity, and professionalism rather than race, gender 

or creed’.1021 As a former infantry commander with combat experience in Vietnam and 
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peacetime service in the Regular Force, Sir Wira is well qualified to comment on the place of 

Māori within the army of the 1960s and in particular on the opportunity for Māori to serve as 

equals within the army’s ‘officer elite’. Furthermore, his view that the army was ‘colour 

blind’ and free of the ‘worst aspects of bigotry and racism’ to be found in wider society is 

equally valuable, painting a picture of the army as an institution with partially independent 

values.1022  

 

 
Blueprint for a Boys Career…, 1962, National Army Museum Archive, Accession Number: 

2013.195.1. 

 

By the 1970s, Māori were beginning to feature far more prominently in army 

recruiting material than they had in previous decades. An analysis of the photographs used in 

recruiting material, including those as cover photos for booklets and central images in 

advertisements, indicates that between 25 and 50% of the army were Māori at the time.1023 

Unfortunately, official statistics on the ethnic make-up of the army were never kept; thereby 

preventing an accurate assessment of whether recruiting material had caught up with reality 

in terms of the army’s ethnic composition. A positive interpretation of the army’s lack of data 

on ethnicity is that all soldiers were seen as equal, irrespective of their ethnic background. A 

                                                
1022 Ibid. 
1023 Booklet, Operation Career, 1970; Leaflet, Your guide to Territorial Force whole time training, circa 1970s, 
National Army Museum Archive, Accession Number: 2013.195.1; Poster, Make Army your decision now: 
Regular Army, circa 1970s; Leaflet, In the Army: over 100 different jobs to choose from, 1971, National Army 
Museum Archive, Accession Number: 2013.195.1; Booklet, Regular Force Cadets, 1972; Advertisement, join 
the young professionals, Students’ Digest, June 1973, p.6., National Army Museum Archive, Accession 
Number: 2013.195.1. 
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less favourable interpretation might suggest the army was inherently indifferent to matters of 

ethnicity, or to creating an organisation reflective of the nation’s ethnic diversity. An 

observation of 1970s recruiting material is the exclusively bicultural nature of soldiers 

depicted being made up of Māori and Pākehā, while New Zealand’s population was 

increasing in its ethnic diversity.  

 

One contemporary study to provide some insight in to the attractiveness of the army 

as a career option was the Defence Research Report titled, Civilian Attitudes to Employment: 

A Report on a Study of New Zealand Males, conducted in 1974. The study revealed that when 

it came to civilian opinions of the Armed Forces, Māori were more inclined to join the Army 

than Pākehā, while at the same time being less inclined to join the Air Force.1024 

Unfortunately, the report did not elaborate as to why Māori demonstrated a preference for the 

army, though the information contained in the survey would no doubt have been taken into 

consideration in subsequent recruiting initiatives. One explanation for a general preference 

among Māori to join the army was the standing in which the 28
th Māori Battalion was held 

within society, particularly among Māori, and the already significant numbers of Māori in the 

Regular Force. Studies revealed the decision to join the army was often influenced in a 

positive way by interaction with current or former soldiers, adding weight to the assessment 

that surviving members of the Māori Battalion within the community, other returned soldiers, 

and the large number of current service personnel would have played an important role in 

maintaining high levels of Māori recruitment.1025 

 

                                                
1024 P. Phipps, DRPS Research Report 67/74 Civilian Attitudes to Employment A Report on a Study of New 
Zealand Males, Directorate of Personnel Research and Psychological Services, Personnel Branch, Defence 
Headquarters, Wellington, New Zealand, April 1974, p.33. 
1025 Minute from Deputy Director Recruiting (Army) to Deputy Chief of General Staff, 10 November 1980, 
Archives New Zealand, Service Recruiting - New Zealand Army - Policy, Ref: ABFK 5563 7474 Box 18. 
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Operation Career, 1970, National Army Museum Archive, Accession Number: 2013.195.1. 

 

A notable item of recruiting material produced in the 1970s was an advertisement 

featuring Lance Corporal Jerry Mateparae, who later became Lieutenant General (retired) Sir 

Jerry Mateparae, Chief of the Defence Force, Governor General of New Zealand, and senior 

New Zealand diplomat.1026 The advertisement focussed on Lance Corporal Mateparae’s 

career to date, which was significant not only for its focus on a Māori soldier, but also for its 

early use of a soldier as an exemplar of what a prospective recruit might achieve. According 

to the advertisement, Lance Corporal Mateparae had attained his current rank within two-

and-a-half years of joining the army, had already completed his promotion course qualifying 

him for further promotion to Corporal, and was about to be posted to Singapore for two 

years. While it was his likely success as a soldier that saw him chosen as the advertisement’s 

focus, the fact that he was Māori is also significant. The advertisement demonstrated that 

Māori could succeed in the army based on merit, free from any prejudice that might be found 

elsewhere in New Zealand society – a point supported by Sir Wira Gardiner’s recollection. 

