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Terms of Reference - Community and Strategy Committee

TYPE OF COMMITTEE
RESPONSIBLETO
SUBCOMMITTEES
LEGISLATIVE BASIS

MEMBERSHIP

FREQUENCY OF
MEETINGS

QUORUM
SCOPE OF ACTIVITIES

Council committee
Council
None

Committee constituted by Council as per schedule 7, clause 30 (1)(a),
LGA 2002.

Committee delegated powers by Council as per schedule 7, clause
32, LGA 2002.

The Community and Strategy Committee is a committee of the
whole Council. The mayor and all councillors will be members of
the Community and Strategy Committee.

Six weekly or as required

Seven

The Community and Strategy Committee is responsible for:

* providing advice to Council on the approaches that it should
take to promote the social, economic, environmental and
cultural well-being of the District and its communities and in
so-doing contribute to the realisation of Council’s vision of one
District offering endless opportunities

* to provide leadership to District communities on the strategic
issues and opportunities that they face

* to develop relationships and communicate with stakeholders
including community organisations, special interest groups and
businesses that are of importance to the District as a whole.

*  assessing and providing advice to Council on:
- key strategic issues affecting the District and Council

- community development issues affecting the District and
Council

- the service needs of the District’s communities and how
these needs might best be met

- resource allocation and prioritisation processes and
decisions.

*  developing and recommending strategies, plans and policies to
the Council that advance Council’s vision and goals, and
comply with the purpose of local government as specified in
the Local Government Act 2002

*  monitoring the implementation and effectiveness of strategies,
plans and policies

*  developing and approving submissions to government, local
authorities and other organisations

* advocating Council’s position on particular policy issues to
other organisations, as appropriate




DELEGATIONS

FINANCIAL
DELEGATIONS

*  considering recommendations from community boards and
Council committees and make decisions where it has authority
from Council to do so, or recommendations to Council where
a Council decision is required.

It is also responsible for community partnerships and engagement.
This includes:

*  monitoring the progress, implementation and effectiveness of
the work undertaken by Great South in line with the Joint
Shareholders Agreement and Constitution.

e allocations of grants, loans, scholarships and bursaries in
accordance with Council policy

. international relations

e developing and overseeing the implementation of Council’s
community engagement and consultation policies and
processes.

The Community and Strategy Committee is responsible for
overseeing the following Council activities:

*  community services
*  district leadership.
Power to Act

The Community and Strategy Committee shall have the following
delegated powers and be accountable to Council for the exercising
of these powers:

a) approve submissions made by Council to other councils,
central government and other bodies

b) approve scholarships, bursaries, grants and loans within
Council policy and annual budgets

c) approve and/or assign all contracts for work, services or
supplies where those contracts relate to work within approved
estimates.

d) monitor the performance of Great South..

Power to Recommend

The Community and Strategy Committee«name of entity» has
authority to consider and make recommendations to Council
regarding strategies, policies and plans.

Council authorises the following delegated authority of financial
powers to Council committees in regard to matters within each
committee’s jurisdiction.

Contract Acceptance:

* accept or decline any contract for the purchase of goods,
services, capital works or other assets where the total value of
the lump sum contract does not exceed the sum allocated in
the Long Term Plan/Annual Plan and the contract relates to
an activity that is within the scope of activities relating to the
work of the Community and Strategy committee



LIMITS TO
DELEGATIONS

STAKEHOLDER
RELATIONSHIPS

CONTACT WITH MEDIA

* accept or decline any contract for the disposal of goods, plant
or other assets other than property or land subject to the
disposal being provided for in the Long Term Plan

Budget Reallocation.

The committee is authorised to reallocate funds from one existing
budget item to another. Reallocation of this kind must not impact
on current or future levels of service and must be:

* funded by way of savings on existing budget items
*  within the jurisdiction of the committee
*  consistent with the Revenue and Financing Policy

Matters that must be processed by way of recommendation to
Council include:

. amendment to fees and charges relating to all activities

*  powers that cannot be delegated to committees as per the Local
Government Act 2002 and sections 2.4 and 2.5 of this manual.

Delegated authority is within the financial limits in section 9 of this
manual.

This committee will maintain and develop relationships with:
*  Community Boards

*  Great South
*  Milford Community Trust

. Destination Fiordland.

The committee will also hear and receive updates to Council from
these organisations as required.

The committee chairperson is the authorised spokesperson for the
committee in all matters where the committee has authority or a
particular interest.

Committee members do not have delegated authority to speak to
the media and/or outside agencies on behalf of Council on matters
outside of the board’s delegations.

The group manager, community and futures will manage the formal
communications between the committee and the people of the
Southland District and for the committee in the exercise of its
business.  Correspondence with central government, other local
government agencies or official agencies will only take place through
Council staff and will be undertaken under the name of Southland
District Council.
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Apologies

At the close of the agenda no apologies had been received.

Leave of absence

At the close of the agenda no requests for leave of absence had been received.

Conflict of Interest

Committee Members are reminded of the need to be vigilant to stand aside from decision-
making when a conflict arises between their role as a member and any private or other

external interest they might have.

Public Forum

Notification to speak is required by 5pm at least two days before the meeting. Further
information is available on www.southlanddc.govt.nz or phoning 0800 732 732.

Extraordinary/Urgent Items

To consider, and if thought fit, to pass a resolution to permit the committee to consider any
further items which do not appear on the Agenda of this meeting and/or the meeting to be
held with the public excluded.

Such resolution is required to be made pursuant to Section 46A(7) of the Local Government
Official Information and Meetings Act 1987, and the Chairperson must advise:

(i) the reason why the item was not on the Agenda, and
(ii) the reason why the discussion of this item cannot be delayed until a subsequent
meeting.

Section 46A(7A) of the Local Government Official Information and Meetings Act 1987 (as
amended) states:

“Where an item is not on the agenda for a meeting,-
(a) that item may be discussed at that meeting if-

(i) that item is a minor matter relating to the general business of the local
authority; and

(ii)  the presiding member explains at the beginning of the meeting, at a time
when it is open to the public, that the item will be discussed at the meeting;
but

(b) no resolution, decision or recommendation may be made in respect of that item
except to refer that item to a subsequent meeting of the local authority for further
discussion.”

Confirmation of Minutes

6.1 Meeting minutes of Community and Strategy Committee, 11 February 2020
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SOUTHLAND
Community and Strategy Committee DISTRICT COUNCIL

6 May 2020

A

Chairperson's Report

Record No: R/20/4/9414
Author: Alyson Hamilton, Committee Advisor
Approved by: Rex Capil, Group Manager Community and Futures

O Decision O Recommendation Information

Purpose of Report

The purpose of the report is to provide an update to the Community and Strategy Committee on
activities of the chairperson from 27 February through to 26 March 2020.

Kia ora and welcome to the Community and Strategy Committee meeting.

Items of interest that I have been involved are as follows:

e viewing of webinar “The Slippery Slope to Corruption” sponsored by the Serious Fraud
Office

e along with Councillor Dufty and community partnership leader Karen Purdue - attended a
Catlins Partnership meeting held at Balclutha

e assisted with the setup of a welfare centre at the Tokanui Hall due to travellers, mainly those
passing through the Catlins, being stranded due to flooding with no booked accommodation

e attendance at Waimumu Field Days and assisted at the Southland District Council site
e along with councillors, attended the strategic workshop held over a three day period

e attendance at Southland youth futures advisory meeting

e attendance at the recent Waihopai Toetoe Community Board formal meeting

e attendance at the final meeting of the Welcoming Communities Advisory Group recently
held at Great South. This work has now been forwarded to individual councils for
administration

e joined Karen Purdue and Megan Seator in a discussion on going forward with Welcoming
Communities with ICC representatives Rebecca Amundsen and Mary Napper

e joined others from the community at the Southern District Arts Trust Edge of the World
Exhibition event of the waka crossing the Waikawa Harbour (Awarua Runanga)

e meeting with Richard Gray, Fonterra, regarding the Financial & Reserve Fund along with Cr
Paul Dufty, community board chair, Pam Yorke, group manager, environmental services
Fran Mikulicic and team leader, resource management, Marcus Roy

e attendance at Catlins Coast Inc meeting - Clutha District Council, Mayor Brian Cadogan and
Cr Paul Goldsmith were in attendance discussing the draft community plan “Our Place -
Catlins”

e along with Cr Paul Duffy met with landowner regarding Slope Point access

e attended Citizens Advice Bureau Southland meeting

7.1 Chairperson's Report Page 9
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e met with Emergency Management Southland representatives, along with Serena Lyders and
Leona Brunton to discuss flooding response

e attended the Chair’s Forum in Invercargill

e spoke, along with Cr Paul Duffy, at Curio Bay to the attendees of Coastal Restoration Trust
NZ conference

e attended Gore Counselling Centre monthly Executive Committee meeting.

Hope everyone is well in their bubbles. The reality of movement to Level 3 is a mix of emotions.
I find the reality is don’t get too excited it won’t be that much different although my husband
read in the paper this morning that golf will be a permitted activity under Level 3 - not exciting
for me but Pete was certainly very interested! We have a very small bubble so it is simple,
although for the older generation in our lives I am feeling their isolation!

Recommendation

That the Community and Strategy Committee:

a) Receives the report titled “Chairperson's Report” dated 29 April 2020.

Attachments

There are no attachments for this report.

7.1 Chairperson's Report Page 10
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A

SDC Holiday Programme - January 2020

Record No: R/20/4/9554
Author: Kathryn Cowie, Community Liaison Officer
Approved by: Rex Capil, Group Manager Community and Futures

O Decision O Recommendation Information

Purpose

The purpose of this report is to provide the Community and Strategy Committee with an update
on the SDC holiday programme that was delivered by Sport Southland in January 2020.

Sport Southland delivered a school holiday programme in January 2020 on six dates and in six
locations around the District. The attached evaluation report from Sport Southland gives an
overview of activities, attendance, feedback, key learnings and recommendations for future
programme delivery.

Background

Southland District Council began delivering a holiday programme into the Southland District
since the late 1990’s. The delivery of this programme was then incorporated into part of the key
deliverables of Venture Southland. Sport Southland was subcontracted by Venture Southland
and provided a physical activity based programme for a number of years.

In recent times the SDC holiday programme was delivered by Venture Southland whereby the
scope of the programme began to incorporate more arts and crafts type activities alongside the
physical activities and in doing so it utilised some of the resources of the ILT Kidzone Festival.

The SDC holiday programme continues to be very popular with families in the District.

In organising the proposed programme for the January 2020, a Request for Proposal was
published on GETS, with providers given a deadline of 15 September to submit proposals to
SDC. Following the deadline, there were no proposals received, but after direct discussions with
Sport Southland they advised that they were interested in delivering the programme. They
submitted a proposal which was accepted and a contract issued.

Due to the short timeframe available, it was agreed that the programme would be delivered on a
smaller scale than previous years, but with the aim of creating a bigger impact on young people and
rural communities in the future.

The programme consisted of six sessions in six locations around the District.

The attached report from Sport Southland and their presentation will give you an overview of what
was delivered, attendance, key learnings and the feedback from participants.

Both SDC staff and Sport Southland are keen to continue working together to deliver this
programme to our rural communities.

7.2 SDC Holiday Programme - January 2020 Page 11
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Recommendation

That the Community and Strategy Committee:

a) Receives the report titled “SDC Holiday Programme - January 2020” dated 23 April
2020

Attachments

A SDC Holiday Programme Report Final §
B SDC Holiday Programme 2020 infographic {

7.2 SDC Holiday Programme - January 2020 Page 12
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SOUTHLAND

JANUARY 2020
EVALUATION REPORT
OVERVIEW OF THE PROGRAMME

Larein 2019, Sport Southland took on the opportunity to deliver the Southland District Council Holiday
Programme. Although the timeframes were very tight, we understood the importance of the
programme going ahead, so we made it a priority.

The programme was run over three weeks beginning 17th January 2020, with the final day being 29th January 2020.
Communities, venues, and schools were consulted prior fo choosing dates to ensure no clashes with existing local events
and alignment with school start dates. The dates were chosen later in the holiday break fo support the parents who had
returned to work from holiday in mid-January, as insights told us this is a particularly difficult fime to source childcare.

The programme locations were chosen as Tokanui, Winton, Te Anau, Wyndham, Otautau, and Stewart Island. These
locations were selecied as we felt they reached as much of the region as possible within the short and limited timeframe
for planning and implementaiion.

The initial concept for the programme was to include as many community groups as possible to give children opportunities
for ongoing community engagement. In some regions this worked extremely well, while in others the shortlead in time
and close down period for the Christmas break meant that some were unable to commit to the project.

Another concept was to introduce new activities to children within their community that they may be able to continue
beyond the holiday programme. This worked exiremely well, with over 80% of the children surveyed indicating they
had tried a new activity at the holiday programme. In Stewart Island and Tokanui it was 100% of those surveyed.

Ateach location, the children were splitinto small groups, dependent on registration numbers and sibling groups, for example.
The groups were then rofated through four stations (four different providers/activities), where children spent 45 minutes
before a food and drink break, and then moved on to the next stafion. The children siarted the programme at 10am and
finished at 3pm.

72 Attachment A Page 13
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We had planned to group the children by their age (5-8years and 9-12years). This was intended to help the providers
with planning activifies and to get the best engagement by ensuring the context and age appropriateness was relevant.
We very quickly noted that this was not the best option and made changes to suit. The children much preferred to
choose their own groups as this meant they could be with siblings who were younger and/or needed more support. This
highlighted the family and community connectedness by the number of older siblings, cousins, and friends who were
prepared to guide and assist their younger members through the activities and food breaks.

Location Providers & activities offered via a rotation programme

Tokanui Watercolour painting - Local artist

Swimming in community pool - Local swim coach

Traditional Méori Games - Poi and Ki O Rahi - Sport Southland Staff member
Invercargill Public Library - Robots, coding and escape room cryptic puzzles

Winton Golf Southland - Golf acfivities with plastic clubs and targets

Pickleball - Delivered by tennis club - A paddleball sport that combines elements of tennis,
badminton, and table tennis.

Invercargill Public Library - Robots, coding and escape room cryptic puzzles
Traditional Maori Games - Poi and Ki O Rahi - Sport Southland Staff member

Department of Conservation - Kea and Kakap o educational activities - DOC local officer
Traditional Méori Games - Ki O Rahi - delivered by local Family Worker

Arts and Crafts - Local Arfist

Pickleball - Delivered by tennis club - is a paddleball sport that combines elements of tennis,
badminton and table tennis.

Rock Painting - Local Artist

Traditional Méori Games - Poi and Ki O Rahi - Sport Southland Staff member
Pickleball - Delivered by tennis club - is a paddleball sport that combines elements of tennis,
badminton, and table tennis.

Golf Southland - Golf acfivities with plastic clubs and targets

Rock Painting - Local Artist

Traditional Méori Games - Poi and Ki O Rahi - Sport Southland Staff member
Pickleball - Delivered by tennis club - is a paddleball sport that combines elements of tennis,
badminton, and table tennis.

Golf Southland - Golf acfivities with plastic clubs and targets

Stewart Island Rock Painting - Invercargill Artist

Traditional Mé@ori Games - Poi and Ki O Rahi - Sport Southland Staff member
Pickleball - Delivered by tennis club - is a paddleball sport that combines elements of tennis,
badminton, and table tennis.

Invercargill Public Library - Robots, coding and escape room cryptic puzzles

7.2
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NUMBERS ATTENDED
A total of 195 children participated over the six sites - 54.6% male, 45.4% female, and the average age was 7 years. Even

though these numbers were lower than expected this did reflect what was happening in the individual communities at the time.
Stewart Island reached capacity and some other sites came close to capacity. Specific location numbers:

TOKANUI WINTON TE ANAU WYNDHAM OTAUTAU STEWART ISLAND
17 January 20 January 22 January 24 January 27 January 29 January

Sport Southland staff had some discussion with the local communities to gauge why parficipation numbers were lower
than expected. There was a particular focus on the number of children registered in the Tokanui community. Conversation
with parents/caregivers indicated the weather had played a part as whole family units were working on farms. It was
the first good weather day they had seen in a while and there was an expectaiion to get things done while it was possible.
There was also a big group of the community’s families who were away on their holiday break.

There was some initial discussion and issues around the online registrafion process, however after discussions and surveys
of parents, 62% had no problems and quoted it as “being easy”. Some parents said it was a long process however it
was extremely important for health and safety purposes that we collated as much information as possible. This
allowed us to minimise or eliminate as many issues as possible prior to the events.

COMMUNITY INVOLVEMENT

Information about the community groups who helped and why you thought it was important to make
these connections.

Across all regions where we engaged with community groups or ‘local champions’ to deliver activities we found the sessions
ran very smoothly and time wasn't taken up with intreductions or relationship building. In general, everyone knew each
other, had respect for each other, and just got on with the activity at hand. This reduced some of the more difficult behaviours
as the children already had a connection with the leader/provider of the session.

We chose activifies that would be new to the children and communities but at the same fime they would be aciivities that
could be sustainable post-holiday programme. For example, each of the regions have local tennis and golf clubs, therefore
the reason for including golf and pickleball. From our engagement with these clubs, we know they often struggle for new
members, especially children and families. Pickleball is a fantastic way for the tennis clubs to iniroduce fennis in a fun,
easy, and family friendly way. GolfSouthland have some fantasfic and engaging golf resources for young children. We
thought this was a great way for children to try something they wouldnt normally participate in. If they enjoyed it, they
could spend some time at the local golf course with family members, particularly older family members.

The providers appreciated these opportunities and they felt it was a different way to reach the children in their region.
The Depariment of Conservation was involved in Te Anau; they had been locking for ways to engage directly with that
age group and were grateful for the opportunity. They presented sessions on the environmental and wildlife aspects
relative o their community and area.

The providers had the opporiunity to link with other providers/groups from their community and they strengthened existing
relationships with Sport Southland siaff. Some also had the chance to connect with the clubs in the regions that they
have been unable to meet so far.

Quotes from the provider surveys when asked “Were there any new connections or networks made
for you or your organisation as a result of participating in this programme?”

“Yes, spent quality time meeting old/new people who represented their organisation and got a better understanding
of what they do within our community.”

“Yes, | invited along two ladies from the Winton golf club to have a look at what we do at the Winton programme, it
was a chance to meet them and work alongside them.”
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SOUTHLAND
DISTRICT COUNCIL
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KEY LEARNINGS

We noted the use of Primary schools as venues (over Secondary schools) very beneficial in terms of the break times and
play options for the children. They enjoyed the opportunity to get out onto a playground after food and drink breaks.
This was also a great way to manage behaviour as they were ready to focus on the next activity once they had had
some free time and play. It also helped setlle some nerves as most of the children attended the primary schools so knew
the environment well, and in general were comfortable within it

We found that each region was quite different in terms of their needs for staff to children ratios. In the future, we
would suggest increasing staff ratios in some regions relative to each community’s connectedness. When allocating groups,
it was far more productive to let the children choose who they would like to be with. This allowed for siblings to support
each other, friends to connect after a holiday break, and to ease the behaviour management techniques required.