The auspicious nature of the advertisement not only foreshadowed Sir Jerry’s later success 

within the army and in public life; it was also published in the year that Dame Whina Cooper 

                                                
1026 Advertisement, Survival Training in Fiji… Jungle Tactics in the Queensland Bush… Combat Exercises on 
the West Coast… and Two Years in Singapore to Come, 1975, National Army Museum Archive, Accession 
Number: 2013.195.1. 
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famously led a Land March to Parliament, symbolising the Māori cultural renaissance that 

would gather pace in the years the followed.1027  

 

 
Survival Training in Fiji…, circa 1975, National Army Museum Archive, Accession Number: 

2013.195.1. 

 

                                                
1027 M. King, “Cooper, Whina”, from the Dictionary of New Zealand Biography, Te Ara - the Encyclopaedia of 
New Zealand, updated 6 June 2013, URL: http://www.TeAra.govt.nz/en/biographies/5c32/cooper-whina, 
accessed 5 December 2016. 
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The late 1970s were also significant for Māori within the army, with the promotion of 

Brian Poananga to the rank of Major General and his appointment as the New Zealand 

Army’s first Māori Chief of General Staff.1028 As in the 1970s, recruiting material in the 

1980s increasingly featured Māori soldiers in large numbers and in prominent visual roles, 

including on the front cover of recruiting booklets or as examples of high performance. In the 

1980s booklet Your Career as a Soldier, Māori soldiers featured throughout, including on the 

front cover.1029 Likewise in the 1980s recruiting poster A Career in the Modern Army, two of 

the seven soldiers depicted fulfilling various roles within the army appeared to be Māori, with 

one of those soldiers – along with another Pākehā soldier – being female.1030 The title of the 

poster, along with the choice of seven soldiers to represent the ‘modern army’, was indicative 

of the army’s effort to increasingly depict itself as representative of broader society. Another 

example of Māori being depicted in a variety of roles is provided by the advertisement 

Training for Life.1031 The advertisement, which appeared in the periodical Parents and 

Schools, promoted the learning and development opportunities afforded by the army to those 

enlisted as Regular Force Cadets, Regular Force soldiers and as Officer Cadets. The 

advertisement featured a command team of three soldiers in a tactical setting, with one of the 

three soldiers, a radio operator, being Māori. The message portrayed by the advertisement 

was not only one of opportunity for Māori and Pākehā alike to gain skills in the army, but 

also of Māori soldiers being an integral part of a command team. 

 

There is some evidence that the army’s depiction of the organisation as one offering 

opportunities for Māori to succeed on their individual merits had had a positive impact on 

public perceptions of the army as an institution. In 1986, a Defence Committee of Enquiry 

formed under Frank Corner, producing a report titled, Defence and Security: What New 

Zealanders Want. In the report, Māori perspectives were sought by the Committee on behalf 

of the government in relation to the future of Defence and Security in New Zealand. Those 

perspectives noted that a fairly even split between younger more ‘radical’ Māori being 

generally opposed to the military, and older more ‘traditional’ Māori who supported the 

military. One of the latter urged a return to National Service as a means of training and 

                                                
1028 “Poananga, Brian Matauru”, from the Dictionary of New Zealand Biography. Te Ara – the Encyclopaedia of 
New Zealand, http://www.TeAra.govt.nz/en/biographies/5p32/poananga-brian-matauru, accessed 3 March 2017. 
1029 Booklet, Your Career as a Soldier, circa 1980s, National Army Museum Archive, Accession Number: 
2013.195.1. 
1030 Poster/Advertisement, A Career in the Modern Army, circa early-1980s, National Army Museum Archive, 
Accession Number: 2013.195.1. 
1031 Advertisement, Training for Life: NZ Army Careers, circa late-1980s, National Army Museum Archive, 
Accession Number: 2013.195.1. 
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teaching young Māori, noting ‘The Armed Forces… have been, and still are, practical and 

proven agencies of education and training for young Māoris, and because this is so, it seems 

only sensible that they should be used to better prepare more of today’s youth for service to 

their communities and country and for worthwhile self-development’.1032 Another positive 

impression of the army expressed to the committee noted how the army was ‘relatively free 

of institutionalised racism’, treating all people on their merits.1033 This perspective, though 

qualified by the term ‘relatively’, could be considered complimentary given the fraught 

nature of broader Māori-Pākehā relations in New Zealand during the 1980s. 

 

  

Your Career as a Soldier, circa 1980s, 

National Army Museum Archive, Accession 

Number: 2013.195.1. 

Training for Life, late 1980s, National Army 

Museum Archive, Accession Number: 

2013.195.1. 

 

By the 1990s, Māori had unequivocally become a major feature and focus of army 

recruiting material. Not only did Māori feature prominently in recruiting material, often as 

the central focus of advertisements or on the front page of booklets, several items specifically 

                                                
1032 F. Corner, Defence and Security: What New Zealanders Want, Defence Committee of Enquiry, Wellington, 
July 1986, p.59. 
1033 Ibid. 
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emphasised the achievements of Māori within the army. One such example was an 

advertisement titled Arm Me with Success, which featured Corporal Tim Kareko in his 

‘Vikings’ rugby team uniform, wearing the gold medal he received following his team’s 

success in winning the National Provincial Championship Second Division. 1034 Other 

advertisements to feature Māori in the army included the posters Arm Me with Education and 

Arm Me with Skills, with the former featuring a young officer and the latter a mechanic.1035 

These two examples are significant, as entry standards for both officers and as mechanics are 

higher than those required for most army trades. Despite Māori academic achievement levels 

being statistically lower than the general population, the army had chosen to frame the army 

as an institution where Māori could excel. A feature of the Arm Me advertising campaign of 

the 1990s was its focus on the diversity of army soldiers in terms of ethnicity – at least on a 

bicultural basis – and gender.  

 

In addition to the continued promotion of Māori succeeding in a variety of roles 

within the army, recruiting material of the 1990s also introduced the use of advertisements 

published in Te Reo Māori (the language of Māori). The advertisements, featured in Mana 

magazine and Te Māori News newspaper, not only embraced Māori culture, they appeared 

alongside advertorials featuring successful Māori soldiers and officers.1036 The advertising 

encouraged ‘young Māori who want to test themselves and achieve their potential’ to accept 

the challenge offered by the New Zealand army.1037 Taking up the challenge was emphasised 

by the inclusion of two images of soldiers wielding taiaha (long club), one in traditional dress 

laying down the taki (enticement) during a wero (challenge), the other in full army dress 

uniform. The advertorial accompanying the advertisement Kia Hiwa Ra, looked at the career 

of Major Carol Ngatai. In the advertorial it stated how army life had ‘meant security, 

overseas travel, positions of responsibility - and being treated simply as a soldier rather than a 

female soldier’.1038 The cumulative message of the advertisement and advertorial was that 

Māori, irrespective of gender, could succeed in the army, as well as retain their unique 

cultural identity. Furthermore, the appearance of the advertising in a magazine specifically 
                                                
1034 Advertisement, Arm Me with Success, 1999, National Army Museum Archive, Accession Number: 
2013.195.1. 
1035 Poster, Arm Me with Education, circa late-1990s, National Army Museum Archive, Accession Number: 
2013.195.1; Poster, Are Me with Skills, circa late-1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 
1036 Mana Magazine, “Kia Hiwa Ra, Kia Kiwa Ra”, No. 4, Nov/Dec 1993; Te Māori News, Kia “Hiwa Ra, Kia 
Kiwa Ra”, Vol. 2, No. 14, August 1993; Te Māori News, Vol “If We Were A University We’d Call It A degree 
in Leadership”, 4, No. 2, February 1995; Te Māori News, “Apprenticeships & Trade Training”, Vol. 4, No. 2, 
February 1995. 
1037 Mana Magazine, “Kia Hiwa Ra, Kia Kiwa Ra”, No. 4, Nov/Dec 1993. 
1038 Mana Magazine, “One more step for Major Ngatai”, No.4, Nov/Dec 1993. 



   

 320 

targeting a Māori audience, reinforced that the army sought Māori to join its ranks and, 

therefore, valued the contribution they could make to the New Zealand Army. 