We appreciate there were some difficulties for a small group of people with the enline registration process, however
we sfill believe this is the best way to register children over a manual process or on the day. In the parent/caregiver
survey, 63% said it was easy and or great to use. Some parents/caregivers commented it was good but a long process.
We appreciate this, however it was extremely important for health and safety and planning purposes that we collated as
much information as possible beforehand.

In terms of provider and community group engagement we would have benefited from a longer lead in fime to secure
them. Some groups were very keen to be involved, however, they had already planned their staff and resource allocations
in the previous quarter and were unable io shuffle things to suit. Provider and community engagement was also affected
by the timing of the programme and the close down period over December/January. Moving forward, we believe it will
be easier fo engage with community providers/organisations as this holiday programme has set a precedent, and the
organisations involved highly valued the opportunity.

“MY CHILDREN LOVED THE ACTIVITIES. | DON'T THINK “KIDS LOVED IT ALL. GREAT MIX
YOU NEED TO CHANGE ANYTHING” OF ACTIVITIES”

7.2 Attachment A Page 17
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INSIGHTS AND REFLECTIONS

81% of children “iried something new”, with 100% of the children in Tokanui and Stewart Island participating in a new
aclivity. We expected some children to experience new activifies and this was a part of the initial concept, however, we were
not expecting the numbers to be so high. It has highlighted that there are some opportunities across a range of disciplines
that are not necessarily reaching the rural regions. 1t also suggested there are some areas for growth and development.

We found the Mdori traditional games were very popular as well as a new experience for many of the children. 73%
of children named it as their “something new they tried today”. This creates an opportunity for Sport Southland and the
Southland District Council to explore how to promote and raise awareness for Méori Traditional games amongst rural
children in Southland. The top ‘favourite’ activity was Maori Traditional games (Poi & Ki o Rahi), the next top four in
order were Art, Golf, the Invercargill Public Library, and Pickleball.

We found the schools were very grateful but also surprised to receive a donation for the use of their venue. Thanking
schools for their time and resources has helped to sirengthen relationships and kept doors open for future use of their venues.

RECOMMENDATIONS

Based on the insights gathered during the planning, delivery and evaluation of the 2020 Holiday
Programme, if the programme was to be delivered again, we suggesr:

» Planning phase to start in September, at the latest.

* liis essenfial to connect with each community where the holiday programme will be delivered to understand their
needs and opportunities.

* Inform the dates based on consultation with schools and communities.

* Though schools, connect with children the term before the programme is delivered, to gather insights that can inform
decision making with regards io potenfial activities.

* During the programme, offering activities that then children can confinue to engage with in their community postholiday
programme.

* Where possible, use Primary schools as the venue for the delivery of the programme.

Alternatively, if the purpose of this investment is to get children more active and connected to their
community, alongside increasing SDC awareness and profile, we believe these funds could be used
differently to achieve better and more impactful results. A different approach to this investment could
potentially result in:

* An all year round impact.
* Further increasing SDC awareness and visibility in the community alongside the community roles.
+ Better understanding of community needs, sirengths, and opportunities for children to engage, participate, and contribute

* Stronger connectlions and partnerships amongst community organisations, particularly with schools

Sport Southland is keen to continue to work alongside Southland District Council to ensure Southland
children have opportunities to engage and participate in qualiry play, active recreation and sport
experiences that can help develop happy and healthier people, strengthening community
connections and connectedness, and creating a sense of belonging, making a positive impactin
social and human capital.

7.2 Attachment A Page 18



Community and Strategy Committee 06 May 2020

\"
SOUTHLAND
DISTRICT COUNCIL

cof children tried "SOMETHING NEW"

of children said the doy was

TOKANUI
“AMAZING, GREAT OR GOOD"

195
=5 100%
?
Top 3 AcTI UITI Es of parents/caregivers felt it was
TRADITIONAL MAORI GAMES, GOLF, AND ART } @ e!‘ “EXCELLENT VALUE FOR MONEY"

MV BOVYS LOVED THE MY DAUGHTER IS

STRUCTURED DAY, LESS PHVSIC
ALLY
ESPECIALLY THE ABLED DUETO
ARTS AND CRAFTS, HAVINGA
POI MAKING AND DISABILITY, BUTI

ROCHK PAINTING - FOUND THEVCATERED
AWESOME FOR HER WELL RELEVANT, INTERESTING OR FUN"

Q.
@ Ve

OTAUATU

id "THEY WOULD

-%%I;%T - : 3 A /PARTICIPATE AGAIN"

72 Attachment B Page 19



Community and Strategy Committee 06 May 2020

DAY PROGRAMME '
81%

of children tried "SOMETHING NEW"

9 g WINTON
OTAUATU 9
WYNDHAM

TOKANUI

00

GREAT MIX

e doy was
GREAT OR GOOD"

OF ACTIVITIES”

G . @ 2«

MV DAUGHTER IS LESS
PHYSICALLY ABLED DUETO HAVING e
A DISABILIW, BUT I FOUNB THEV RELEVANT, INTERESTING OR FUN"
CATERED FOR HER WELL

=X -_— T

_SOUTHLANE M SO THEAND

DISTI aC

7.2 Attachment B Page 20



Community and Strategy Committee 06 May 2020

l |
B
81%
QWINTON
9 of children triec) "SOMETHING NEW™
OTAUATU
vWYNDHAM
TOKANUI
99%
children said the doy was
AMAZING GREAT OR GOOD"
195
5-12
GREAT MIX
OF ACTI uITIE s” 'EXFC;LII.IEINT VALUE FOR MONE:Y_"

o WA X

MY DAUGHTER IS LESS PHYSICALLY ABLED
DUE TO HAVING A DISABILITY,
BUT I FOUND THEY CATERED FOR HER WELL

’ RELEVANT, INTERESTING OR FUN"

o

[50? LAN_E A SO THEAND

7.2 Attachment B Page 21






SOUTHLAND
Community and Strategy Committee DISTRICT COUNCIL

6 May 2020 <

Customer Satisfaction Survey Report November 2019 -

January 2020
Record No: R/20/4/9552
Author: Jodi Findlay, Customer Contact Centre Manager

Approved by: Trudie Hurst, Group Manager Customer Delivery

O Decision O Recommendation Information

Purpose

The purpose of the report is to provide the Community and Strategy Committee with the results
of the Customer Satisfaction Survey and Net Promoter Score (NPS) for November 2019 - January
2020.

Executive Summary

As part of the 2018-28 Long Term Plan, it was identified by staff that there was the opportunity
to have an independent research company complete the Request for Service (RFS) customer
satisfaction and NPS surveys.

Recommendation

That the Community and Strategy Committee:

a) Receives the report titled “Customer Satisfaction Survey Report November 2019 -
January 2020” dated 20 April 2020.

7.3 Customer Satisfaction Survey Report November 2019 - January 2020 Page 23



Community and Strategy Committee
6 May 2020

Analysis
Findings and opportunities
Over the course of the three months, customer support have achieved a positive NPS score of

52, this is up from a baseline score of 34 from the previous year.

Customers’ satisfaction with the first point of contact sits at 72% satisfaction for the three month
period. This continues to remain at a high level and reflects the results staff see with internal
quality assurance training in the contact centre.

Customer support will continue to monitor the feedback from the report and engage with activity
managers to recognise excellence and improve where necessary.

Attachments
A SDC Customer Satisfaction Report 7 February 2020 {
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] ] SOUTHLAND
Customer Satisfaction Survey DISTRICT COUNCIL
Overview ® Customer Satisfaction Survey \“{

PublicVoice has been contracted by Southland District Council . et
(SDC) to carry out a customer satisfaction survey for the SDC call Start Date: 1 November 2013
centre. The research findings will enable SDC to deliver a positive * End Date: 31t January 2020
and consistent service to its customers.

® Participants

Total number of customer responses: 117

Methodology ® Project Management
The survey has been managed by PublicVoice Ltd. Any

Sampling ; - ;
gueries regarding this report can be addressed to:
= A random stratified sampling of customers is used to select
prospective customers. Jared Bothwell
PublicVoice
Stratification uses the 'Department’ variable to ensure even Account Director
representation across departments. 04 589 5552

jared @publicvoice.co.nz

Measures have been be put in place to ensure that a contact is

Calls Department talked to Transport 27%
= Telephone calls are conducted between the hours of 10:00am Building Control 23% 27
and 7:00pm.
Waste & Water Services 15% 18
No messages are left. If the call goes unanswered two further ) .
attempts will be made to complete the survey. Sl Pl — L
All calls are made from the PublicVoice office by trained Animal Control 13% 15
PublicVoice staff. Resource Planning 2% 2
Contact Requested Finance 3% 3
= Survey customers will be asked if they would like a follow up call Customer Service 3% 4
from Council. Requests for follow up calls are directly emailed to ) )
sDC. Projects Delivery 0% 0
Communication 1% 1
Roading 1% 1
All Departments 100% 117
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KEY F I N DI NGS DISTRICT COUN%

X

How satisfied were you with the service you How satisfied were you with the time it How satisfied were you with the outcome
received when you first called? took to resolve your request? of your request?

B very satisfied M Somewhat satisfied B Neither satisfied or dissatisfied ™ Somewhat dissatisfied M Very dissatisfied

On a scale of 0 being not at all likely and 10 being extremely, how likely is it that .
you would recommend this service to a friend or colleague? NPS Overall

52

0 20 40 60 80 100%

{m Detractors m Passives m Promoters |

* Net Promoter Score (NPS) is a measure of how likely a person is to recommend your business or services. customers are
R classified based on their rating into 3 categories: detractors (0-6), passives (7-8) and promoters (9-10). The NPS is calculated by
subtracting the percentage of those who are detractors from the percentage of those who are promoters. A positive NPS above
_I PublicVoice 0 is considered good, a NPS of+50 is excellent and anything over +70 is considered exceptional. 3
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KEY FINDINGS

IV I FILAMINLSY
DISTRICT COUN%

={J

How satisfied were you with
the service you received when
you first called?

How satisfied were you
with the time it took to
resolve your request?

How satisfied were you with the
outcome of your request?

—1PublicVoice

546
— ¥ S ” SR v
4
3
2
1
Aug-Oct 18 Nov-Jan 19 Feb-Apr 19 May-Jul 19 Aug-Oct 19 Nov-Jan 20
° 4.1 4.3 4.3
3
2
1
fug-Oct 18 Nov-Jan 19 Feb-Apr 19 May-Jul 19 Aug-Oct 19 Nov-Jan 20
5
S—_ 3 N =
3
2
1
Aug-Oct 18 MNov-Jan 19 Feb-Apr 19 May-Jul 19 Aug-Oct 19 Nov-Jan 20

Average satisfaction score used for tracking graphs. 1 = Very Dissatisfied, 5 = Very Satisfied.



Community and Strategy Committee 06 May 2020

KEY F I N DI NGS DISTRICT COUN%

X

On a scale of 0 being not at all likely and 10 being extremely, how likely is it that you

would recommend this service to a friend or colleague?
100

80

60 51 52

|
35 37 35

Aug-Oct 18 Nov-Jan 19 Feb-Apr 19 May-Jul 19 Aug-Oct 19 Nov-Jan 20

100

85.71

80

60 51.9

Aug '18 Sept' Oct'18 Nov '18 Dec 18 Jan '19 Feb 19 Mar '19 Apr'19 May 19 June' July '19 Aug '19 Sept' Oct'19 Nov '19 Dec 19 Jan '20
18 19 19

NPS Overall*

52

* Net Promoter Score (NPS) is a measure of how likely a person is to recommend your business or services. customers are
- classified based on their rating into 3 categories: detractors (0-6), passives (7-8) and promoters (9-10). The MNPS is calculated by -
. subtracting the percentage of those who are detractors from the percentage of those who are promoters. A positive NPS above
_I PUbIlC VOICE‘ 0 is considered nood a NPS of +60 is excellent and anvthing over +70 is considered excentional 5
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How satisfied were you with the service you received when you first called?
<C

Waste & Water Services

Customer Service

All Departments

Department talked to

=
-

Resource Planning

—1PublicVoice

Animal Control

Building Control

Community Facilities

Average by Department

4.9

4.7

Transport 4.7

>~
'S

>
w

Finance

-
o

Roading

-

tn
w
(=]

-

2 3 4 5

base n = 109; Some
empty rows or columns

have been removed
(1 = Very Dissatisfied 5 = Very Satisfied)

18

29

109

14

25

14

Average All Departments

5
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How satisfied were you with the time it took to resolve your request? ;/c‘\
Average by Department m Average All Departments

Customer Service 5.0 3 9

Waste & Water Services 49 18

Finance

~

w

w
=~

o Transport 4.3 25

g

T

0 3
@

o

@

Community Facilities 11

W
o
M

Animal Control

o
w
~

Resource Planning

g
(2
N

=

2 3 4 5

base n =100

TIPublicVoice (1 =Very Dissatisfied, 5 = Very Satisfied) .
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DISTRICT COUNCIL
y | , A
How satisfied were you with the outcome of your request? <e,
Average by Department “ Average All Departments
5
2 ranspo
3
‘E’ 3
&
Community Facilities _3.5 11 2

iy
o
N

Resource Planning

Roading

o
[=]
=

-
(]
w
B
o

base n =93

' (1 = Very Dissatisfied, 5 = Very Satisfied) )
—1PublicVoice 9
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On a scale of 0 being not at all likely and 10 being extremely likely, how SEEEEE’JL‘.'}V\
likely is it that you would recommend this service to a friend or colleague? =0,

By Department NPS* m NPS Overall*

Transport - 80 25 52
Waste & Water Services - T2 18 ;g 60%
Animal Control - 60 15 50
Community Facilities - 46 13 40

30
Customer Service

20

Finance 33 3 14%

Department talked to

10 7%

4% o 970 4%
31 26 o 3% 29, .
o R 1L % B =

T
[
— AR RARE ’rr P w

* Met Promoter Score (NPS) is a measure of how likely a person is to recommend your
business or services. customers are classified based on their rating into 3 categories:
detractors (0-6), passives (7-8) and promoters (9-10). The NPS is calculated by subtracting the

percentage of those who are detractors from the percentage of those who are promoters. A
e eriage o se o e e o e peteage b o s pomotrs. g .

considered exceptional.

—1PublicVoice 10

Building Control

Roading -100
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A

District Heritage Fund Application Summary and

Financial Report

Record No: R/20/4/9642
Author: Louise Pagan, Communications Manager
Approved by: Rex Capil, Group Manager Community and Futures

Decision [0 Recommendation O Information

Purpose

The purpose of this report is to give the committee a summary of the applications to the
Southland District Council Heritage Fund from the March round. These applications seek grants
to assist with the day-to-day running of local museums, heritage centres or similar type
organisations within the Southland District Council boundaries.

Executive Summary

Eligible museums, groups and organisations can apply to the District Heritage Fund once a year
for assistance with operational costs. There are two funding rounds — one in September and one
in March. The recommended amount for distribution for this round is $29,500. The total amount
for distribution for the year is $63,981.

Four applications have been received for the current funding round. They are:

1 Central Southland Vintage Machinery Club
Request assistance towards operational costs such as power, insurance, rates, bank fees.
Restoring heritage items for the public to view.
Total Project $9,000
Amount Requested $7,000 Recommendation $6,000

2 Fiordland Vintage Machinery Club

Request assistance towards operational costs such as power, rates, insurance, and
b bl bl
general operating COSsts.

Vintage machinery museum open to the public 7 days per week.
Total Project $10,575
Amount Requested $7,000 Recommendation $6,000

3 Otautau Museum

Request assistance towards operational costs for the museum such as power,
insurance, rates and general expenses.
Local museum, open to the pubic two days per week and by request.

Total Project $8,897
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Amount Requested $7,682 Recommendation $7,000
4 Rakiura Heritage Trust

Request assistance towards operational costs for the heritage centre.

Local museum open to the public 7 days per week.
Total Project $99,280
Amount Requested $12,000 Recommendation $10,500

5 The financial report for the District Heritage Fund up to 31 March 2020 is as follows:

Summary Actual
Opening balance, 1 July 2019 23,758

Add:

Rates Revenue 48,146
Interest 2019/2020%* -
Reversal Prior Year Commitments -
Total 71,905

Less:

Prior Year Commitments -

Current Year Commitments 32,500
Advertising _
Refunds -
Total 32,500
Funds Available for General Distribution 39,405

* Interest earned for the petiod has not been included. The actual amount will not be known until the end of the financial year

when interest is allocated across Council's investments (30 June 2020).

Current Year Commitments Committed Uplifted Balance
Waikawa District Museum 2,000 2,000 -
Thornbury Vintage 3,000 3,000
Wyndham & District 2,000 2,000
Riverton Heritage 18,300 18,300
Switzers Waikaia 7,200 7,200

32,500 32,500 -
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Recommendation

That the Community and Strategy Committee:

a) Receives the report titled “District Heritage Fund Application Summary and
Financial Report” dated 21 April 2020.

b) Determines that this matter or decision be recognised as not significant in terms of
Section 76 of the Local Government Act 2002.

(4] Determines that it has complied with the decision-making provisions of the Local
Government Act 2002 to the extent necessary in relation to this decision; and in
accordance with Section 79 of the act determines that it does not require further
information, further assessment of options or further analysis of costs and benefits
or advantages and disadvantages prior to making a decision on this matter.

d) Approves the allocation of funds from the District Heritage Fund as follows:
1 Central Southland Vintage Machinery Club $6,000
2 Fiordland Vintage Machinery Club $6,000
3 Otautau Museum $7,000
4 Rakiura Heritage Trust $10,500

e) Approves the financial summary for the District Heritage Fund to 30 March 2020.

7.4 District Heritage Fund Application Summary and Financial Report Page 39



10

11

12

13

Community and Strategy Committee
6 May 2020

Background

The District Heritage Fund was established in 2013 and collects about $63,000 a year via the
District heritage rate to support the operational costs of District museums, heritage groups and
organisations.

Issues

Applicants have all met the criteria of the fund.

Any funds that are not distributed in this funding round are retained in the District Heritage
Fund reserves.

Factors to Consider

Legal and Statutory Requirements

This aligns with Council’s Community Assistance Policy.

Community Views

Funding for this is through rates, and all stakeholders can make submissions on the suitability
and amount of the fund during the Long Term Plan or Annual Plan process.