 

 The booklet Officer Cadet School (NZ), similarly featured numerous Māori Officer 

Cadets enjoying the opportunities afforded by the army.1039 The same booklet also included 

several photos of Officer Cadets from various ethnic backgrounds, including Pacific Island, 

Melanesian and Southeast Asian. While the photos of the other ethnic groups was likely a 

reflection of the Officer Cadet School’s role in supporting the Mutual Assistance Programme, 

the programme was not specifically mentioned.1040 The only indication that foreign students 

attended the course was a reference to bringing both a ten-minute presentation on one’s 

country and traditional dress for special functions if coming from overseas. As a result, the 

booklet left the reader with the impression students at the school came from a broad ethnic 

cross-section of New Zealand society. This impression was further developed in the booklet’s 

text. Under the heading of Personal Development, the booklet stated, ‘You will also learn 

about other aspects of the NZ Army, gain an insight into the NZ government and increase 

your cultural awareness’.  

                                                
1039 Booklet, Officer Cadet School (NZ), circa late-1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 
1040 The Mutual Assistance Programme was originally created to provide training assistance to Tonga, Singapore 
and Malaysia and has since expanded to include the Philippines, Thailand, Bruei, Papua New Guinea, Western 
Samoa, Cook Islands, Solomon Islands, Vanuatu and Nuie. http://www.army.mil.nz/about-us/what-we-do/our-
training/map.htm, accessed 5 March 2017. 
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Arm Me with Education, 1990s, National 

Army Museum Archive, Accession Number: 

2013.195.1. 

Officer Cadet School (NZ), 1990s, National 

Army Museum Archive, Accession Number: 

2013.195.1. 

 

In 1995, the New Zealand Army, in acknowledgement of its shared history of 

biculturalism, adopted the identity of Ngati Tumatauenga, Tribe of the War God.1041 

Membership to the tribe was through association with the New Zealand Army as a service 

person, past or present, or family member of a service person.1042 Also in 1995, and as part of 

its new identity, the army dedicated its national Marae at Waiouru. Alongside these outward 

displays of bicultural acceptance, the army also moved to progressively include cultural 

training into its formal training programmes. An indication that cultural training was in fact 

introduced is provided in the booklet Officer Cadet School (NZ). According to serving army 

officer and historian Richard Taylor, the adoption of the Ngati Tumatauenga identity 

reflected the ‘mutual respect which has for so many years existed between Māori and Pākehā 

throughout the structure of the New Zealand Army’.1043 The timing of the change in official 

                                                
1041 R. Taylor, Tribe of the War God: Ngati Tumatauenga, Napier, Heritage New Zealand, 1996, p.7. 
1042 Ibid, p.111. 
1043 Ibid. 
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identity was also influenced by other factors. James Belich’s book The New Zealand Wars in 

1986, for example, brought the wars back into focus and made the case that the achievements 

of Māori during the conflict had been under-rated. Also in 1980s, the army adopted a policy 

requiring all army officers to complete academic papers in military history. According to 

Richard Taylor, a serving Royal New Zealand Army Education Corps officer at the time, 

‘you could feel a sense of pride in the realisation of a shared history’ between Māori and 

Pākehā officers, developed as a result of completing papers on the New Zealand Wars.1044 

After five or six years, as many as three hundred officers had completed the papers and 

‘picked up a sense of ownership of Māori warfare and the warrior’ concept.1045 

 

The year of the army’s move towards recognising its shared Māori-Pākehā heritage 

was one of continued friction between Māori and the Crown. In March 1995, Moutoa 

Gardens in Whanganui were occupied in protest against the land’s ownership by the Crown, 

as much as the garden’s use as a memorial to kūpapa Māori (those seen as loyal to the crown) 

and in particular of Major Kemp.1046 In the 1860s Kemp had fought against Pai Mārire 

followers, Tītokowaru and Te Kooti. In celebrating its bicultural martial heritage, one 

wonders whether the army’s formal inclusion of Ngati Tumatauenga in its identity celebrated 

Māori warrior traditions in their totality, including those that fought against the Crown, or 

only those of kūpapa Māori. The question of Māori loyalty, to the Crown or otherwise, is one 

Sir Apirana Ngata was acutely aware of and addressed when farewelling Māori volunteers for 

the Second World War in 1940. He stated, ‘Descendants of both factions are represented in 

the contingent leaving this morning and I do not know to whom the most honour is due, 

whether to those whose ancestors supported the Queen or to those who opposed her’.1047 

 

The contribution of Māori to the New Zealand Army has undoubtedly been 

significant. From the nation’s first contribution to an overseas conflict in 1899, to more 

contemporary conflicts in East Timor and Afghanistan, Māori have served proudly and with 

distinction. The eagerness of many Māori to serve was not always welcome, as was the case 

during the South African War. Nevertheless, Māori have always found a way to serve and to 

increasingly serve in more prominent and celebrated ways. The contribution of the Māori 