Costs and Funding

The fund is funded by the district heritage rate.

Policy Implications

The criteria and awarding of this fund meets Council’s Community Assistance Policy.

Analysis
Options Considered

The options for consideration are either to awards the grants to the applicants or to decline the
applications.

Analysis of Options
Option 1 - Award the grants
Advantages Disadvantages
. fulfil Southland District Council’s « Southland District Council would not fulfil
commitment to offer and award grants to its commitment of offer and award grants
museums and heritage groups and to District museums and heritage groups
organisations to assist with operational and organisations to assist with operational
costs. costs.
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Option 2 - Decline the grants

Advantages

Disadvantages

« there is more money in the District
Heritage Fund.

« museums and heritage groups and
organisations struggle to cover operational
costs.

Assessment of Significance

Under Council’s Significance and Engagement Policy, the awarding of this fund is not considered

significant.

Recommended Option

Option 1 — award the grants.

Next Steps

Applicants will be advised of the outcome of their applications and payment of grants will be

arranged.

Attachments

There are no attachments for this report.
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5G Rollout in Southland

Record No: R/20/4/9464
Author: Karen Purdue, Community Partnership Leader
Approved by: Rex Capil, Group Manager Community and Futures

O Decision O Recommendation Information

Background

At a previous Community and Strategy meeting staff were asked to look into details around the
rollout of 5G in Southland.

Whatis 5G

5G stands for 5th generation. It’s the latest cellular network after 2G, 3G, and 4G. The 5G
network is more technologically advanced and implementation has begun in Aotearoa New
Z.ealand.

Trials and Rollouts

In NZ, 5G has already been launched by Spark and Vodafone in limited locations, with further
rollout planned into 2020. Spark trialled 5G in Alexandra and has since extended 5G to parts of
Westport, Twizel, Tekapo, Hokitika and Clyde. Vodaphone launched 5G in parts of Auckland,
Wellington, Christchurch and Queenstown in December 2019.

The rollout will use similar wavelengths to those used for 2G, 3G and 4G. For example, the trial
in Alexandra used the 2.6 GHz band, which is used in other parts of the country for 4G. The
government has announced that a slightly higher 3.5 GHz wavelength is being auctioned for use
in early 2020.

Further into the future, higher frequency bands (like 26 GHz) may be used. This wavelength is
known as millimetre waves. Radio frequency use is regulated in NZ to avoid issues with
interference, to co-ordinate internationally, and because it’s a commercial resource.

Network infrastructure

Rolling out 5G will require new infrastructure. There are opportunities for telecommunication
companies to share infrastructure to reduce costs and make 5G more accessible, particulatly in
rural areas. There is already a Rural Connectivity Group established between operators so they
can share resources and expand coverage for 4G, and this forum could potentially be used to roll
out and expand 5G as well. Sharing infrastructure would reduce the number of structures that
would be installed, which could reduce some aesthetic concerns. Visual impacts are also regulated
by the Ministry for the Environment.

Potential Benefits
5G is seen as an attractive technology because:

e itis faster. 5G will have faster upload and download speeds compared to 4G. For
companies that need to access large datasets, the shorter download speeds will have
massive productivity benefits. A trial in Alexandra, Otago reported speeds 5-20 times
faster than existing 4G
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o it has lower latency. 5G will have a shorter delay before you can access the content you are
downloading — with entertainment benefits (eg streaming and gaming) as well as educational
ones (eg downloading multi-media resources in schools). It will also enable new technologies
and applications in transport (including driverless cars), medicine and other areas

¢ it offers more connectivity. More devices will be able to connect to each other — like better
remote control of the gadgets in your house from your phone

e it has a larger network capacity. 5G will have a greater capacity for volume of traffic so
more people can livestream the same event without buffering issues.

NZ is physically isolated and 5G enables better connectivity with the rest of the world. Adopting
5G in line with the international community will ensure communication channels are compatible,
enable research and development of new technologies, and enable use of new tools to help
improve our lives.

Within NZ, rural connectivity is an ongoing issue. 5G offers potential for improvement over
services currently available if significant investment and co-operation between the network
operators is in place. The Rural Connectivity Group could play a role in bringing 5G to rural
areas.

5G will be needed to enable new technologies such as self-driving cars, in-home elder and
medical support, and use in industries such as manufacturing or precision farming,.

Why are some people concerned about 5G?

5G presents exciting opportunities that have the potential to improve many areas of peoples’
lives by facilitating more access to more technology. Some may see this expansion of technology
as detrimental, raising issues of privacy, surveillance, and displacement of certain types of jobs.
It’s important that any benefits are weighted against these concerns.

Radio waves used by 5G are a type of radiation, so it’s reasonable to ask whether this poses a risk
and, if it does, to ensure people are not exposed beyond safe thresholds. Radiation is the way that
energy travels through space and there are many different types. Light, for example, is a form of
radiation that is so common that we often don’t think of it in that way.

Radiation that has frequencies higher than that of visible light, like the ultraviolet radiation rays in
sunlight, and X-rays, can damage the cells in our bodies, potentially causing cancer if exposure is
high. These types of waves are called ‘lonising radiation’, which reflects their ability to break the
chemical bonds in molecules, which can damage cells. So exposure to sunlight is linked with skin
cancer for those who spend a lot of time in the sun without protection.

In contrast, the radio waves used for 5G have frequencies that are ten thousand times too low to
damage molecules (so are called ‘non ionising’). The only fully documented way 5G radio waves
can cause harm is through their heating effect and this can only happen at very high intensities.

Radio waves can heat our body if we are over-exposed to them. However, these effects can only
occur when exposed directly to a very powerful source so that the heat builds up enough to
damage tissue before it dissipates. 5G sources are simply not powerful enough to cause damage
in this way.

As the thermal effects of radio waves are well-understood, the limits at which they can potentially
begin to cause harm are clearly defined. NZ has set its own standards, which are much lower than
this limit (about 50 times lower). This means that there is a large safety margin built into our
standard.
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In practice, the public has a far lower radio wave exposure than the NZ limit. This low exposure
is checked by independent monitoring undertaken at cell sites every year.

Thermal effects are well-understood and research in this area continues to be monitored. In NZ,
the Ministry of Health has an expert advisory committee that monitors and reviews all new
research. The World Health Organization (WHO) also continually investigates possible health
effects, as well as other international groups like the Swedish Radiation Safety Authority. The
Swedish Authority released a robust and comprehensive review this year, quoting “no health risks
with weak electromagnetic fields have been established.”

There have been some concerns about the security of the 5G network, because it is more reliant
on software than 4G and uses cloud computing. NZ’s Government Communications Security
Bureau (GCSB) is aware of this and will act to prevent and minimise security risks to our
communication technologies as we adapt to the new technology.

The currently available scientific evidence makes it extremely unlikely that there will be any
adverse effects on human or environmental health. NZ needs to continue to monitor the risks of
exposure and ensure that they are within the international safety standard, as well as keeping a
close watch on any new research.

Southland Rollout

At present there is no clarity around sites or timeframes for 5G. Providers have not published
their intentions in this regard.

The current priority for providers at present is delivery of the blackspots and other planned
project rollouts.

It should be noted, in New Zealand, all network providers rolling out a 5G network must comply
with the Resource Management Act (RMA) 1991, including the National Environmental
Standards for Telecommunications Facilities (NESTF). These regulations include compliance to
the New Zealand Radiofrequency Field Exposure Standard which sets maximum exposure limits
for the public. The current NZ exposure standard already covers 5G.

When a mobile network operator proposes a new cell site, they must submit pre-commencement
reports to the local council to show that the requirements in the NESTT and the exposure
standard will be met for each cell site covered by the NESTF. This includes taking into account
exposure from other telecommunications facilities in the vicinity as well. If the report shows that
the cell site will generate exposures at or above 25% of the public exposure limit, further
reporting to the local council is required. If a facility or network operator cannot comply with
requirements in the NESTT, the proposed facility will be “non-complying”.

The following links may be helpful in providing other information about 5G

https://www.pmcsa.ac.nz/topics/5g-in-aotearoa-new-zealand/

https:/ /www.health.covt.nz/publication/interagencycommittee-health-effects-non-ionising-

fields-report-ministers-2018
https://www.health.govt.nz/vourhealth /healthy-living/environmental-health /radiation-

environment/cellsites-and-5g/5g-questions-andanswers

https://www.health.govt.nz/system/ files/documents/topic_sheets/5g-and-health-aug19.pdf

https://www.mbie.govt.nz/dmsdocument/7483-5¢g-information-pack-pdf
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Recommendation
That the Community and Strategy Committee:

a) Receives the report titled “5G Rollout in Southland” dated 28 April 2020.

Attachments

There are no attachments for this report.
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Community Board Plans Update

Record No: R/20/4/9501
Author: Kelly Tagg, Community Partnership Leader
Approved by: Rex Capil, Group Manager Community and Futures

O Decision O Recommendation Information

Purpose

The purpose of this report is to provide a further update on the community board plan project
process and to share the vision and outcomes agreed by each of Council’s nine community
boards.

Executive Summary

The community leadership team continues to work on the development and implementation of
nine community board plans across the Southland District. These plans are reflective of
Council’s new governance structure following the October local body elections.

The development of these plans has involved (to date) community consultation through
meetings, surveys and externally facilitated workshops.

It has been the community leadership team’s intention to have the vision and outcomes in place
for each board by early 2020 so as to provide guidance around the development of activity
management plans and the Long Term Plan 2031.

Process
In January 2020, board members were sent the following information;
* summary documents from the elected members workshop in their respective area

* a full copy of the relevant community board workshop summary document (including
draft actions) from the workshop held in their community board area

* youth survey summary

* community survey summary
* business survey summary

* community board area map

Workshops with each board to review the above information have been held and all boards have
now settled on their vision and outcomes.

Some boards have also further refined their actions and further work to develop this process is
ongoing.

The Fiordland Community Board and previously the Te Anau Community Board had been
working to develop a community plan for quite some time and on 10 March held a workshop in
Te Anau to talk to the wider community about the “Fiordland Community Futures Plan”. This
workshop was presented by Sarah Greaney, on behalf of the Fiordland Community Board, with
some behind the scenes support from staff with regards to advertising and development of the
presentation that was shown to the community on the night.
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Recommendation

That the Community and Strategy Committee:

a) Receives the report titled “Community Board Plans Update” dated 21 April 2020.

b) Determines that this matter or decision be recognised as not significant in terms of
Section 76 of the Local Government Act 2002.

(4] Determines that it has complied with the decision-making provisions of the Local
Government Act 2002 to the extent necessary in relation to this decision; and in
accordance with Section 79 of the act determines that it does not require further
information, further assessment of options or further analysis of costs and benefits
or advantages and disadvantages prior to making a decision on this matter.
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Summary of visions and outcomes
Ardlussa Community Board
Vision:

Ardlussa is a community that cares and looks after each other, is alive with enthusiasm, is a good
environment to bring up families and is respectful of its environment.

Outcomes:

* a connected, inclusive and vibrant Ardlussa community

* a community that attracts people, businesses and visitors

* acommunity where council fosters leadership, partnerships and community engagement.
Fiordland Community Board
Vision:
Fiordland is a thriving and connected community of people that welcomes visitors, embraces
sustainability and takes care of its natural environment.
Outcomes:

* acommunity that attracts business, investment, people, and visitors

* acommunity that sustainably protects and enhances its natural environment in a
regenerative manner

* acommunity that enriches its lifestyle through cohesive, well thought out planning for
growth

* acommunity that is connected, functional, safe and healthy, with access to excellent
services.

Northern Community Board
Vision:

The Northern area of Southland will be a healthy, caring, connected, vibrant, welcoming, diverse
and progressive community.

Outcomes:

* aprogressive and flourishing economy creating opportunities for growth and
employment

* asafe and healthy community with access to quality facilities and services
* aconnected, involved and thriving community.
Oraka Aparima Community Board

Vision: A vibrant, sustainable, connected community focused on the locals and welcoming to
visitors.

Outcomes:

*  Oraka Aparima is a strong and involved community
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*  Oraka Aparima value the environment and ensure that it is healthy and protected for the
future

* our strong economy is supported by a broad range of services

* our infrastructure is efficient, cost effective to meet current and future needs.
Oreti Community Board
Vision:

A strong unified community creating plentiful opportunities and embracing innovate ideas to
ensure an exciting future.

Outcomes:
* aprogressive and thriving economy creating opportunities for growth and development
* a healthy, safe community with access to quality facilities, amenities and services
* our infrastructure is efficient, cost effective and meets current and future needs
* our natural and built environment is clean, healthy and attractive
Stewart Island/Rakiura Community Board
Vision:

Stewart Island Rakiura is a connected community that manages growth and has a sustainable

future.
Outcomes:

* acohesive and connected community, recognising that many of our ratepayers don’t
reside on the Island full time

» Kaitiakitanga — guardianship and protection of Stewart Island’s pristine natural
environment

* acommunity that has fit for purpose, sustainable infrastructure

* acommunity that plans for its future — recognising its unique challenges and
opportunities.

Tuatapere Te Waewae Community Board

Vision:

Tuatapere Te Waewae is an attractive, vibrant and involved community

Outcomes:
* acommunity that attracts businesses, people and visitors resulting in economic growth
* a healthy, safe and connected community with access to quality services and facilities
* acommunity that celebrates and protects its history and heritage.

Waihopai Toetoe Community Board

Vision:
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A united, engaged community where people are valued, our assets are nurtured and our heritage
and environment is respected.

Outcomes:

* a thriving, happy and safe community with access to quality facilities, amenities and
services

* our community is connected and engaged

* our unique natural environment is healthy and protected

* our communities have the opportunity to celebrate their history and heritage.
Wallace Takitimu Community Board
Vision:
A self-reliant, tidy, safe, thriving community — a great place to visit and live.
Outcomes:

* avibrant Wallace-Takitimu area that attracts people, businesses and visitors resulting in
prosperity

*  Wallace-Takitimu is a strong, connected and inclusive community
* a healthy, safe community with access to quality facilities, amenities and services

* a community where Council fosters community engagement.

Next Steps

The vision and outcomes for all boards will be shared internally with staff and it is hoped that
they will assist them to develop activity management plans which will also feed into the
development of the Long Term Plan.

Further discussions to take place with the boards at upcoming workshops to refine and develop
action plans and/or objectives.

Staff recognise that a stronger relationship with iwi is essential and an approach has been made to
iwi to discuss and plan a way forward for more meaningful engagement.

Prior to New Zealand moving into alert level 4 during the COVID-19 pandemic, staff from the
services and assets and community leadership teams had been planning to hold workshops with
the community boards in May so as to give members an opportunity to discuss options for
delivering the activity, service delivery and level of service requirements that they may wish to
have included in the Long Term Plan. New dates will be set for these workshops in due course.

Several boards have also indicated they wish to have further discussions with their communities
about their vision and outcomes and the development of actions/objectives that will be delivered
in partnership. Staff will provide support throughout this process.

Attachments

There are no attachments for this report.
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Purpose

The purpose of this report is to provide the Community and Strategy Committee with an update
on strategy development and work programme that will assist Council with the further
integration of the strategic framework and alignment to the activities Council delivers to its
communities.

Executive Summary

At its 3 December 2019 meeting, the Community and Strategy Committee endorsed the
Community and Futures Research and Analysis Work Programme transitioning to investigate an
identified Council strategy deficit, and supported working towards a programme of work to
progress strategy development over at least the next five years.

Strategy development will help provide the crucial link between Council’s vision and community
outcomes, and plans and activities we have in place to deliver services to our communities. This
link between community outcomes and activities undertaken by Council will ensure that all
Council activities are moving together towards the same vision for the District.

It is anticipated that strategy development will provide clear frameworks for the role that Council
plays in addressing identified priorities. When we understand and have a clear strategy for our
own direction, we can better partner with those who share the same values.

Outside of the legislatively required strategies for the Long Term Plan (LTP), Council has a
number of existing strategies that include plans of action and some long term thinking. It will be
part of the strategy development work to review existing strategies of Council to ensure they are
high level to set out the vision and priorities to achieve the long-term District outcomes, and that
they align to the current way of working for the future of the Southland District.

The strategy and policy team, in their initial discussions around strategy development, recognise
that to be able to identify what strategies are needed to tackle the big issues for Southland,
Council will need to look beyond the three year LTP planning cycle. As part of the strategy
development programme, consideration will include Council facilitating the development of a 30
year integrated strategic plan for Southland.

Southland District Council is in a unique position, whereby not having a large number of existing
strategies to review or amend, there is an opportunity to ensure that what is developed is fit-for-
purpose and future focused. The opportunity also exists to not be clouded by previously written
strategies and start from a clean platform.

On 11 March 2020, the World Health Organisation (WHO) declared covid-19 as a global
pandemic. Council has a leading and important role in helping to shape the future of the
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Southland district, and influencing the future of the region and nation. Having clear strategy to
determine Council’s role in this future will be even more important following COVID-19 in the
months and years to come.

A strategy development work programme will be developed over the following months, and a
further report for discussion and endorsement provided to the Community and Strategy
Committee on this progress at its 8 July meeting.

Recommendation

That the Community and Strategy Committee:

a)

b)

)

d)

Receives the report titled “Strategy Development Work Programme Update” dated
21 April 2020.

Determines that this matter or decision be recognised as not significant in terms of
Section 76 of the Local Government Act 2002.

Determines that it has complied with the decision-making provisions of the Local
Government Act 2002 to the extent necessary in relation to this decision; and in
accordance with Section 79 of the act determines that it does not require further
information, further assessment of options or further analysis of costs and benefits
or advantages and disadvantages prior to making a decision on this matter.

Notes that a report for discussion and endorsement of a strategy development
work programme will be provided to the Community and Strategy Committee at its
8 July meeting.
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Background

As part of the Long Term Plan 2018-2028 process, Council of the previous triennium identified
the need to invest in planning for the future, and endorsed an approach to undertake big picture
research and analytics work.

As a result of the consultation undertaken in 2017 — 2018 the Council confirmed in the Long
Term Plan 2018-2028 the following:

What we are

JEL T

Council plans to invest in developing a District-wide
community future planning model to help us to make
decisions about the activities and services Council will
provide in the future.

The model will examine in more detail the changes that
are occurring and are expected to occur in Southland

(eg, static/ageing population). Then we can start working
with the community to identify the most appropriate and
affordable services, and make decisions about whether
to maintain those or look for alternative ways of
providing services.

Council is increasing the level of funding for this work
with an additional $150,000 operating expenditure in
the first year of the plan, increasing to $250,000 a year
by year four.

This work is consistent with and part of the community
futures planning already being done by Council, including
the review of governance and representation and
community leadership planning.

These projects are designed to identify better ways
of working together with our communities.
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This resulted in the Community and Futures Research and Analysis programme of work, which
included: demographic trends, central government influence, natural hazard risks, technological
change, economic trends and affordability, environmental considerations and intergenerational

shifts.

Throughout 2018 and 2019, the above programme of work was progressed and resulted in a
number of work streams getting underway to assist Council in preparing for the future and
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beginning to gather the information needed to inform decision-making for the future of
Southland.

At its 3 December 2019 meeting, the Community and Strategy Committee endorsed the
Community and Futures Research and Analysis Work Programme transitioning to investigate an
identified Council strategy deficit, and supported working towards a programme of work to
progress strategy development over at least the next five years.

At the end of 2019, staff from strategy and policy undertook preliminary discussions with
consultants Rebecca McElrea and Sandra James to discuss Council’s strategy development and
begin discussions around a potential framework to move us forward over the next five years.

This workshop covered the context of why Council needs to move forward with strategy
development, what we define as a strategy, how a framework will be developed, and the
alignment to Councils activity development and delivery.

As mentioned above, strategy development as a means of investing in community futures is part
of the 2018-2028 LTP mandate to increase our investment in community planning, and ensure
we understand, plan for and respond to the changes and opportunities for the future of the
District.

Issues

As previously identified, Council has an opportunity for extensive strategy development in the
upcoming years.

In a number of instances Council has relied heavily on other external partners and agencies to
determine strategies for the region, and to some degree by default, the District. This has meant
that Council has not recently invested in any significant way in its own strategies as a District.

The implications of this is evident where Council does not have a clear framework or agreed
direction of the role it plays in addressing identified priorities. This in turn means that current
action and future planning for the role of Council in specific circumstances is unclear.

To provide practical examples, if Council had a Southland District Accessibility Strategy it would
provide Council with a guide to enhance people’s independence and ability to participate, engage
in and benefit from Council services; and the removal of barriers that might prevent people from
participating fully in community life. A Youth Development Strategy might give direction to
Council and guide policies to provide the support and services to give opportunities for youth. A
Southland District Housing Strategy would clarify Council’s role and future direction for housing
within the District. While these are very specific examples, they illustrate in principle the
importance of strategy development to provide clear and agreed direction for the role of Council
in addressing priorities for the District.

A further example from Hastings District Council as to why they needed a Play Strategy;

“Currently our playgrounds are managed by an asset replacement strategy only, without any
consideration to demand or need in particular areas. Furthermore, the provision of play
opporttunities for those outside the 0-10 year age group currently occurs by default rather than
explicit planning. On this basis, it was identified that there was a need for Council to consider
recreational facilities in a holistic manner rather than reacting to individual approaches from the

7.7 Strategy Development Work Programme Update Page 56



23

24

25

26

27

28

29

30

31

Community and Strategy Committee
6 May 2020

community to upgrade or provide new facilities in a piecemeal way. A strategy that would guide
and direct the provision of play opportunities within the District over the next 10 years was
considered essential to improve the provision of appropriate play opportunities and ensure the
efficient and effective utilisation of Council’s existing and any proposed new recreation facilities.”

And from Christchurch City Council in their Public Open Space Strategy;

“The Public Open Space Strategy sets out a vision for public open space over the next 30 years,
the time span of the Urban Development Strategy. It provides a vision, goals, objectives and
priorities to guide the efforts of the Council and its partners in the provision, development and
maintenance of public open space.”

While there are no determinations yet as to what strategies Council may need to achieve
community outcomes, it is valuable to understand why there is a need to develop a programme of
work in this area.

It will be of benefit to the communities of Southland to have clear Council strategies for the
District that will provide the crucial link between our community outcomes and the activities that
Council delivers on behalf of its communities.

When we understand and have a clear strategy for our own direction over the next 10, 20 and 30
plus years, we can better partner with stakeholders who share the same values, align to and
inform regional strategy work, and ensure that Council is better positioned to respond to national
strategy development and direction.

The strategy development work programme project will assist Council in the long term to be
clear in who we are (purpose), what is needed (analysis and assessment), where we are heading
(direction), and what we need to do to get there (approach).

Undertaking a stocktake of the current situation, reconciling by way of gap analysis and
assessment, and reviewing existing Council strategies will be part of the strategy development
work to ensure they are high level to set out the vision and priorities to achieve the long-term
District outcomes.

The work undertaken to date in the community and futures research and analysis work has laid
the foundations for strategy design and development. A programme will be at least a five year
programme of work, likely longer, and will require extensive Council and community engagement
and participation throughout.

Recognition of strategies (national, regional, district) and strategy development will help provide
the crucial link between Council’s strategic framework including vision, mission, community
outcomes and strategic priorities; and activities and activity management plans that are currently
prepared to support the delivery of services by way of informing the work programmes to our
communities. This link between the strategic framework and activities undertaken by Council
will ensure that all Council activities are aligned towards achieving the same vision for the
District.

This is illustrated by the following diagram:
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32 Itis anticipated that strategy development will provide clear frameworks for the role that Council
plays in addressing identified priorities.

33 The strategy and policy team recognise that to be able to identify what strategies are needed to
tackle the big issues for Southland, Council will need to look beyond the three year LTP planning
cycle. Therefore, as part of the strategy development programme, consideration will include
Council facilitating the development of a 30 year integrated strategic planning approach for
Southland.

34 Itis also acknowledged that in order to complete a programme of work over at least a five year
period, ensuring capacity is factored into the strategy and policy team work programme will be
required, and/or outsourcing work to external contractors likely on a case by case basis. If
funding allocated in the 2021-2031 LTP and 2024-2034 LTP for investing in our community
future planning was unavailable or diminished, this would impact what could be completed
within the work programme. The implications would likely be less strategy development work
undertaken, or the period of time required extended and a less integrated strategic approach
overall.

COVID-19 implications

35  On 11 March 2020, the World Health Organisation (WHO) declared covid-19 as a global
pandemic. NZ developed an alert system with levels from 1-4. On Monday 23 March the NZ
alert level was raised to a 3 and it was declared that the alert level would rise to a 4 by 11.59pm on
Wednesday 25 March. This meant that the nation went into to lockdown for four weeks with
only essential services running and the majority of New Zealanders staying inside their houses to
help reduce the spread of covid-19.
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As a result of the pandemic there will be widespread impacts within our communities, including
but not limited to, an increase in unemployment and widespread economic and social disruption
anticipated for some time.

Council has an important role in helping to shape the future of the district and influencing the
future of the region and nation. Having clear strategy to determine Council’s role in this future
will be even more important following COVID-19 in the years to come.

Factors to Consider

Legal and Statutory Requirements

There are no legal or statutory requirements to consider at this time.

However, it is important to acknowledge that Council has commissioned and completed work in
research and analysis as part of the 2018-2028 Long Term Plan, which is a statutory requirement
for Council.

Community Views

As part of the Long Term Plan 2018-2028 consultation document and subsequent submission
process the issue of investing in our community future planning was highlighted and the
preferred option was to invest in this approach.

No specific community views have been sought in relation to the development of a framework
that assists Council in progressing a programme of work in strategy development.

As this work progresses over a number of years there will be significant community engagement
and consultation in the preparation and finalisation of any strategies that Council determines
appropriate.

Costs and Funding

The costs associated with the development of a framework for strategy development are met
within existing budgets allocated through Council’s 2018-2028 LTP.

If future funding in the 2021-2031 LTP and 2024-2034 LTP were unavailable or diminished, this
would impact the quantum of work that could be completed within the programme of works
developed. The implications would be less capacity within the strategy and policy team and
opportunity for out-sourcing to undertake strategy development work.

Policy Implications

There are no policy implications in developing a programme of work for strategy development.

Analysis
Options Considered

There are two options for Council to consider in this report.
Option 1: support the progression of a strategy development work programme

Option 2: request staff investigate other options
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Analysis of Options

Option 1 - support the progression of a strategy development work programme

Advantages

Disadvantages

. supportts the 2018-2028 LTP mandate to
increase investment in community future
planning

. will provide the crucial link between
Council’s vision and community outcomes
and the plans and activities to deliver
services to communities

. ensures Council is well placed to understand
the role it plays in addressing identified
priorities

« Council will take a lead role in initiating

discussions with communities around short,
medium and long term strategy development

« will build on the work already undertaken
through the Community and Futures
Research and Analysis Work Programme

« will help guide Council towards stakeholders
and partners who share the same or similar
values

. none identified

Option 2 - requests staff investigate other options

Advantages

Disadvantages

. there may be an alternative to strategy
development that has not been fully
considered

. the identified strategy deficit may not be
addressed

« the momentum of previous research and
analysis work may be slowed or lost

Assessment of Significance

This programme of work is not considered significant in relation to Council’s Significance and

Engagement Policy.

As strategy development work evolves over the following years, there will be significant
community and stakeholder involvement, and will likely increase in significance throughout these

periods.

Recommended Option

Staff recommend option 1 to the committee, which supports the progression of the strategy

development work programme.
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The progression of this work will help close the gap between Council’s strategic framework
(vision, mission, community outcomes and strategic priorities) and the activities that Council
undertakes and the associated activity management plans. It will also help determine and clarify
the role that Council will take in addressing identified priorities within the District, region and on
the national stage.

Next Steps

A strategy development work programme will be developed over the next few months, and a
further report for discussion and endorsement provided to the Community and Strategy
Committee on this progress at its 8 July meeting.

Attachments

There are no attachments for this report.
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O Decision O Recommendation Information

Purpose

This report is to inform the Community and Strategy Committee of COVID-19 specific projects
currently being undertaken by Council’s strategy and policy team.

Executive Summary

COVID-19 is a global pandemic, and while some short term impacts are becoming apparent, the
medium-long term global, national, regional and local impacts of COVID-19 are largely still
unknown and in a constant state of change.

At 11.59pm on Wednesday 25 March New Zealand entered a level 4 lockdown period, whereby
only essential and critical to life services remained operational. Prior to this, New Zealand closed
its borders to all non-residents. The intention, to eliminate COVID-19 from New Zealand and
to avoid the devastating repercussions seen across the globe. New Zealand is expected to remain
at level 4 until 11.59pm Monday 25 April, at which time the alert level will drop to level 3 and
remain there for a minimum of a two week period.

As a result, there is expected significant and long term social, health and economic impacts for
the country. Southland, with widespread enterprise in tourism, agriculture and farming, reliance
on international visitors, workers and markets, will not be immune to these impacts. This will
include, but not be limited to, an increase in unemployment and widespread economic and social
disruption anticipated for some time.

Staff are undertaking a number of work streams to better understand the likely impacts of
COVID-19 on Southland communities, and what Council’s role may be in varying scenatios.
This may range from considerations of Council’s best role is to do nothing, enable, facilitate,
influence and/or lead.

Work streams around a wellbeing scan, lessons learned from previous events, reassessment of the
significant forecasting assumptions to inform the Long Term Plan 2021-2031, the platform from
which to consider reprioritisation of Council work streams and services, and analysis of a number
of other key issues are being considered.

It is the intention for staff to present their preliminary analysis and any recommendations to the
executive leadership team by late May, and accordingly to Council by the end of June 2020.

Staff recommend that the committee endorse the projects that are underway to inform
discussions on the COVID-19 impacts for Southland and Council and maintain a watching brief
as global, national, regional and local implications emerge.
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Recommendation

That the Community and Strategy Committee:

a) Receives the report titled “Research and Analysis - COVID-19 Projects Update”
dated 24 April 2020.

b) Determines that this matter or decision be recognised as not significant in terms of
Section 76 of the Local Government Act 2002.

(4] Determines that it has complied with the decision-making provisions of the Local
Government Act 2002 to the extent necessary in relation to this decision; and in
accordance with Section 79 of the act determines that it does not require further
information, further assessment of options or further analysis of costs and benefits
or advantages and disadvantages prior to making a decision on this matter.

d) Endorses the projects that are underway to inform discussions on the COVID-19
impacts for Southland and Council and maintain a watching brief as global, national,
regional and local implications emerge.
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Background

On 11 March 2020, the World Health Organisation (WHO) declared COVID-19 as a global
pandemic. On Monday 23 March the New Zealand alert level was raised to level 3 and it was
declared that the alert level would rise to level 4 by 11.59pm on Wednesday 25 March. Prior to
this, New Zealand closed its borders to all non-residents. This meant that the nation went into
lockdown for at least four weeks with only essential services running and the majority of New
Zealanders staying inside their houses to help reduce the spread of COVID-19.

New Zealand is expected to remain at level 4 until 11.59pm Monday 27 April, at which time the
alert level will drop to level 3 and remain there for a minimum of a 2 week period.

As a result the flow-on social, health and economic effects of the pandemic will be significant
and of some duration. Southland has extensive enterprise in tourism, agriculture and farming,
and with a reliance on international visitors, workers and markets, will not be immune. There
will be widespread impacts within our communities, including but not limited to, an increase in
unemployment and widespread economic and social disruption anticipated for some time.

Council has an important role to play in leading and facilitating discussions around social and
economic recovery/restart, and ensuring that essential services under the purpose of Local
Government are maintained. This will require analysis and discussion of what services Council
provides, how we prioritise existing and future work streams to ensure the needs of communities
are met, now and into the future.

To this end, the Group Manager Community and Futures reprioritised the work of the strategy
and policy team to immediately focus on projects to better understand the impacts of COVID-19
for Southland and for Council.

Issues

This is a global pandemic and the medium-long term global, national, regional and local impacts
of COVID-19 are largely still unknown and in a constant state of change.

Strategy and policy staff have refocused their work to undertake COVID-19 specific priority
work, including analysis, understanding and impacts of legislative changes from central
government as a result of COVID-19, a District wellbeing scan, re-analysis of the significant
forecasting assumptions, and the principles that may determine if and/or why reprioritisation of
work streams could be considered.

Wellbeing scan

Staff have undertaken a significant literature review of COVID-19 related articles from across the
globe, relating to many key areas including tourism, education, health, environmental, social,
employment, agriculture and farming, and travel. Staff have recorded insights on what the future
will be like for people in the Southland District and for Council. Staff are in the process of
analysing these insights and other relevant data and will present their view on the early indications
of the ‘new world’ in a scan, which will be structured under the four wellbeing’s. It is intended
that this wellbeing scan will include guidance on how Council could lead, facilitate and support
communities through and after the COVID-19 pandemic.
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Lessons from previous events

Staff are evaluating past events (such as pandemics, financial crises, acts of terrorism and natural
disasters) that have impacted both nationally and globally. Analysis is being given to a wide range
of literature in order to provide a balanced view and to identify what trends exist that can help
Council better understand, and prepare for, the recovery/restart phase as a result of COVID-19.

Significant forecasting assumptions - review

Staff are undertaking a review of how Council’s significant forecasting assumptions, endorsed at
the 30 January 2020 Council meeting, may need to be reconsidered. This discussion will form the
basis of how we move forward with a revised ‘baseline’ of assumptions for the Long Term Plan
2021-2031. A literature review is being undertaken to substantiate any recommendations to
revise existing assumptions.

Reprioritisation of Council services and work streams - considerations

Staff are currently working towards an understanding of the platform from which Council would
reprioritise the services it delivers and the work streams it has underway and planned. Given the
significant and long term impacts anticipated following COVID-19, it is expected that Council
will need to consider in-depth the work that it undertakes on behalf of its communities, and the
services that it provides and the levels expected for those services.

This analysis, with a basis in global and national literature, will provide the platform for
discussion and decision making to determine, in particular, the next steps in the process of
Council’s Long Term Plan 2021-2031.

This will also provide our activity managers with a basis from which to consider and/or
reconsider current and future work streams.

Analysis of Southland Regional Development Strategy (SoRDS) and Southland Murihiku
Destination Strategy

Preliminary work has been started on an assessment of how SoRDS and the Southland Murihiku
Destination Strategy might be viewed in light of COVID-19 impacts from a Council perspective.
This work is in the very early stages and will progress as capacity within the strategy and policy
team allows, and as data from businesses within Southland becomes more readily available to
provide a state of play in the region and District. There is some work currently underway through
Great South that will contribute to Council specific assessment and analysis.

Additional projects

In addition to the projects above, strategy and policy staff will conduct analysis of the impacts of
COVID-19 on global/national/regional economic policy, economic indicators, and employment
indicators as more information becomes available, and as the team has capacity to undertake the
work.

While all the projects have a strong Southland District and Council lens, consideration is being
given to key external stakeholders and the direction and related information coming from these
agencies. Staff will remain inclusive of stakeholder positions and information as it evolves in this
fast pace environment.
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Factors to Consider

Legal and Statutory Requirements

There are no legal or statutory requirements to be considered in this report.

It is important to note that the research and analysis work currently being undertaken by strategy
and policy may be used to inform future discussions and decision making around the Long Term
Plan 2021-2031 and 2024-2034, which is a statutory requirement of Council.

Community Views

No specific community views have been sought in relation to this report.

The strategy and policy team staff have researched widely articles and literature from around the
globe to inform their thinking in relation to COVID-19 and the possible implications for Southland
in these early stages. The views sourced have been extensive to ensure that a balanced view point if
provided, and from as many key themes and topics as possible in the short space of time.

Costs and Funding

All costs associated with this work are met within existing budgets. There are no additional costs
expected.

Policy Implications

There are no specific policy implications with this work.

As noted above, this work may be used to inform future discussions and decision making relating
to the Long Term Planning process, and could therefore have influence around Council policy
decisions.

Analysis

Options Considered

There are three options to be considered in this report.