                                                
1044 Interview, Author with Richard Taylor, NZDF Staff College, Wellington, 7 March 2017. 
1045 Ibid. 
1046 NZ History, “Moutoa Gardens protest”, https://nzhistory.govt.nz/media/photo/moutoa-gardens-protest, 
accessed 5 March 2017. 
1047 Gisborne Herald, 26 January 1940, cited in M. Soutar, Nga Tama Toa: The Price of Citizenship, Auckland, 
David Bateman Ltd, 2008, p.20. 
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Contingent and Pioneer Battalion during the First World War, and 28
th

 Māori Battalion in the 

Second World War, established a legacy for future soldiers to aspire to, both Māori and 

Pākehā. For Māori, however, the performance of their forebears in conflicts during the first 

half of the twentieth century ensured they would have a place as equals within the nation’s 

army. While this was true throughout the second half of the century, it was not fully reflected 

in army recruiting material until the 1970s.  

 

As discussed in this chapter, an analysis of army recruiting material across the 

twentieth century gives little to no emphasis on the contribution of Māori soldiers to the 

organization. Soldiers depicted in recruiting material throughout much of this time were 

almost exclusively white. Outside of recruiting booklets for the Regular Force Cadets, it was 

not until the 1970s that Māori faces started to be seen in recruiting material, and even then in 

numbers that grossly underrepresented the number of Māori serving within the organization. 

From a recruiting perspective, however, this can be justified by the fact that the army had no 

difficulty in recruiting Māori, and, therefore, little need to focus on them as a target audience.  

 

It was not until the 1990s, and in particular 1995 and the adoption of the shared 

identity Ngati Tumatauenga/New Zealand Army, that Māori began to be depicted in a way 

that recognized their contribution. The 1990s were the only decade in which Māori featured 

prominently in recruiting material and were specifically targeted as potential recruits. This 

development counters the argument that the absence of Māori in earlier recruiting material 

was unnecessary due to high Māori numbers already in the army. The prominence Māori 

gained in army recruiting material during this time reflected the army’s effort to promote the 

organisation’s bicultural history as a unifying theme and was set against a backdrop of social 

discord in Māori-Pākehā race relations. The recruiting material was designed to promote the 

army amongst Māori as an organisation that respected Māori culture and heritage, and 

distanced the army from contemporary controversies relating to race relations.   
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 Conclusion 
 

When the idea first occurred to me that printed army recruiting material might provide a 

record of New Zealand's social values, it was accompanied by an assumption that there 

would have been significant changes. This assumption was supported by the evidence present 

on the table at Archives New Zealand - the poster of the British lion surrounded by the young 

lions of the Dominions1048 - coupled with my familiarity with the army's 'Arm Me' campaign 

of the late-1990s. Not only was it assumed that change had occurred, the assumption was also 

judgemental, and led to an expectation that society had changed for the worse, becoming 

inherently selfish and individualistic. As this thesis has shown, the assumption that society 

had changed was correct, but not for the worse and not to the extent expected. Instead, 

analysing one hundred years of army recruiting material has demonstrated that society’s 

values remain largely unchanged, certainly concerning what motivates young people to join 

their nation's army. The recruiting material revealed a story that was as much about 

continuity of values it was about change. It also revealed how the army remained in tune with 

social sentiment, adapting its recruiting themes appropriately. As for whether duty and 

patriotism as motivations for enlistment were the preserve of generations past, the 1990s 

leaflet Proud to Serve New Zealand provides evidence to the contrary.1049 

 

This thesis has analysed New Zealand Army recruiting material to determine whether 

the material used to recruit the nation's army reflected the society from which they were 

drawn. Three questions have been asked and answered. They were: What themes were used 

in army recruiting material? Why were those themes used? And, how did the army portray its 

role in society through recruiting material? 

 

The first two chapters established the significant role obligation-based themes have 

played in recruiting material. The chapters also showed how themes associated with 

patriotism, duty, and honour remained a consistent feature of recruiting material throughout 

the period reviewed, though not necessarily in every single item. Through the use of symbols, 

at first imperial and later New Zealand-specific, the army appealed to a New Zealander’s 

sense of social obligation. In addition to these symbols, direct textual references to serving 

                                                
1048 Poster, The Empire Needs Men!,1915 (original design by Arthur Wardle, United Kingdom; redesigned and 
printed in the New Zealand Herald, Auckland). Archives New Zealand Ref: AD 1 9/169/2/1 SEP 598. 
1049 Leaflet, Proud to Serve New Zealand, 1990s, National Army Museum Archive, Accession Number: 
2013.195.1. 
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one's country were used to encourage New Zealanders to volunteer for service. The use of 

obligation-based themes can be seen as a direct reflection of widely-held social values. One 

example of social change was how New Zealanders’ treasured membership of the British 

Empire in the early part of the twentieth century gradually shifted to viewing their country as 

an independent western nation. A review of recruiting material also demonstrates the 

relevance of obligation-based themes during both wartime and peace – an important 

observation when considering the prevailing view of wartime recruiting material's use of 

patriotic themes as being propagandistic in nature and, therefore, inherently manipulative. 

Obligation-based themes were used consistently through the period for their continuing 

relevance and appeal to New Zealanders. 

 

The army's use of obligation-based themes can also be viewed as a reflection of its 

efforts to position itself within society as the embodiment of patriotic and honourable virtues. 

In so doing, the army sought to associate itself with values that were largely sacrosanct and, 

therefore, difficult to criticise. It also sought to demonstrate its value in keeping the peace, as 

well as its value in disaster relief operations. By promoting itself in this way, the army could 

be viewed as seeking to insulate itself from the threats associated with economic downturns, 

where the expense associated with the maintenance of a standing army might be challenged, 

or with periods of heightened popular pacifism.  

 

Throughout the period reviewed, the opportunities available to those who chose to 

serve in the army were also consistently used as recruiting themes. The presence of 

opportunity-based themes reflects the enduring importance of individual needs, including 

financial reward, and desires for: job security, adventure, and career progression. Moreover, 

the consistent presence of opportunity-based themes was important to New Zealanders during 

periods of heightened patriotism or imperial fervour, such as the early part of the First World 

War, as well as during periods of relative peace. Detailed analysis of recruiting material has 

shown that at no time in the army's history were obligation-based themes considered 

sufficient on their own to persuade New Zealanders to volunteer. On the contrary, it was 

acknowledged and accepted that to be effective the army had to offer more than a sense of 

social or patriotic service to attract recruits. This finding challenges the popular view that 

New Zealand soldiers have served for altruistic reasons alone, particularly during the 

country's early expeditionary wars. 
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In addition to aiding recruitment, the use of opportunity-based themes can also be 

viewed as seeking to promote positive public perceptions of the army. In particular, by 

advertising the opportunity to gain trade qualifications, the army was able to depict itself as 

contributing to wider society's need for skilled tradespeople. By promoting itself as an 

opportunity to learn, the army can also be seen as targeting an audience who were unlikely 

themselves to join, but who would be influential in helping others decide to do so – family 

and teachers in particular.  

 

Following the chapters on obligation and opportunity-based themes, the thesis 

focused on the depiction of men, women, and ethnicity. The first of these chapters analysed 

how men have been represented in recruiting material, using various forms of masculinity to 

appeal to potential recruits. As with other themes, the depiction of soldiering in the army as 

an inherently manly form of employment featured consistently throughout the period under 

review. Manliness has also varied, adapting to forms that were socially acceptable at the time 

of publication, with the notable exception of the 1980s advertisements How Does the Army 

Always Produce the Right Man for the Job? and Are You Man Enough? Soldiers have 

routinely been depicted as brave, rugged, muscular and, in some cases, a picture of male 

virility. Another aspect of the army’s use of masculinity as a theme is transformative 

masculinity. The army advertised itself as place where boys could transform into men. More 

specifically, the army promoted itself as a place where boys could become men in the eyes of 

others. The enduring desire among many men, and among boys in particular – as the 

predominant target audience of recruiting material – to be viewed as ‘men amongst men’ 

explains why recruiting material consistently employed masculine themes.  

 

By depicting itself as an inherently masculine organisation, physically capable and 

rugged, the army also promoted its role as society’s protector. With respect to transformative 

masculinity, the army sought to promote its role in assisting individuals in their coming-of-

age journey. The army as an environment suitable for turning boys into men was most 

obvious in recruiting material aimed at the Regular Force Cadets. As with opportunity-based 

themes, by promoting itself in this way, the army sought to target potential recruits indirectly 

by influencing those who would play a role in whether others would join, in particular the 

parents of adolescent boys.  
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While men and masculinity were depicted in various forms, the depictions were 

normally harmonious with one another. This was not the case where the depiction of women 

was concerned. The conflicting manner in which women were depicted, sometimes as 

independent career-focussed women, while at other times the reward for a man's overseas 

service in Southeast Asia, reflects wider changes in the social attitudes of women and 

towards women.  