Option 1 — endorse the projects underway to inform discussions on the COVID-19 impacts for
Southland and Council and maintain a watching brief

Option 2 — request staff investigate COVID-19 impacts for Southland and Council more in-
depth and for an extended period

Option 3 — request staff cease all further work on COVID-19 projects and return to business as
usual work plan
Analysis of Options

Option 1 - endorse the projects underway to inform discussions on the COVID-19 impacts for
Southland and Council and maintain a watching brief

Advantages Disadvantages
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the research and analysis undertaken to date
is a snap shot in time and can be used to
inform discussions around the current
significant forecasting assumptions for the
Long Term Plan. These assumptions inform
the activity management plans

the analysis will help guide conversations
around work prioritisation and the rationale
for reconsidering levels of service and
currently scheduled work plans

work can get underway to inform
discussions around Councils options to act,
in light of likely and already evident
COVID-19 impacts

Council can utilise the analysis to share with
stakeholders and neighbouring councils to
better inform a District and regional response

« the analysis is a snap shot in time and in a
rapidly changing environment may be
outdated or ill-informed without in-depth
and on-going analysis being undertaken

« Council may not be positioned to respond
quickly to changing situations if analysis of
likely COVID-19 impacts changes
significantly

« acknowledges that BAU work for the
strategy and policy team will be
compromised as and when further
COVID-19 analysis work is required

Option 2 - request staff investigate COVID-19 impacts for Southland and Council more in-
depth and for an extended period

Advantages

Disadvantages

greater understanding of COVID-19 specific
impacts may be realised in a shorter time

period

Council may be positioned to respond with
haste where able, if more in-depth analysis
and understanding is undertaken

Council would maintain a heightened
understanding of COVID-19 specific
impacts for the District and be well
positioned to inform and influence
stakeholders

. global, national, regional and local impacts
of COVID-19 are largely still unknown and
in a constant state of flux. On-going work
at this early stage could be a poor use of
resource in the larger picture

. business as usual (BAU) work will be
compromised if current resource utilised to
further this work

« Council’s strategy and policy team were at
full capacity prior to undertaking COVID-
19 specific research and analysis work.
Resource to undertake legislatively required
BAU work would need to be considered

Option 3 - request staff cease all further work on COVID-19 projects and return to business
as usual work plan

Advantages

Disadvantages

the existing work streams of strategy and
policy will continue without further delay

. analysis needed to inform discussions
around work prioritisation and the rationale
for reconsidering levels of service and
currently scheduled work plans would not
be undertaken to a sufficient level
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« Council may not have the information and
analysis it needs around Councils options to
act, in light of likely and already evident
COVID-19 impacts

« Council may have a limited understanding
of likely impacts short, medium and long
term for the communities of Southland as a
result of COVID-19

Assessment of Significance

The work at this stage is not considered significant in relation to Councils Significance and
Engagement Policy.

If actions as a result of the analysis progresses however, the significance of this will increase. The
cumulative impact of matters relating to COVID-19 will mean that there is a greater degree of
importance and likely consequences for the following, as determined in Council’s Significance
and Engagement Policy (2017):

e the current and future social, economic, environmental or cultural wellbeing of the District
or region;

e people who are likely to be particularly affected by or interested in, the issue, proposal
decision or matter; and

e the capacity of Council to performs its role, and the financial and other costs of doing so.

Staff view that the project work currently underway is not of a current nature or significance that
requires consultation.

Recommended Option

Staff recommend option 1, to endorse the projects underway to inform discussions on the

COVID-19 impacts for Southland and Council and maintain a watching brief.

The loss of BAU capacity for the strategy and policy team, and the potential for additional
resource required to undertake this work, may negatively outweigh the gains achieved by
undertaking further analysis at this time. Under option 1, staff will maintain a watching brief of
the situation, and following discussions with the chief executive and group manager community
and futures, would seek to reallocate resource to this work as and when required.

Next Steps

It is the intention for staff to present their preliminary analysis and any recommendations to the
executive leadership team by late May, and accordingly to Council by the end of June 2020.

Attachments

There are no attachments for this report.
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Big Picture Workshop and Strategic Workshop Summary
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Author: Rex Capil, Group Manager Community and Futures
Approved by: Steve Ruru, Chief Executive

O Decision Recommendation O Information

Purpose

The purpose of this report is to confirm the Big Picture Workshop and Strategic Workshop
findings and to then give consideration to these when reviewing and updating the draft strategic
framework as part of the Long Term Plan 2021-2031 development.

Executive Summary

As part of the 2019-2022 triennium Council induction programme, Council has recently
participated in two workshops with a longer term and strategic focus.

On 31 January 2020 Alicia McKay facilitated “The Big Picture’ workshop with councillors and
executive leadership team members.

On 19-21 February 2020 Council staff facilitated a strategic workshop with Council elected
members including the mayor, councillors and community board chairs.

The workshops provided the opportunity to generate conversations and thinking about the big
issues and longer term challenges facing the District as a whole and Council specifically.

A number of the key themes and findings have been captured to assist with developing an
approach to undertake next steps and to align and integrate where possible with the Long Term
Plan 2021-2031 process.

There will be consideration given to the impact of COVID-19 on the short term response and
medium to long term recovery and restart phases. The work being undertaken in this area will be
reported back to Council once completed. However, it is important to recognise the big picture
and strategy workshop purpose was for Council to consider the 10 to 30 year horizon for the
district. To this end the workshop sessions will assist Council in staying on strategy albeit that it
may decide to alter the approach that is pursued in the short term as a result of the impacts of
events, like COVID-19, which will inevitably occur at different stages of its strategic journey.

7.9 Big Picture Workshop and Strategic Workshop Summary Page 71



Community and Strategy Committee
6 May 2020

Recommendation

That the Community and Strategy Committee:

a) Receives the report titled “Big Picture Workshop and Strategic Workshop Summary”
dated 24 April 2020.

b) Determines that this matter or decision be recognised as not significant in terms of
Section 76 of the Local Government Act 2002.

(4] Determines that it has complied with the decision-making provisions of the Local
Government Act 2002 to the extent necessary in relation to this decision; and in
accordance with Section 79 of the act determines that it does not require further
information, further assessment of options or further analysis of costs and benefits
or advantages and disadvantages prior to making a decision on this matter.

d)  Endorses the key outcomes, big issues and future planning priorities identified at
the Big Picture Workshop on 31 January 2020 - being:

Key Outcomes

- happy, healthy Southlanders

- resilient, engaged communities

- thriving, sustainable economy

The Big Issues

- climate change

- infrastructure investment

- funding constraints and options

- Council’'s economic and social remit

- iwi and partner relationships

- service delivery structures

Future Planning Priorities

- show leadership through infrastructure spend

- boost local economy and support industry

- support managed retreat for declining communities

- foster community self sufficiency

- invest in strategic partnerships

- long term funding and investment strategy

- central government relationship strategy

- approach iwi to consider new ways to build relationships

e) Endorses the principles from the Strategic Workshop on 19-21 February 2020 -
being:

- community well-being - understanding Council (the organisation) needs to
change how it thinks, operates and makes decisions and move toward the
implementation of the four well-beings in our decisionmaking approach and
what we do

- environment - understanding and recognising the increasing community and
generational awareness of kaitiakitanga - that the guardianship and protection
of the environment - regeneration ideals surpass sustainability
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f)

g)

h)

j)

k)

- future generations - taria te wa and manaakitanga - recognising and
acknowledging that Council has to advance long term thinking with the
communities it serves, the concept of caring for others and that it is ok for
conversations to be about the next 50-100 years

- Tikanga Maori and cultural authenticity - recognising the responsibility to
embrace tikanga or cultural beliefs and value set of tangata whenua - drawing
on the traditional principles of stewardship and guardianship for others.

Notes that staff will integrate the themes and principles as part of the next stages of
the LTP 2021-2031 including reviewing and revising the draft strategic framework.

Note that staff will give consideration to the findings and direction provided when
developing the strategy development work programme required to be undertaken
to support the next stages of the longer term integrated strategic planning approach
for the District.

Note that staff will report back to the Committee on the COVID-19 research work
being undertaken and how this might be best incorporated into Council’s short to
medium term approach to pursuing its strategy once this research work has been
completed in the next two months.

Recommend to Council that it endorse and adopt the key outcomes, big issues and
future planning priorities identified at the Big Picture Workshop on 31 January 2020
and the principles from the Strategic Workshop on 19-21 February 2020.

Recommend to Council that it support the integration and incorporation of the
themes and principles into the next stages of the LTP 2021-2031 process including
reviewing and revising the draft strategic framework.

Recommend to Council that it support the integration and incorporation of the
themes and principles into the strategy development work programme required to
be undertaken to support the next stages of the longer term integrated strategic
planning approach for the District.
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Background

As part of the 2019-2022 triennium Council induction programme, Council has recently
participated in two workshops with a longer term and strategic focus.

As further context, Council at its 19 June 2019 meeting received the report titled “Big Picture
Workshop and Strategic Workshop Summary” and “Noted the draft strategic framework for the
Long Term Plan 2031”.

The draft strategic framework presented to the June 2019 meeting was developed following a

series of workshops in March 2019 (involving the Youth Council as well as Council) and May

2019. The feedback from these workshops was acknowledged and informed the draft strategic
framework as detailed and noted in the following table:

Mission: Working together for a better Southland

Vision: “Southland — one community offering endless opportunities”
Community Outcomes
e Environment - Kaitiakitanga for future generations
®  Culture - Inclusive, connected communities
e Economic - A diverse economy creating healthy and affordable lifestyles
® Social - Empowered communities with the right tools to deliver the best outcomes
Strategic Priorities:
e Improve how we work to build resilience
e Better preparing our communities and council for future changes
e DProvision of appropriate infrastructure and services

e Support healthy environments and sustainable communities

Following on from the recent Big Picture Workshop and Strategic Workshop it is appropriate for
this triennium’s (2109-2022) Council to consider the draft strategic framework and review, revise
and refine it as required.

A turther report will be presented to Council at its 20 May 2020 meeting to enable it to consider
the findings from the recent workshops and review and revise as required the draft strategic
framework to be incorporated into the draft Long Term Plan 2021-2031.

The Big Picture Workshop

On 31 January 2020 Alicia McKay facilitated a workshop with councillors and executive
leadership team members.

The workshop was intended to generate discussion and hard thinking about the big issues facing
Southland District in the long term, and where and how Council can play a leadership role in
that. Attachment A provides a summary of the findings from the day.
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The key findings from the day can be broken down into key outcomes, the big issues and future
planning priorities.

Key outcomes identified for the District are:

- happy, healthy Southlanders
- resilient, engaged communities

- thriving, sustainable economy.
The big issues identified were:

- climate change

- infrastructure investment

- funding constraints and options

- Council’s economic and social remit
- iwi and partner relationships

- service delivery structures.
Future planning priorities identified for the district are:

- show leadership through infrastructure spend

- boost local economy and support industry

- support managed retreat for declining communities

- foster community self sufficiency

- invest in strategic partnerships

- long term funding and investment strategy

- central government relationship strategy

- approach iwi to consider new ways to build relationships.

The workshop provided an opportunity for all involved to participate and contribute in a
constructive and positive way. The constant throughout the day was the recognition of the
importance to be prepared to have the conversations and to consider the challenges and
opportunities from a long term, intergenerational future perspective.

Strategic Workshop

On 19-21 February 2020 Council staff facilitated a strategic workshop with Council elected
members including the mayor, councillors and community board chairs.

The sessions throughout the 2 /2 days involved interactive sessions delivered by Dr Ganesh
Nana (BERL), Kristin Dunne (Tourism Bay of Plenty), mayor and councillors and Council staff.

The aims of the strategic workshop were to develop
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an understanding of the ecosystem and wider context council operates in

a shared understanding of the strategic challenges and opportunities facing the District,
region and local government as we look to the future

a view on how Council might best plan for and provide leadership at a District and regional
level in relation to the strategic challenges it and the District’s communities face

an understanding of the purpose and need for longer term planning (30 years) and commit
to achieving a shared vision for the District

an understanding of the collective responsibility required to achieve strategic goals and the
approach needed to pursue to realise the future vision for the District and region

the shared understanding required and prioritise how Council (the organisation) needs to
function if it is to provide the leadership needed for the District and region to be successful

a way to build on the Big Picture Workshop findings from 31 January 2020.

Key themes that were identified throughout the workshop included:

how communities are viewed can vary and can be considered by way of communities of
place; communities of interest; communities of identity

a need for recognition and consideration of those who are not in the room or at the table —
iwi, young, migrants as examples

a recognition that business as usual is not business as usual anymore and that traditional
systems and models are not keeping up with disruptors

a fundamental role of local government is that it is close to community and Council is
representative of its community and Council exists to serve its community

the stakeholders of Council are much more than ratepayers and are not defined by
geographic boundaries

the reintroduction of the four well-beings (social, economic, environmental, cultural) as the
purpose of local government in the Local Government Act 2002 has provided the
opportunity to consider the wider wellbeing benefits and costs when decisionmaking

the well-beings consideration assists in defining value by being consistent with values. To
understand this we need to consider decisions against our values

values are related to being guardians of the taonga, a strong sense of turangawaewae and
acknowledging that we recognise the mandate of tangata whenua and the community in the
decisionmaking required

engaged communities isn’t the same as engaging with communities

a recognition of requiring an open mind to new ways of doing things and the recognition of
Council needing to move from the traditional ‘power and control’ model to offset the
imbalance of power in the community

a need to focus on communication and engagement — cannot expect the people to come to
us — Council needs to go where the people are
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- the concept of a hub is much broader than a physical location — it involves a social
connectedness of people and connected services that help build stronger communities.

The four key principles recognised as a result of the workshop include:

- community well-being — understanding Council (the organisation) needs to change how it
thinks, operates and makes decisions and move toward the implementation of the four well-
beings in our decisionmaking approach and what we do

- environment — understanding and recognising the increasing community and generational
awareness of kaitiakitanga - that the guardianship and protection of the environment —
regeneration ideals surpass sustainability

- future generations — taria te wa and manaakitanga — recognising and acknowledging that
Council has to advance long term thinking with the communities it serves, the concept of
caring for others and that it is ok for conversations to be about the next 50-100 years

- Tikanga Maori and cultural authenticity — recognising the responsibility to embrace tikanga
or cultural beliefs and value set of tangata whenua — drawing on the traditional principles of
stewardship and guardianship for others.

A point that was raised early at the workshop was the recognition of iwi absence in the room and
it initiated the bigger conversation regarding Council’s overall relationship with iwi. Throughout
the workshop it became increasingly important as a topic and theme and is recognised as a
relationship development priority.

Issues

Council needs to confirm the Big Picture Workshop and Strategic Workshop findings and to
then give consideration to these when reviewing, revising and updating the draft strategic
framework as part of the next stages of the Long Term Plan 2021-2031 development.

As with long term strategic planning activities there are a number of philosophical and political
ideological issues that can be raised. In this regard there is no right or wrong or even resolution
to matters raised but more a recognition that there are differing views that need to be considered.

The other significant point highlighted at both of these workshops was the recognition that
change is difficult to advance; that the change required will take time; that this is a process that
involves both Council and stakeholders and therefore is reliant on a collective will to participate
and change; that in fostering and encouraging change there needs to be a recognition of the need
to change habits and create new habits.

Some of the specific issues and challenges identified included:

- how do Council and community/stakeholders connect?

- how does Council (as an organisation) create the environment to support the change
required in the way of working?

- how do we recognise a lot of the change required relies on strong relationships and mutual
respect from the various parties involved?
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- how does Council get the message of its strategic framework, direction and associated
change that is happening or required outside of Council chambers — both externally to the
communities/stakeholders and internally to its operations and setvice deliverers?

- how is it recognised that this is not just a Council issue — it is a challenge for the community
as much as for Council that requires leadership from and within the community?

It is important that Council recognises the challenges ahead of it and that it is provided with the
relevant and appropriate detailed information to best make informed decisions.

There is the need to ensure that systems and processes are developed that support the change
recognised and required.

The opportunities that have been identified in discussing the thinking required to deal with the
long term challenges has meant that Council has focussed its thinking to address and consider
alternatives. This has also allowed for different conversations starting to be had. While this might
be challenging to the status quo it also provides an opportunity for Council to advance its role in
the representative leadership and civic leadership areas of responsibility. This is not always easy,
but is necessary.

COVID-19

As we are aware New Zealand is currently in a national state of emergency as a result of the
COVID-19 global pandemic event. The community wellbeing impact of COVID-19 at an
international, national, regional, district and local level is still to be well understood and is
speculative in nature at this eatly stage.

There will be the need for Council to undertake various pieces of work to understand in more
detail the impact of the COVID-19 event to the district. It is intended this will require the pieces
of work to be planned and its development phased to occur as the event unfolds and associated
insights are developed and impacts realised.

Currently, in the mitigation and response phase, Council’s Strategy and Policy team has initiated
some analysis and assessment work which will assist in informing some of Council’s corporate
performance planning work, Great South has been involved in collecting information relating to
business impacts across the region, Emergency Management Southland has also been collecting
information relating to community welfare related matters. Council’s Community Leadership
team has also been working alongside community elected representatives and community leaders
in considering response issues.

As we move into the recovery and rebuild phases there will be other series of work required to be
undertaken to assist with analysis and assessment of the impact. This work will still focus on the
short to medium term in the interim and the longer term strategy work that Council has
undertaken will remain as the foundation for Council’s vision and direction. In this regard it is
important Council stays on strategy but realises it can alter or amend its shorter term plans and
work programmes to deal with the immediate needs.

Some recent literature and information that has come through from Destination Think and
McKinsey and Company sums up the phases and stages to consider in dealing with COVID-19
in the immediate and short term.
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38  'This first slide from Destination Think recognises the phases to progress through in dealing with
the COVID-19 event over time.

MITIGATE |RESTART |REIMAGINE

TOURISM ECONOMY

39  The second slide from McKinsey and Company recognises the scenario planning required at the
various levels or stages of the planning process in dealing with the COVID-19 event in these
early stages.

TRUE UNCERTAINTY

CLEAR ENOUGH FUTURE
Single view of the future

40  To provide a context in this scenario based planning approach we have been operating at level 1
and it is now recognised we need to switch to level 3 to assist in making informed decisions for
the shorter term based on data, research, expert insights and analysis.
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This work, separate to the longer term strategy work required, will become a focus in response to
COVID-19 and the immediate and shorter term plan prioritisation and work programme
decisions that need to be made. It is about staying on strategy and adapting the approach taken in
the short to medium term to how Council might head towards its long term strategic focus.

The approach to be pursued in the short to medium term still needs to be developed. It is
intended that this work will be developed and discussed with Council in the next three months
once the research work currently under development to provide data and insights into the likely
impacts of COVID-19 is available.

Factors to Consider
Legal and Statutory Requirements

There are no legal or statutory requirements related to the workshops. However, the themes and
principles will inform the Long Term Plan 2021-2031 strategic framework which is a requirement
of the Local Government Act 2002.

Community Views

Community views will be considered as part of the Long Term Plan 2021-2031 whereby the
strategic and long term thinking and direction will be considered.

The community engagement processes will also allow Council to inform and provide greater level
of detail and clarity on issues that the community requires an awareness of.

Community views and community understanding will be important for the future consideration
of the long term thinking required and the associated principles recognised as important for
Council.

Costs and Funding

There are no extraordinary costs or funding requirements as a result of the workshops. The
workshops were planned and part of the work programmes and budget for the 2019 — 2020
tinancial year.

Policy Implications

There are no policy implications related to the workshops findings. The information identified
and themes and principles identified will assist in refining and confirming the strategic framework
development as part of the Long Term Plan 2021-2031.