 

One of the most significant discoveries made during this thesis was the army's 

progressive depiction of women from as early as the late-1950s. The significant contribution 

women had made during the Second World War, particularly in uniformed roles, had secured 

for women a permanent place in the Regular Force army during peacetime. The army also 

made sure that recruiting material targeting women as its audience was carefully prepared to 

have an appealing and reassuring effect, with such reassurance designed to address 

preconceived prejudices against army service. To do this, the army advertised the various 

opportunities afforded women, while simultaneously seeking to allay concerns regarding loss 

of individuality or personal freedoms. Similar efforts to address possible concerns among the 

army’s male audience were not identified, indicating that women were either viewed as more 

discerning in their career choices, or that public perceptions of the army gave women cause 

for concern.  

 

While the depiction of women was often positive and progressive, this was not always 

the case. As some recruiting material focussed at a male audience showed, women were at 

times portrayed as prizes for servicemen, whether on graduation from officer training or on 

deployment to Southeast Asia. Following the introduction of the Human Rights Commission 

Act 1977, the army's efforts to promote the role of women in the army, while simultaneously 

and pre-emptively addressing concerns around loss of individuality or personal freedoms, 

diminished. This change in recruiting strategy relating to women was a direct result of the 

Act and likely had a negative impact on the attractiveness of the army to women. In other 

words, the Act, in its attempt to eradicate discrimination, including discrimination against 

women, pushed the army away from gender-specific recruiting, inadvertently making the 

army appear more male-dominated. Army women were still depicted as the equal of their 

male colleagues, but little effort was made to specifically address the interests of potential 

women recruits. 
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The army firmly positioned itself as an employer that offered unique opportunities for 

women, particularly from the period of the Second World War through to the late 1970s. 

Recruiting material clearly reflected the army's awareness that women wanted more out of 

life, including fulfilling careers and overseas travel. The army, therefore, sought to emphasise 

these opportunities, thereby making the organisation as attractive as possible to young 

women. At the same time, the army was also aware of some of society's more conservative 

views, including those often held by the parents of young women. To address these views, 

the army also included in recruiting messages the provisions the army had in place to 

safeguard the reputation and honour of women in the army. 

 

The final chapter of this thesis assessed the use of ethnicity in recruiting material. An 

analysis of recruiting material showed how, until the 1970s and arguably the 1990s, the army 

advertised itself as a predominantly Pākeha organization. It was not until the 1970s that 

Māori began to feature prominently in recruiting material, or in numbers that reflected their 

proportionate contribution to the army's strength in terms of personnel. There is no clear 

evidence to explain why this was the case. Conscious or deliberate discrimination does not, 

however, appear to be the reason, as Māori were consistently represented as the equal of their 

Pākeha colleagues. The most likely explanation is that the army had little difficulty in 

recruiting Māori in numbers exceeding their relative proportion of the overall population of 

New Zealand. With respect to why the army, from the 1970s onwards, featured Māori more 

prominently, this likely reflected a shift in recruiting strategy towards targeting the most 

receptive audiences. This would explain why, in the 1990s in particular, the army 

dramatically increased its recruiting material exclusively focused at Māori. Likewise, it also 

explains why, with the exception of Māori, there are few examples of non-Pākeha personnel 

appearing in recruiting material. 

 

The army’s representation of ethnicity in recruiting material indicates that it promoted 

itself, prior to the 1970s, as a predominantly Pākeha army. The Pākeha face of the army, 

placed alongside its equipment, uniforms and traditions, made the organization look like a 

miniature version of the British Army. Such a depiction would have comfortably aligned with 

many New Zealanders' view of the country as playing a role in supporting the empire, and, 

after the Second World War, the commonwealth. In representing itself in this way, the army 

established its role not just within New Zealand society but within a larger social context 

under the Crown. From the 1970s, the army’s increasing use of Māori in printed recruiting 
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material can likewise be viewed as the army adapting its self-projected place in society to 

reflect a growing domestic consciousness of the country’s identity unique from Britain. The 

army in its use of Māori in recruiting material by the late 1990s can be viewed as positioning 

itself very clearly as New Zealand’s army. 

 

This thesis has shown that throughout the period 1899-1999, the New Zealand Army 

used a wide range of themes to help persuade individuals to join the army. Themes ranged 

from appeals to a sense of social obligation and duty to remuneration and career prospects. In 

analysing the themes used, it is clear that the majority of them have remained consistent over 

time, reflecting continuity of social values and individual motivations among successive 

generations of New Zealanders. This conclusion goes some way to challenge the commonly 

held view that wartime recruiting posters were items of propaganda. The alternative is to treat 

all recruiting material as propaganda, though this would be a difficult position to defend. 