Analysis
Options Considered

There are two options to consider — (1) Agree and endorse the Big Picture Workshop key
outcomes, big issues, future planning priorities and the Strategic Workshop principles are an
accurate representation of the workshop discussions or (2) Do not agree that the Big Picture
Workshop key outcomes, big issues, future planning priorities and the Strategic Workshop
principles are an accurate representation of the workshop discussions.
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Analysis of Options

Option 1 - Agree and endorse the Big Picture Workshop key outcomes, big issues, future
planning priorities and the Strategic Workshop principles are an accurate representation of
the workshop discussions.

Advantages

Disadvantages

provides a good summary record of the
respective workshop discussions to be used
to support future planning and prioritisation
discussions

assists staff with developing the next stages
of the Long Term Plan 2021-2031 and
reviewing and refining the draft strategic
framework

provides direction to the organisation and
communities as they contemplate the issues
and opportunities available to them

supports the development and focus for the
next phases of community engagement and
clarification of key messages.

« could be viewed as limiting and narrowing
the focus of the planning process
prematurely

« does not recognise that planning processes
are fluid and subject to short term changes
which Council has limited influence over.

Option 2 - Do not agree that the Big Picture Workshop key outcomes, big issues, future
planning priorities and the Strategic Workshop principles are an accurate representation of
the workshop discussions.

Advantages

Disadvantages

reopens the conversation to ensure clarity is
achieved and agreement is able to be reached

assists in closing the loop by getting
clarification and correcting any matters that
not are agreed with so they can be confirmed
accordingly.

. if agreement is not reached then does not
assist with providing clarity of direction

. makes it difficult to confirm the overall
direction and purpose and deliver key
messages to the community

. creates uncertainty for staff and
communities around the future focus and
key points for consideration as part of the
Long Term Plan 2021-2031 development
process.

Assessment of Significance

50  This is not recognised as significant in terms of the Significance and Engagement Policy.

7.9

Big Picture Workshop and Strategic Workshop Summary

Page 81




51

52

53

Community and Strategy Committee
6 May 2020

Recommended Option

It is recommended by staff that the Community and Strategy Committee endorse the Big Picture
Workshop key outcomes, big issues, future planning priorities and the Strategic Workshop
principles are an accurate representation of the workshop discussions.

Next Steps

If the Community and Strategy Committee approve the recommendations a report will be
prepared for full Council recommending it adopt the key outcomes, big issues and future
planning priorities identified at the Big Picture Workshop on 31 January 2020 and the principles
from the Strategic Workshop on 19-21 February 2020 to support their integration and
incorporation into the next stages of the L'TP 2021-2031 process and strategy development work
required as part of an integrated strategic planning approach for the District.

There is a sense of understanding across the organisation for the need to continue to progress
and develop the principles into the way of working for Council and community. It is recognised
that the changing focus and revised approach will take time to transition. It will require
refinement and be phased and staged. The two priorities to be undertaken concurrently include

- development of an overarching community well-being framework to support the Southland
District Council strategic approach by July 2020

- recognition and incorporation into the next stage milestones and processes associated with
the Long Term Plan 2021-2031 development — including an ongoing review of the strategic
framework and supporting the development of activity management plans.

Attachments

A The Big Picture Strategic Workshop Summary - 31 January 2020 §
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SOUTHLAND
DISTRECT COUNCIL

The Big Picture - Strategic Workshop
31 January 2020 - SDC Councillors and ELT

Introduction

The following is a summary of key take outs from the day — as prepared by Rex Capil, GM Community
and Furures.

THE BIG
PICTURE

The Big Picture - Strategic Workshop Invercargill 984 & southianddr govi.nz
7/02/2020
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Approach

This workshop was intended as a Big Picture check in to ask — are our big issues really our big issues? It
wasn’t about talking about the LTP. It was about provoking, to kick off a new Council term and a new
decade, with some hard thinking about the big issues facing Southland District in the long term future, and
where Council needs to focus to play a leadership role in that.

The information sharng approach involved pre the workshop, the completion of a diagnostic survey

(online, three questions) to get everyone’s head in the right space and provide some kick-off content.

Working with the natural rhythm of our brains and chrono-biological clock, the day itself was split into
three main parts:

Part 1 (morning) was the analytical bit. In groups, and together, we picked our ‘bigissues’ apart and then

put them back together as a team.
In the middle of the day, we started to draw some new connections —what are we missing here?

In the third part of the day, when our brains are tired but open to lateral thinking, we were all about
discussion that fostered debate and alignment — and brought us to a close feeling positive, open and jolted
by reality. This was not really an issue — as we were all cognisant throughout the day at what was
happening with the main office block and high winds reaping havoc.

Big picture direction - why?
Impact

Direction

Engagement

Alignment
Responding to change

QOutcomes are to be:
Positive
Attributable
Measurable

All together to get to a change — with the change being ‘better’, ‘improved’, ‘more’, ‘greater’ etc. etc.

Strategy 101

Aspiration: WHY? Big Picture

Intentions: HOW? Priorities and approach
Operations: WHAT? Actions and initiatives

Workshop

Page |2
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What we told Alicia:

SOUTHLAND

DISTRICT COUN

The most important decisions facing Council are:

Climate change

Investment in infrastructure
Environmental issues

Business growth

Central government regulations
Funding options

Managing tourism

Potential amalgamation

Biggest future unknowns:

Climate change

Funding

Asset requirements
Technology

Financial, trade and tourism

Central government regulations

What Council needs to think differently about:

Collaboration with others

Community representation and engagement
Community leadership on social issues

Service delivery structures — commercial/ CCO
Housing

Our big issues:

Climate change and sustainability
Infrastructure investment
Defining Council's economic and social role

Funding and rates options

Structure — partnerships, engagement and devolution

icture - Strategic Workshop
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PICTURE

SOUTHLAND
DISTRICT COUNCIL

KEY OUTCOMES

Happy, healthy Southlanders Resilient, engaged communities Thriving, sustainable economy

TRICKY QUESTIONS FUTURE PLANNING

THE BIG ISSUES

Climate
change

Funding
constraints
and options

Iwi and
partner
relationships

Infrastructure
investment

Council’s

economic

and social
remit

Service
delivery
structures

How do we get
central
government to
hear us?

Should we
co-govern with
iwi?

How do we
engage with
unheard
members of our
community?

Should others
be delivering
Council services
with or for us?

Is our spending
too short-term
focused?

How can we
work to
connect others
in the
community?

How do we
support
declining
communities?

What
innovative
funding models
can we
consider?

Show
leadership
through
infrastructure
spend

Support
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Report Purpose

This community well-beings and strategic issues overview report is prepared and presented to the
Community and Strategy Committee as part of its standard order paper each meeting, as far as is
practicable.

This report is intended to inform the committee of recent developments, points of interest and
points for consideration as part of the overall strategic context and community well-beings
(social, economic, environmental, and cultural) discussions that Council is part of — nationally,
regionally and locally.

The report is also used to provide insight of ‘happenings’ from other regions that maybe of
interest and relevance to the District. This provides a wider strategic context on a national and
regional scale to assist in Council’s understanding of issues and areas of impact occurring
elsewhere.

Importantly, the report aims to initiate discussion and conversation amongst councillors and
communities to support the opportunity to participate and contribute to Council’s direction
setting and positioning with regards to the multi stakeholder environment it operates in.

It is intended the format and content of the report is divided into five headings — reflecting the
four well-beings plus other regional happenings. The topics covered under each of the headings
are a selection of recent articles and publications and are summarised with the associated link
attached from where the information is sourced and/or the full document attached when
relevant.

Recently feedback has been received following the big picture and strategic workshops as to how
we incorporate the need for longer term views and developing a proactive approach to remain
abreast of strategic issues that may/will impact on the District communities and then
subsequently Council. This report is one way in which Council is attempting to be proactive in
recognising and highlighting topical strategic issues and it is intended to evolve the approach to
generate discussions and forums to continue to build and grow the understanding of Council and
communities. This is a work in progress.

The bulk of this report was prepared pre COVID-19. However, it is important to recognise many
of the issues and situations have not disappeared as a result of COVID-19 and the purpose of
local government as per section 10 (1) (b) of the Local Government Act 2002 is to promote the
social, economic, environmental, and cultural well-being of communities in the present and for
the future. This purpose is as significant today as it was pre COVID-19 for Council and the
district it serves.

The purpose is also explicit in recognising that local government should be giving consideration
to future generations and communities. The big picture and long term focus is important to assist
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Council in making decisions that have intergenerational impact and also relate to services and
assets that have a 50 — 100 year life. Local government has an important role to play in making
decisions today that will impact on generations to come — and the Te Tauihu Intergenerational
Strategy referenced at the end of this report provides a good example of the value in this
approach.

Social Well-being

For the purpose of this report we consider social well-being to reflect topics related to how
people and communities engage in work, study and social activities.

The following is a summary of a selection of recent articles and publications relating to the social
well-being topic.

Engaged communities. How community-led development can increase civic participation

The Helen Clark Foundation and BERL co publication discusses the notion that informed and
engaged communities are central to a healthy democratic society and given their importance, local
government should be striving to foster engaged communities.

The report talks about creating genuine opportunities for vibrant and authentic engagement
which requires a focus on process.

Local government has to walk the talk and step into their role as enablers of community led
development to create space for communities to thrive and be engaged. The recommendations
address how local government can support different types of community — the communities of
place, interest and identity all relate to people.

Empowering community-led development is complex, iterative, long term in nature, requires
patience and perseverance from all parties involved.

The report identifies that local government must commit to fostering genuinely engaged
communities to improve the lives of the people they represent. The report is attached as
attachment A.

Point to note:

Of particular interest for Southland District Council is to recognise a lot of the messaging
identified in the publication is similar to that being progressed as part of the wider community
leadership approach championed with its communities.

Education and staffing

At the start of most calendar years there is much discussion around staffing issues at schools —
nationally and regionally. This has again been highlighted here in Southland.

Schools play an important role in developing and building the social fabric of the communities
they serve. This is very much the case in rural areas and certainly in Southland District.

The following links reflect the issues and provide a local and national focus on the situation —

https:/ /i.stuff.co.nz/southland-times/southland-top-stories /118633550 /southland-schools-

have-relief-staff-on-standbv-for-start-of-school-vear
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https://www.nzherald.co.nz/nz/news/article.cfm?c id=1&obijectid=12303016

Point to note:

It is important that Southland District Council is aware of any pressures placed on schools and
communities as a result of teacher shortages and the wider implications of such. Council can have
a supporting role in advocacy, futures planning and strategy development and a community
leadership role in supporting communities in dealing with the implications of the societal
pressures and changes facing the District.

Rural industries and staff shortages

Labour supply issues and the continued development of programmes to support young workers
into rural employment remains an important topic for Council and communities.

The following link reflects the issues and provides a regional and local perspective on the
situation — https:/ /i.stuff.co.nz/southland-times/118969061 /staff-shortages-hurting-rural-
industries-in-southland

Point to note:

Of particular interest for Southland District Council is the need to remain abreast of what can
continue to be done to assist rural Southland industries and young Southlanders in bridging the
gap in labour demand and supply. It is important that this matter is continued to be supported by
investing in the services from Great South to support Southlanders in the rural workforce and
related industries. This is important as the impact of COVID-19 is understood with regards to
worker displacement and unemployment

Maori workforce grows 50 percent in five years

BERL has completed a think piece considering the points related to a growing Maori population
and the related differences in the age structure compared to the overall New Zealand population.

The following link provides an article from BERL which looks at this point -
https://betl.co.nz/economic-insichts/community-development-government-and-fiscal-policy-

maori-economy-migration-and

Point to note:

While there is still a lot of analysis and interpretation of this information to occur it is important
for Council to be aware of the developing trends as it feeds into the changes in work and
employment matters for the future which will impact on Southland communities demographic
and population age structures and diversity.

Economic Well-being

For the purpose of this report we consider economic well-being to reflect topics related to how
financial and human made physical assets impact on how people live, deliver services and work
together as a society.
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The following is a summary of a selection of recent articles and publications relating to the
economic well-being topic.

KPMG Agribusiness Agenda 2019

The KPMG Agtibusiness Agenda marks a significant milestone with it being the 10" year of
being published. The document is attached as attachment B.

The document reflects on how the food sector has evolved, details progress in transitioning from
volume to value, recognises the global environment of rapid and disruptive change, considers the
pulse of the industry and what is necessary to maintain relevance in the future, and consider the
impacts of the fusion of technologies of the fourth industrial revolution to enable the first Global
Agrarian Revolution.

This contributes to the industry’s discussion of disruption, innovation and adaptation. It
discusses the acceleration of both global farming systems and trends and the greater awareness
and knowledge of consumers and their demands in relation to products. Understanding such
trends gives the sector a strong base to build further innovation and value creation and to ensure
a viable and sustainable food and fibre sector into the future.

Ministry for Primary Industries: Situation and outlook for primary industries December
2019

The report outlines the state of New Zealand’s primary industries and their prospects for growth
over the next four years. It recognises that to enable the primary industries to continue to thrive
then it is important to have up to date, reliable information on the challenges and opportunities
facing New Zealand’s primary industry sectors.

The document is attached as attachment C.

Point to note:

The primary sector industries are significant contributors to the Southland economy and it is
important that Council continues to remain abreast of the opportunities and challenges facing the
sector. The primary sector is an important contributor to the overall community well-being of the
district and has implications much wider than just the economic well-being of communities.

Environmental Well-being

For the purpose of this report we consider environmental well-being to reflect topics related to
how the natural environment impacts on how communities align resources and support resource
allocation and usage required to live a sustainable life.

The following is a summary of a selection of recent articles and publications relating to the
environmental well-being topic.

For the after-comers

The Maxim Institute has prepared a think piece which is timely in building on the recent
discussions Council has had around community well-beings, value being related to values, the
natural environment and how what we do now will shape the legacy we leave to the generations
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to come. It discusses the obligations related to being good stewards in taking care of something
that belongs to someone else and passing it on undamaged or in an improved state.

The following link provides access to the article https://flintandsteelmag.com/article/for-the-
after-comers-2/

Tourism industry working to ensure a sustainable future

It is recognised these articles and the conversation pieces were gaining traction pre COVID-19.
While the issues may be needing to be considered in a different environment now, it would seem
they are still significant and important discussions to be had as the tourism industry and its future
is reimagined and recreated post COVID-19.

Over recent years the government has produced its tourism strategy and New Zealand Tourism
Industry Aotearoa has recently released its own updated strategy for 2025 and beyond. As part of
these discussions the topics of sustainability and environmental impact are raised. The following
links provide reference to these points

https://crux.ore.nz/national-news/tourism-industry-working-to-ensure-a-sustainable-future

https://thespinoff.co.nz/society/20-01-2020/ the-nz-tourism-industry-cannot-afford-to-ignore-
the-elephant-in-the-room/

When will NZ be real about our scary future?

Climate change impact continues to generate a lot of discussion and the following article provides
insights for consideration relating to the topic and actions or inactions related to it.

The following link provides access to the article
https:/ /www.newsroom.co.nz/(@comment/2020/02/03 /1012805 /when-will-nz-be-real-about-

scary-future#

Points to note:

Southland District Council recognises the global nature of the environmental well-being issues
and opportunities on the table at the moment. This supports a shift in thinking to gain an
understanding of the global and national influencers and externalities that impact on Southland
and what it means in having to prepare for situations outside of New Zealand and Southland
control.

As the associated environmental issues are considered from a global perspective it is becoming
increasingly apparent that the impacts on the District communities can be quite significant and
creating awareness and supporting the building of resilience is important for Council to cognisant
of and contribute too.

While the above points to note were written pre COVID-19, the impact of the global
environment on Southland district is no better illustrated than by this event.

Cultural Well-being

For the purpose of this report we consider cultural well-being to reflect topics related to how
people live and work together and includes cultural and community identity, traditions and
customs and common values and interests.

7.10 Community Well-beings and Strategic Issues Overview - March - April 2020 Page 93


https://flintandsteelmag.com/article/for-the-after-comers-2/
https://flintandsteelmag.com/article/for-the-after-comers-2/
https://crux.org.nz/national-news/tourism-industry-working-to-ensure-a-sustainable-future/
https://thespinoff.co.nz/society/20-01-2020/the-nz-tourism-industry-cannot-afford-to-ignore-the-elephant-in-the-room/
https://thespinoff.co.nz/society/20-01-2020/the-nz-tourism-industry-cannot-afford-to-ignore-the-elephant-in-the-room/
https://www.newsroom.co.nz/@comment/2020/02/03/1012805/when-will-nz-be-real-about-scary-future
https://www.newsroom.co.nz/@comment/2020/02/03/1012805/when-will-nz-be-real-about-scary-future

47

48

49

50

51

52

53

54

55

56
57

58

Community and Strategy Committee
6 May 2020

The following is a summary of a selection of recent articles and publications relating to the
cultural well-being topic.

Migrant and cultural integration and identity

Opver recent times the cultural make-up of the New Zealand and Southland population has
diversified with the increase of migrant labour and a more mobile and transient labour force.

Migration and the implications of such raise points related to integration and social mobility. It
also brings to the forefront for community consideration issues related to cultural values, the
essence of place and sense of belonging and societal change as a result of a more diverse
population.

The Maxim Institute has recently republished some think piece articles which are timely in
providing some insights and lessons from the past and from other countries.

The articles also consider cultural identity issues related to New Zealand and the results of
colonisation and identity in New Zealand.

The following links provide access to the Maxim Institute think pieces
https://flintandsteelmag.com/article/the-challenges-of-integration-lessons-from-britain /

https://flintandsteelmag.com/article/reconciliation-colonisation-and-identity-in-aotearoa-new-

zealand/

Points to note:

Southland District Council recognise the greater diversity of the Southland and New Zealand
population and the associated opportunities and challenges this can involve.

The topic has been discussed as part of recent strategic workshop presentations and identified
the need for decision makers to consider those ‘not at the table” and recognising the difference in
measuring value based on different values.

Regional Happenings - Tasman, Nelson and Marlborough

This section aims to provide information recently highlighted relating to an area/region
elsewhere in New Zealand.

The area/region identified in this report is top of the south — Tasman, Nelson and Marlborough.

The articles identified below highlight some insights and significant developments occurring in
the top of the South, related to destination management and a Te Tauihu intergenerational
strategy.

In what is a common topic nationally, and one that Southland District Council has been involved
with in regards the development of the Southland Murihiku Destination Strategy, the Nelson
Regional Development Agency discusses the transition from being a regional tourism
organisation to including destination management and what this has meant to the NRDA:
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NRDA'’s Mark Rawson on making the
move into destination management

By Shannon Williams

Funding increases from both the private and public sector is a key outcome following
the transition from being a regional tourism organisation to including destination
management, according to Nelson Regional Development Agency chief executive
Mark Rawson.

Speaking to the Ticker following his presentation at the recent Tourism Export
Council of New Zealand conference in Auckland, Rawson said the level of both
public and private sector investment had increased in real terms.