Propaganda is generally judged as exploitative, misleading and inherently manipulative, a 

description that bears little resemblance to most recruiting material, especially during 

peacetime when the risk of death is low. How the themes have been used has also changed, 

reflecting the army's awareness and willingness to adjust to prevailing social norms. Why the 

themes were used can be explained by their relevance to New Zealanders and, therefore, the 

likelihood the themes would be effective in the role of recruiting volunteers. 

 

The thesis has also revealed how recruiting material had a secondary role as a public 

relations tool, used to enhance the army's image and perceived value among New Zealand 

society. The public relations aspect of recruiting material had a dual purpose as an indirect 

aid to recruitment, as well as a defence against foreseeable critiques of the army’s role or 

value. In order to establish how the army contributed to society, particularly during 

peacetime, printed recruiting material emphasised the army’s more humanitarian uses during 

civil defence emergencies or as peacekeepers in war-torn countries. Creating a positive 

perception of the army amongst the wider public was also viewed as an indirect aid to 

recruitment, influencing those who would have a say in the decision of others to join.  

 

This thesis has examined a heretofore largely unaddressed aspect of New Zealand 

history. It has also examined the history of one of the country’s oldest institutions and most 

significant employers, providing an analysis of how it encouraged successive generations of 

New Zealanders to volunteer for service in a potentially lethal occupation. The themes 
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employed by the army for the purpose of recruiting show surprising continuity and 

adaptability over time, as well as their enduring relevance to the country's people. In this 

respect, General Sir John Winthrop Hackett’s assertion that a nation's fighting forces are a 

reflection of society from which they are drawn is clearly validated.  

 

The value of this research extends beyond establishing a purely historical record. It 

also has the potential to allow the army to look to its past methods and successes for 

inspiration, rather than commissioning at significant cost professional services companies and 

marketing agencies to tell the army something already buried within its own institutional 

memory. No better example of this is the army's former awareness that women joined for 

largely the same reasons as men, but were more discerning in their decision to do so and 

therefore required more information. This same conclusion was reached in the recent study 

Maximising Opportunities for Women in the New Zealand Defence Force.1050 This thesis 

clearly shows that New Zealanders join the army for a mixture of obligation and opportunity-

based reasons. Potential recruits are eager to serve their country, taking pride in the 

opportunity to do so, but expect recognition for that service in the form of personal 

development opportunities, life experiences, and fair remuneration.  

 

As discussed in the introduction, certain parameters had to be set with respect to the 

scope of material considered. Areas of future study that could expand on this thesis include 

studies into recruiting material of the Royal New Zealand Navy and Royal New Zealand Air 

Force to consider whether any differences exist between the three services, why this is the 

case and what it might mean. An examination covering the period after 1999 to the present 

day could also be conducted, providing a bridge between history and the contemporary 

recruiting environment to determine whether the advent of the information-age has altered 

society in ways that affect military recruiting. Another area of specific research that would 

likely provide enlightening conclusions would be a detailed analysis of the effects of the 

Human Rights Commission Act on promoting opportunities for women in the uniformed 

services, military and civilian. As this thesis has indicated, the impact of the Human Rights 

Commission Act in the army had a contrary effect to that sought. 

 

The thesis has also revealed how the army consistently undertook, as part of its 

recruiting efforts, to more broadly promote its role in society. The revelation that the army 
                                                
1050 Evaluation Division, Maximising Opportunities for Women in the New Zealand Defence Force, Ministry of 
Defence, Wellington, February 2014. 
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has, for much of its existence, viewed it as necessary to promote its role in society as a public 

institution and to constantly affirm its worth to the people it serves is significant. The 

requirement to do so is not new and is not something unique to our current times or the 

period following the army's contribution to the contentious Vietnam War. It reveals the 

complex relationship that exists between New Zealanders and their nation's army. It is a 

relationship that on the one hand recognises, and in many respects celebrates, the contribution 

the military has made to society during Anzac Day commemorations, and, on the other hand, 

requires affirmation of the military's continued worth. This somewhat contradictory state 

reflects Hackett's statement, 'What a society gets in its armed services is exactly what it asks 

for, no more and no less'. New Zealand society demands that its army reflects its own values, 

as well as its value to society. This has been clearly featured in New Zealand Army recruiting 

material in the hundred years since 1899. 
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