As an RTO, funding for NRDA from local government investment in tourism totalled
$660,000 in 2016, while private sector investment came in at $100,000. In 2019, this
increased to approximately $900,000 and $350,000 respectively.

“We’ve managed to maintain and grow some public sector investment into the sector
as a result of the structure,” said Rawson.

“Because of the way we are structured, we do have the opportunity to leverage our
other parts of the business. There is quite a bit of benefit for the sector in leveraging
funding from the other areas of NRDA activity, such as talent attraction and business
development,” he said.

Rawson said NRDA had almost 200 businesses invest in it last year to help deliver
our services.

“Partners are the most important things for us. They are absolutely critical to our
success as a region. If we can’t get buy-in from them, we are more than likely not
able to carry out our longer-term plans.”

As an RTO, Rawson said Nelson Tasman had a strong destination marketing focus,
with key functions including international and domestic marketing, conventions and
business events, and 1-SITE management.

“Tourism is New Zealand’s number one export, and one of the largest employers in
the country. There’s a whole lot of factors that start to become really important in
how to grow the economy. That’s why we have followed the DMO model,” he said.

“Moving into destination management meant the organisation could position Nelson
Tasman as a place where talent and investment would want to be. We can connect
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our people and companies with opportunities to grow and innovate; we can promote
the destination as a place of choice for higher-value visitors who visit in from March
to November, and we can put more focus on partnerships with the public and private
sectors to build stakeholder engagement and drive NRDA’s role in strategy
execution.”

Rawson said Nelson Tasman had invested a lot to get its digital presence right, and
this paid off with a 40% increase in website traffic to nelsontasman.nz.

“We invested a reasonably serious chunk of money into it over the last two years, to
get us digitally fit. This year has been about the deployment of that.”

Rawson said approximately $200,000 had been invested across all digital channels
and activities plus one human resource over three years.

Rawson said transforming into a DMO helped galvanise a wider sector of community
support for the visitor sector.

“We have a better capacity to respond to challenges, we have wider stakeholder buy-
in and we have improved the sector’s relevance amongst other sectors with similar
challenges, such as talent, infrastructure and investment,” he said.

“We have been able to align our talent and visitor marketing activity and have better
access to investment programmes and improved engagement in regional
infrastructure planning. We also have better leverage when it comes to public and
private funding.”

Rawson said the upcoming summer season was looking positive.

“We’ve had a slightly later kick-off to the season but by all accounts it’s starting to
look really good and we’re hearing good things from our operators. Last year we had
a bit more of an extended season, pushing into autumn, so we’re confident that will
happen this season,” he said.

“Travel trends are changing a bit, which is really helpful in addressing those seasonal
challenges we have. The domestic market is playing a huge role in that as well. Kiwis
are changing when they travel; it’s not always in peak season and they’re often
travelling later in the year when there aren’t as many people around.”

He said 2020 will see a lot of work put into its destination management plan in
partnership with Marlborough.

“Getting an integrated visitor sector plan to address those challenges is one of our
key goals for next year. Getting those things aligned would be helpful. On top of that
we are looking at ways we can get 150,000 local ambassadors for our region. A big
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focus of that piece of work will be creating lower footprint journeys across the region,
and we already some operators doing that, which is great.”

The other topic of interest as Southland District Council looks to consider the implications of
some of the recent strategic and big picture conversations is around intergenerational planning
and the well-beings conversations. Attachments D and E include a PowerPoint presented in
November 2019 and the recently released draft of the Te Tauihu Intergenerational Strategy.

As some context, the Te Tauihu Intergenerational Strategy is an initiative aiming to develop a
roadmap for Marlborough, Nelson and Tasman to realise the full potential of the whole of the
top of the south region.

The initiative is led by Wakatu Incorportaion in partnership with all three councils; the business
community; Nelson Marlborough Institute of Technology; and whanau, hapu, and iwi across Te
Tauihu.

This is a first for Te Tauihu. It is a coming together of the parties to develop a shared strategy
that focuses on the wellbeing of the whanau (people), putea (economy) and Taiao (environment)
across the whole region.

The concept was that by all being involved — from industry and iwi toi communities and councils
— and working more closely together, then all can draw on the shared knowledge and resources;
increase the influence and potential of the region; and deliver longer term, interconnected
planning that benefits all.

The attachments provide a very good story and understanding of where Te Tauihu has come
from and where it is going.

Based on the recent work undertaken by this Council it is relevant as it considers how best it
wishes to advance its big picture and long term views thinking based on a wellbeing framework
and intergenerational decisionmaking.

Recommendation

That the Community and Strategy Committee:

a) Receives the report titled “Community Well-beings and Strategic Issues Overview -
March - April 2020” dated 24 April 2020.

Attachments

A engaged-communities-report-min

B agribusiness-agenda-report-2019 §

C 2019-SOPI-December §

D Te Tauihu Intergenerational Strategy
E DRAFT Te Tauihu Strategy {
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ABOUT THE

HELEN CLARK FOUNDATION

The Helen Clark Foundation is an
independent public policy think tank
based in Auckland, New Zealand, at the
Auckland University of Technology. It is
funded by members and donations. We
advocate for ideas and encourage debate,
we do not campaign for political parties or
candidates. Launched in March 2019, the
foundation issues research and discussion

papers on a broad range of economic,
social and environmental issues.

OUR PHILOSOPHY

New problems confront our society and

our environment, both in New Zealand and
internationally. Unacceptable levels of
inequality persist. Women'’s interests remain
underrepresented. Through new technology we
are more connected than ever, yet loneliness is
increasing, and civic engagement is declining.
Environmental neglect continues despite greater
awareness. We aim to address these issues in a
manner consistent with the values of former New
Zealand Prime Minister Helen Clark, who serves
as our patron.

OUR PURPOSE

The Foundation publishes research that aims

to contribute to a more just, sustainable and
peaceful society. Our goal is to gather, interpret
and communicate evidence in order to both
diagnose the problems we face and propose new
solutions to tackle them. We welcome

your support, please see our website
helenclark.foundation for more information
about getting involved.
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Informed and engaged communities are central
to a healthy democratic society. Engaged
communities have high levels of community
knowledge, cultural vibrancy, and civic
participation. Given their importance, local
government should be striving to foster engaged
communities.

The best way to do that is to create genuine
opportunities for vibrant and authentic
community engagement. Enabling effective
community engagement requires a focus

on process. It requires genuine relationship
building, deep and diverse community
interaction, and a respect for and integration of
local expertise.

Instead, local government is currently focusing
on very different measures of success. For
example, one common measure of whether

a community is engaged is local government
voter turnout. While decreasing turnout is not
necessarily representative of lower confidence
in a person’s local community, it’s indicative of
low interest or confidence in public authorities,
particularly with younger demographics.’ It also
does not provide any insight into the substance
of community engagement.

As a result, even if lower voter turnout does
indicate lower community engagement, it
provides little guidance on how to reverse that
trend. Local governments need to look beyond
artificial and short-term methods of pumping up
voter turnout to the more fundamental trends
driving lower engagement.

06 May 2020

8 EXECUTIVE SUMMARY

For local government to create space for
communities to thrive and be engaged, they
have to fully step into their role as enablers of
community-led development. And they need to
ensure that passionate individuals and hands-
on helpers of communities of interest, place,
and identity are supported. Paradigm shifts
take time: flexibility, commitment, patience,
perseverance from all parties is needed.

In our recommendations, we address how local
government can support different types of
community. The communities of place, interest,
and identity we describe all have people

who participate as active citizens within the
community, formally and informally, paid and
voluntary. Research shows that people’s sense
of belonging to a community is linked to their
ability to understand and contribute to a shared
vision. They must be given opportunities to have
a voice and to feel confident their voice will be
heard.

Empowering community-led development is
complex, iterative, and long-term in nature.

It depends heavily on community knowledge,
needs, interests, and demands being shared
with a local government body that is prepared
to listen, respond, and share decision-making
power. Meaningful and on-going partnerships
can contribute to more informed decisions
that reflect the vision of a greater portion of
communities.

Local government must commit to fostering
genuinely engaged communities to prevent an
erosion of trust and cooperation, and to improve
the lives of the people that they represent.

1 Nissen, 5. (2019). Student political action in New Zealand. Wellington: BWB Texts.
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RECOMMENDATIONS

‘The future is made by thousands of
people making small decisions every
day about what they believe about the
future and their role in it. By building up
the civic commons to support the active
sharing of public spaces and activities
by a wide mix of people of different
economic statuses, different ages, we
can encourage people to make those
decisions in a way that builds more
informed, engaged communities, and a
stronger democracy.’

Carol Coletta, urban revitalisation expert

our recommendations are based on the premise
that community-led engagement will make

the difference needed to ensure engaged
communities. These recommendations for local
government authorities are:

+ Provide space and resources for community-
led development - build on local strengths,
providing appropriate spaces for communities
to gather, and resourcing community capability
development

a communities

- Develop a strategy for effective use of social

media and technology - have a cohesive
organisation-wide social media strategy that is
responsive to the demands of the community,
and is resourced appropriately and adequately

- Have effective and meaningful diversity and

inclusion strategies - create the conditions
and environments necessary to enable
communities to have a sense of belonging
and connectedness, and encourage people
to participate in community life and citizen
engagement

- Build trusted partnerships and long-lasting

connections - trust community leadership and
take time to listen to the wisdom a community
holds about their own experience, building
trusted and reciprocal partnerships where
community contributions are valued.
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This report explores dimensions that make
communities engaged, looking within and
beyond traditional definitions of community
and community engagement frameworks. We
began by talking with communities themselves,
and asking what influences, directs, and also
impedes, their ability to be engaged with local
government. These dimensions are often driven
by main “actors” that are within or engaging
with communities, including wider society,
institutions, and also technology.

The types of communities we describe include:

+ Communities of place - a community of
people who live within the same geographical
boundary, whether it be a village, town, or city

+ Communities of interest - a community of
people who share a common interest

- Communities of identity - a community of
people who share common affiliations or
experiences.

In reality, people belong to many different
types of communities. The traditional emphasis
on “place” in local government community
engagement could be a barrier to other types
of communities contributing. We argue for a
reframing of the concept of community and for
local government to recognise its role as an
enabler of community-led development.

This report focuses on engagement by local
authorities for the development of public policy.
It provides clear recommendations to shape and
better inform the development of community
engagement tasks that could foster, inform, and
lead to more engaged communities.

2 httpy/fwww.qualityoflifeproject.govt.nz/pdfs/Quality-of-Life-2018.pdf

INTRODUCTION

Does community engagement
equate to an engaged
community?

There is growing anecdotal evidence that
community disengagement is rising with lower
participation in local democratic institutions
across the country. One of the indicators of
disengagement is local authority elections, where
voter turnout has been declining in many areas
of New Zealand since the 1980s. People may not
be voting because they don’t feel their voice
matters, and they may not see their concerns
reflected or heard in electoral and policy
discussions.

This theory has some support through the
findings of the Quality of Life Survey 2018.2

The number of survey respondents who had
confidence that their local council made
decisions in the best interests of their city or
area (32 per cent) was similar to the number who
did not (33 per cent). More importantly, over half
of the respondents perceived the public had only
a small or no influence over the decisions of
their local council (58 per cent). This figure was
considerably larger than those who perceived a
large or some influence (34 per cent).

If community disengagement becomes an
increasingly prominent trend, it has profound
implications for local governments. Critically,
if communities are disengaged, trust in and
respect for institutions erodes, and adherence
to regulations reduces. This makes the role and
function of local bodies increasingly difficult.
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While there are almost as many definitions out
there as there are people trying to define it,

in its simplest terms, community engagement
seeks to better engage the community to achieve
long-term and sustainable outcomes, processes,
relationships, discourse, decision-making, or
implementation. Community engagement is on
the run sheet for every local government project
that impacts a lot of people. Public meetings in
community halls, online surveys in emails and on
websites, information stalls in local malls, full-
page infographics in free local press - these are
standard community engagement tools.

Engaging with the community is needed to
understand the views and preferences of people
likely to be affected by, or interested in, a
proposal or decision. If community voices are not
heard, how will councils know which decisions
have community support? If communities are
disengaged, how can councils claim to reflect the
values and aspirations of their communities? Do
these community engagement efforts actually
lead to engaged communities that participate,
influence and own the decisions, policies and/or
investments being made?

There is a world of difference between community
engagement and an engaged community.

And this world of difference has a substantial
impact in the success of local body decision-
makers who want authentic public participation.
Understanding the difference between the two
may lead to greater understanding of what makes
for high functioning, purposeful, and informed
communities, in order to inform public policy, and
drive more effective community engagement.
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‘Ehara taku toa he toa takitahi, engari
taku toa he toa takitini.’

‘My strength is not that of a single
warrior but that of many.’

Paterangi of Ngati Kahungunu

While a population is a broad measure of
humans living in a geographical area, a
community is more nuanced. A community is

a social unit bonded by a something shared
between or common to those in the social unit.
This commonality may be geographical, like a
neighbourhood or a town. Values, identity, social
norms, interest, or circumstance may also be
what binds a community together.

Within a geographic community, or community
of place, there may be smaller communities,
connected by the same religion, age, ethnicity,
culture, life stage, or world view. These
connections rely on trust, belonging, safety, and
reciprocity - all key to building social capital.

Social capital

Social capital has subtly different meanings
depending on who is doing the defining. The
Treasury describes social capital as:

€€ _the social connections, attitudes
and norms that contribute to societal
wellbeing by promoting coordination
and collaboration between people and
groups in society. 7

WHAT IS A COMMUNITY?

Meanwhile, social capital theory talks about:

¢ _networks together with shared

norms, values and understandings that
facilitate co-operation within or among
groups. 37"

And Statistics New Zealand defines social capital
as aresource that is:

“...reiatfonshfps among actors

(individuals, groups, and/or
organisations) that create a capacity
to act for mutual benefit or a common
purpose. 2

While non-Maori concepts of social capital

often emphasise the role of “networks of civic
engagement” or community organisations,® Maori
views of social capital centre on:

- Whakawhanaungatanga - extended whanau
relationships and the norms embedded in
these relationships, including whakapono
(trust), tautoko (support), manaaki (care and
generosity), tika (right actions or integrity), and
hapai (support)

- Turangawaewae - knowledge of a specific
“place” in society and a sense of belonging that
transcends geography, connected to cultural
values

- Informal and holistic relationships and
networks, taking precedence over transactional
or contractual obligations

- Whanui and whakapapa - the defence,
preservation and expansion of existing hapu

3 https:/ftreasury.govt.nz/publications/speech/social-capital-and-living-standards-framework

4 Healy, K. (2005). Social work theories in context: Creating frameworks for practice. Houndmills: Palgrave Macmillan.

5 Spellerberg, A. (2007). Framework for the Measurement of Social Capital in New Zealand. Wellington: Statistics New Zealand.
6 Putnam, R. (2000). Bowling Alone: The Collapse and Revival of American Community. New York: Simon & Schuster.
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and iwi communities, and taonga, such as
language and culture’

What is common among these perspectives, is
that social capital comes from the co-operation,
sharing, communication, and trust that is
characteristic of enduring human relationships
within communities. Understanding the role of
social capital and the diversity of communities is
essential to local government enabling engaged
communities.

A key element of social trust in local government
bodies is whether they provide real value to the
communities they serve.® Whether value is being
provided should be measured by the community,
and not the organisation itself.

The effective measurement of social capital is
perplexing as social capital is simultaneously

a cause and an effect.® The Treasury’s Living
Standards Framework makes an attempt, with
indicators for civic engagement, generalised
trust, and institutional trust. Social connections
or relationships, mentioned in all of the above
definitions, need context to be able to make
meaning. A Treasury paper on social capital
states:

€€ Unless we know the activities,

purposes and values that connect the
members of a group, it is impossible
to know in advance whether this group
adds to or detracts from the sum of
public social capital. 27"

And this is the challenge for local government -
how do they know the activities, purposes and
values of their communities?

Wellbeing at a local
government level

The Local Government (Community Wellbeing) Act
came into force in May 2019, reinstating social,
economic, environmental and cultural wellbeing
to the purpose of local government after they
were repealed in 2012. The Act reinforces the role
of local government in promoting community
wellbeing, and working in partnership with their
communities to identify and articulate their
wellbeing aspirations.

Understanding community needs from a broader
perspective will enable councils to consider

the four wellbeings when planning strategies,
resource allocation, and other activities. A
crucial step is for local government to harness
the collective knowledge, skills, and experiences
of their communities. And this requires
understanding just what types of communities
they have in the first place.

7 Williams, T, & Robinson, D. (2001). Social Capital Based Partnerships, a Maori Perspective from a Comparative Approach in Building

Social Capital Wellington: Institute of Policy Studies.

8 https://ssir.org/articles/entry/six_ways_to_repair_declining_social_trust#
9 Portes, A. (2000). The Two Meanings of Social Capital. Sociological Forum, 15(1), 1-12. Retrieved from http:/fwww jstor.org/

stable/3070334

10 https://treasury.govt.nz/publications/dp/start-conversation-value-new-zealands-social-capital-html#section-9

10 Engaged communities
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Communities are not built of friends,

or of groups with similar styles and
tastes, or even of people who like

and understand each other. They

are built of people who feel they are
part of something that is bigger than
themselves: a shared goal or enterprise,
like righting a wrong, or building a road,
or raising children, or living honourably,
or worshipping a god. To build
community requires only the ability

to see value in others, to look at them
and see a potential partner in one’s
enterprise.

Suzanne Goldsmith, author

Exploring the elements that influence, direct,

or impede the development of an engaged
community is the first area of focus. we know
that these elements may differ depending on

the type of community, so we will look at these
dimensions within various communities, such as
a community brought together by shared interest
trying to bring about change, a community
brought together by geographic boundaries,

and a community brought together by external
events or situations. People are often a part

of more than one type of community, but are
likely to more strongly identify with a particular
community at different points in their Llives. All of
these community types need to see themselves
represented or reflected in local or central policy.

WHAT ARE THE ELEMENTS OF

AN ENGAGED COMMUNITY?

Communities of place

Communities of place, sometimes called spatial
communities, are defined by geographic location
and boundaries. People may live, work, socialise,
attend school, shop, or engage in recreation
activities within a community of place. The
location is what brings everyone together, with
varying levels of interaction and an assortment
of values and beliefs. Somehow, through this
diversity, shared cultural norms and processes
develop, and this becomes the “flavour” or
character of a community.

one such community is Paekakariki, a village on
the Kapiti Coast, bound by the coastline to the
south and Queen Elizabeth Park to the north.
Located off State Highway One, the village has a
population of around 1,700. This figure is unlikely
to grow at the rate of other communities on the
Kapiti Coast given the lack of spare land to fill
with houses, and houses being on septic tanks
impacts the ability to subdivide sections.

Paekakariki residents are fiercely proud of

their village with a long history of tolerance

and creativity, and a culture of volunteering

and community-driven action. The community
made the news in 2016, forming the Paekakariki
Housing Trust after long-term residents and
valued members of the community struggled

to find a home after the rental they’d lived in
went on the market." The Housing Trust website
states, “A good community is no accident”. Their
objectives are:

11 httpsyfwww.stuff.co.nz/business/property/87809909/paekakariki-wants-to-buy-home-for-beloved-resident-who-cant-afford-to-stay-there
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1. To help ensure a strong, diverse and connected
community by assisting those people in need
to access affordable and appropriate housing
in Paekakariki.

2. To recognise mana whenua’s special
connection to this land.”

As part of the second objective, the Trust is
supporting the re-establishment of a marae for
Paekakariki mana whenua hapi, Ngati Haumia.

Source; John Micholson/Stuff

The community also came together to purchase
and renovate St Peter’s Village Hall from the
Anglican Church in 2007. Previously underutilised
and falling apart, the Hall is now a hub of activity
with monthly markets, regular music events,
repair cafés, community meetings, recreation
activities, weddings, birthdays and general
celebrations. The hall is run by the Paekakariki
Community Trust, with a core principle that,

“All activities of the Trust will be within a

12 https:/fwww.paekakarikihousingtrust.org/about
13 http//paekakariki.nz/

aged communities

framework that retains the existing character

of Paekakariki”. one of the Trust’s aims is, “To
encourage the economic and social sustainability
of Paekakariki to help ensure that local services
are retained for the benefit of present and future
generations”.

A third charitable entity, the Paekakariki Informed
Community Incorporated (PICI), publishes a
website with community notices and information,
and runs a community radio station.” The
website states, “Paekakariki is an engaged and
expressive community” and the platform sources
content from the collective community. Between
2001 and 2011 PICI generated a local newspaper,
paekakariki Xpressed, with independent
journalism and community classified notices.

The common thread weaving through the various
charitable structures and other community
activities is a pride in the special character

of Paekakariki, and a desire and willingness

to take actions to enable that character. The
initiatives have been born of the community to
meet needs identified within the community,
and with solutions provided by the community.
Like many such communities, there is a core
group of passionate individuals and visionaries
who bring in others to get action happening.

The community-led local activity has generated
employment opportunities for some, while for
others, it leads to strengthening community ties.

Elected officials in Kapiti are said to understand
and value the character of the village, but a gap
between governance and operations is felt by
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those in the community who feel administrative

obstacles don’t always reflect this understanding.

The community board says greater collaboration
is needed between the different arms of council
so finer details can line up with the bigger
picture. They also identified that a plain-English
organisational structure is needed to help find
who to speak with in particular situations.

Case study: a well run
community board

An important enabler of community engagement
in our example community of place is the
Paekakariki Community Board. Community
boards were established as part of local
government reforms 1989 as a way of bringing
local government closer to their communities.
Auckland now uses local boards, a distinct model
with different delegations.

The Paekakariki Community Board is a vehicle
for the community voice and for locally led
development, including the Paekakariki-
Pukerua Bay escarpment track that is now an
extension of Te Araroa trail. Conscious of their
role as community liaison and the advocate
for Paekakariki in Kapiti Coast District Council
meetings, the Board holds their meetings

at accessible times, including evenings and
weekend afternoons, to increase community
participation and transparency.

The role of a community board is to—

a. Represent, and act as an advocate for, the
interests of its community; and

b. Consider and report on all matters referred to
it by the territorial authority, or any matter of
interest or concern to the community board;
and

c.  Maintain an overview of services provided
by the territorial authority within the
community; and

d. Prepare an annual submission to the
territorial authority for expenditure within
the community; and

e. Communicate with community organisations
and special interest groups within the
community; and

f.  Undertake any other responsibilities that are
delegated to it by the territorial authority.

Source: Local Government Act 2002 552

The legislation provides substantial powers of
delegation but this is dependent on the how
supportive the council of the day is of this
community-led structure. A recent study found
local councils are using community boards in very
different ways, with some boards having little
influence over local services.®

Where community boards have the potential to
differ from councils, is in setting the agenda.
While traditional community engagement by
councils can be “top-down” with the council

14 Hammond, C., & Hammond, D. (2019). Serving New Zealand? A 2018 Sunvey of Community Boards. Nelson: Business Lab.
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deciding what problems it needs to solve,
community boards can be a form of grassroots
and participatory democracy, supporting
communities to decide the problems they need
solutions for.

one of the recommendations of the Hammond
and Hammond (2019) research was that
councils recognise and support the capability of
community boards, noting that place-shaping

is more resilient when boards are empowered
to lead local decisions. We support this
recommendation in areas where the community
board model is utilised.

Communities of interest

Communities of interest are brought together by
a shared interest, such as housing, arts, sports,
or the environment. Members of this type of
community may live in different areas, and have
different backgrounds or values. As a collective,
whether organised or loose, they draw attention
to a common problem or interest, and seek
solutions to bring about change.

¢ The value in this form of community is
in their ability to help each other to do
things better or quicker or cheaper than
they could do if each person worked

on their own. The more energy and
excitement they have the more quickly
their problems get solved. People get to
know each other and talk to each other,

although they might not even meet
face to face or work together every day.
Some might be at every single event,
some might only come to one. Some
might already know a lot about the
problem, others might know nothing,
but these people can still help the

rest of the group by saying what they
think about ideas or passing on what
they have learned to other people they
know. 27"

In 2018, a Swedish teenager, Greta Thunberg,
began striking from school with a homemade
placard that read “skolstrejk for klimatet”
(school strike for climate). She sat outside the
Swedish Parliament every Friday demanding
politicians take stronger action and develop
policies addressing climate change. Thunberg
subsequently organised a global school strike for
the climate, and on 15 March 2019, an estimated
1.4 million students from more than 100 countries
joined Thunberg in walking out of school for a day
and calling for action from their governments.”

In New Zealand, the movement was picked

up by a young environmental activist, Sophie
Handford, and grew nationwide via social media.
The 15 March strike saw over 20,000 young New
Zealanders take to the streets and make their
voices heard, with an additional strike on 24 May.
A third strike took place on 27 September, and
this time an estimated 170,000 New Zealanders
took part across the country.

15 https:/iww.healthknowledge.org.uk/public-health-textbook/organisation-management/sb-understanding-ofs/social-

networks#develop

16 https:/fwww.theguardian.com/environment/2019/mar/19/school-climate-strikes-more-than-1-million-took-part-say-campaigners-

greta-thunberg

14 Engaged communities
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Source: Monique Ford/Stuff

School Strike 4 Climate is now broader than the
school strikes, with an active network of young
people, some as young as eight years old, in
towns and cities across the country continuing
to plan and take action. They hold weekly video
chats discussing regional activities, including
meeting with central and local government
representatives. Most have never met in person
but they are united by their concern. While some
media are focusing on kids striking, the group say
striking from school is not the issue and they’re
not doing it because they think it is fun.

17 https:/ fimww.schoolstrikeaclimatenz.com/about

Sophie Handford, was elected to the Kapiti
Coast District Council in October 2019, after
campaigning on having a council climate change
committee established.

Their manifesto makes clear their demands,
centred around Government “doing everything in
their power to limit global warming to 1.5 degrees
to safeguard our right to a future on Earth”.”
Councils across New Zealand have responded,
with some declaring a climate emergency

and committing to targets of net zero carbon
emissions by 2050.
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What is unigue about the School Strike 4 Climate
movement is that while united nationally with
sawvy use of social media to promote and co-
ordinate, they are also very locally based. The
website has resources for any interested young
person to give speeches, make posters, meet
local political representatives, or organise their
own school strike. The video chats are open to
anyone who wants to take part and leaders are
very conscious about making sure everyone has
space to talk and is supported. This is a campaign
aimed squarely at enabling and empowering the
youth voice.

Their focus is nationwide mobilisation - learning
about civic engagement, presenting at council
meetings, and holding local and central bodies
to account. They said it can be hard to feel
meaningfully engaged when their ideas and
voices are not valued as much as adults. A
significant barrier is that council meetings

are often held during the day, which makes it
challenging for school children and young people
to attend. An additional obstacle is that young
people have to enter into an unfamiliar space to
have a voice. They feel that non-voters are often
not considered in the picture even though they
also live in the communities that elected officials
represent.

Genuinely uplifting youth voices is key, and
this requires councils be bold and visionary. It
requires them to recognise that they hold a lot
of power, and it is up to them to make space
for youth. One way to make space is to hold
meetings in the evenings or weekends when

young people can attend. Another way to lessen
the power dynamic is to go into youth spaces,
such as schools and youth centres, to hear their
concerns. Enabling the youth voice also requires
councils listening openly and authentically, and
keeping in contact, directly inviting them to
speak at meetings and events, and following up
on concerns raised.

similarly, genuinely hearing youth concerns
means going onto their platforms, such as social
media and online forums. Local body officials and
staff in local government need to be active on
social media in the same way they are active on
the phone, on email, and out in the community.
The use of online platforms encourages broader
citizen participation in decision-making, and
increases satisfaction with, and trust in, local
government.”® Essentially, it is about building
good and long-lasting relationships with all
community citizens, not just the ones who vote.

Recommendation - Provide
space and resources for
community-led development

In order to focus wider than where people live
and what they do there, local government can
look to communities of interest for broader
views and concerns, and create space for
community-led development. For community-led
development to thrive, local governments need
to support community capability to have common
ground and shared interests, and to find their
voice. Context matters: what works with each

18 Schmidthuber, L., Stiitz, 5., & Hilgers, D. (2019), Outcomes of open government. International Journal of Public Sector
Management. Vol. 32 No. 5, pp. 438-456. https://doi.org/10.1108/1JPSM-02-2018-0056
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community may differ, and this is the value of
community-led development.

This means it’s about building on what the
community has already and progressing in small
steps - communities need to own the change

and lead where possible. Local body enablers are
there to support, connect, advise, guide, resource,
inform, and leverage. By valuing the knowledge
that the community has about their own
experience and the visions that community has,
local governments can operate from a strengths
basis.

Local governments can also support community-
led development by providing appropriate spaces
for communities of all types and interest to
gather. They can encourage and resource socially
inclusive spaces for people to meet and connect,
such as farmers markets, creative spaces, street
parties, music/cultural festivals, as well as the
usual meeting spaces on council agendas. Spaces
may be physical or virtual: what’s important is
they are consciously enabled, and made widely
accessible.

Providing spaces and resources can shift the
focus from “consuming” services to co-creating
solutions. Those who are co-creators within
communities, actively shape and invest time

in communities they are involved in. They take
responsibility for and within their communities
as their communities are part of their identity.

Stepping into community-led development
may also require resourcing for capability
development in order to understand how to

19 https:/fww.pewresearch.org/topics/social-media/

enable community. Expectations around local
government process and outcomes may need
to be balanced with where community needs,
priorities and interests are.

Recommendation - Develop a
strategy for effective use of
social media and technology

Having a range of communications channels for
different types of engagement with different
groups and types of community is vital, such as
sending texts to mobile phones, using a variety
of social media, having printed materials, and
opportunities for face-to-face interactions.
Technology itself does not answer the question
of how to transform people’s concern about
local events into deeper participation. However,
we live in an increasingly digital world where
people have expectations of easily accessible
information, and prompt responses to queries.

overseas research has shown millennials lead

in the civic use of social media. Pew Research
found that half of 18-to-29 year olds decide

to learn more about political or social issues
because of what they read on social networking
sites.” Fifty-seven per cent engage in political
activity on social networking sites and nowhere
else. When local governments consider how they
communicate and engage with the different
types of communities they serve, this type of
within-community difference is crucial to keep in
mind.

7.10 Attachment A

Page 114



Community and Strategy Committee

06 May 2020

The supply of local government social media
needs to correspond with the demand from
communities to engage through those channels.
Social media conversations can be visible to
wider community, and issues that emerge on
social media are more likely to be raised in
interpersonal forums, such as meetings. Having
a cohesive organisation-wide social media
strategy that is responsive to the demands of
the community, and is resourced appropriately
and adequately, is essential for a local body. An
inactive Facebook page or a Twitter feed with
only one staffer from one department posting
one-way sources of information is not going to
increase social media visibility or effectiveness.

Communities of identity

Communities of identity are brought together by
common affiliations or experiences. Identity can
come in many different forms, some of which
could be related to a specific personal feature,
such as ethnicity, gender, hapu, sexuality, age,
religion, or ability, and others which may be
situational, such as people who are homeless,
those caring for an elderly parent, or refugees.
Communities formed around people actively
involved with an aspect of their identity can
create safe spaces to discuss concerns, and
receive shared understanding and support

from peers. These types of communities may

be formal, as in Rainbow Youth or the Islamic
Women’s Council of New Zealand, or they may
be informal community networks, like the deaf
community.

Migrants to New Zealand are one type of
community of identity. They carry with them
cultural understandings, language, traditions,
values, and beliefs that can be different to those
they find when they arrive. Each year, thousands
of people emigrate from around the globe to
make New Zealand their home. The number of
people living in New Zealand who were born
overseas reached 1,001,787 people in the 2013
Census. The percentages of people who were born
overseas were:

- 25.2% in 2013
- 22.9% in 2006
- 19.5% in 2001

Our migrant population is also becoming more
diverse: while in 1961, 70.1 per cent of those born
overseas were born in England, Scotland, or
Australia, these countries accounted for 30.4 per
cent of migrants in 2013 (Table 7). In comparison,
china, India, Republic of Korea, and Philippines
accounted for 22 per cent of migrants in 2013, up
from 5.2 per cent in 1961.
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Table 1: Ten most common countries of birth in 2013 for the overseas-bom resident population

Overseas-born living Per cent of overseas-
in New Zealand (#) born people (%)
Birthplace
1961 2013 1961 2013
Census Census Census Census
England 154,869 215,589 457 N5
China, People’s Republic of 4,194 89,121 12 89
India 4,752 67,176 1.4 6.7
Australia’ 35,412 62,7112 10.5 6.3
South Africa 2,190 54,276 0.6 54
Fiji 3,039 52,755 0.9 5.3
Samoa? 4,449 50,661 13 5.1
Philippines 33 37,299 0.0 3.7
Korea, Republic of . 26,601 . 2.7
Scotland 47,078 25,953 139 2.6
1. Includes Australian external temitories. Source: Statistics New Zealand

2. At the time of the 1961 Census, Samoa was called Western Samoa.
Symbol: .. figure not available

The New Zealand Federation of Multicultural Multicultural New Zealand is volunteer led, with
Councils Inc. (Multicultural New Zealand) is over 320 volunteers contributing more than

a non-government umbrella organisation for 44,000 hours annually of their time to support
the migrant and ethnic communities of New programmes in the regions. These programmes
Zealand. Their primary role is to promote, support include:

and share information among 62 Regional
Multicultural/Multi-Ethnic Councils and New
Zealand Newcomers Networks, as well as youth,
women’s, seniors, and business advisory councils.
They also represent ethnic, migrant and refugee
communities at a national level.

- Huarahi Hou - an initiative developed in
partnership with tangata whenua, connecting
migrants to their local iwi through marae based
activities, such as noho marae and marae visits,
to build mutual understanding and awareness
of each other’s cultures and values

20 Christchurch City Council has a multicultural strategy (https://www.ccc.govt.nz/assets/Documents/The-Council/Plans-Strategies-
Policies-Bylaws/Strategies/Multicultural-Strategy.pdf) and Auckland City Council has an Ethnic Peoples Advisory Panel
(https:/fwww advisorypanels.nz/).

BERL & The Helen Clark Foundation 19
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- Social gatherings to combat social isolation,
with coffee groups, group activities and outings
playgroups, dinners, Migrants Meet and Share
Gatherings, and other regular events providing
social conversation and support for issues,
and educating migrants about their new
surroundings

- Pathway to successful settlement and
employment: piloted in the Hutt valley and
Parirua, and including a conversational
English programme in Palmerston North,
this programme is for Syrian women who are
refugees aimed at growing confidence as they
settle into their new homes

- Organising multicultural and multi-ethnic
festivals and sports events celebrating cultural
diversity.

Different regional branches also work with their
local government bodies, submitting to long term
plans, while Multicultural New Zealand tends

to work more with central government on the
bigger picture. Nonetheless, as one of the most
multicultural nations in the OECD, there is no still
requirement for local or central bodies to have

a multicultural strategy or to consider how to
welcome migrants.2

Executive Director, Tayo Agunlejika, said that
cultural competency and representation at
governance level were major issues for migrants.
He asked, “Who are the people around the table
making decisions for communities of identity

in particular? Are they from that identity, are
they a peer? If communities of identity do not
see themselves represented in decision making

ed communities

bodies, there is a high risk of disengagement”.
Migrants, in particular, have connections into
their communities and those relationships can
help inform decision-making, but Tayo feels there
is a lot of work to be done regarding migrants
having seats at the decision table on issues that
affect them. He described the actions of the
Electoral Commission, which took a leadership
role in this area:

“They invested into the community
by connecting, engaging, establishing
relationships, and building the trust

of the community. They identified

the leaders and influencers in that
community, and employed them.
Those people now work with their
community, because they have the
trust, the relationships, the mana, the
voice, and they reflect their community.
That community is now an engaged
community - you cannot do community
engagement when you haven’t got
engaged community.”?

Tayo said the keys to making engaged community
possible were honest sharing, open and brave
listening, valuing people at grassroots through
building authentic relationships, and supporting
migrant development by co-designing with the
community. He says the migrant community

is becoming fatigued by transaction based
community engagement.
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“Go\femment bodies can’t continue

to prescribe solutions and lead
interventions - they should be

working side-by-side with community,
guiding them in trust and respect.

Any intervention policy or programme
has to be community owned, led and
delivered through an asset based
community development approach. This
is imperative if we truly want to address
community challenges like domestic
violence, migrant labour exploitation,
civic participation, and systemic
marginalisation.??

“We enable, empower, and educate,” he said,
“That is how we build confidence in migrant
communities”. The question for policy makers
should not be, “what does this community

think about this issue?”, but “How do | identify
someone who is a leader and support them to
enable bottom-up community-led interventions?”

Recommendation - Have
effective and meaningful
diversity and inclusion
strategies

When we’re talking about communities of
identity, we’re talking about diversity. Diversity is
a broad umbrella term used to describe layers of
difference between people in terms of their:

+ Migrant or refugee background
- Age and physical characteristics

. Ability

- Culture, nationality and language

+ Values

- Religion, spirituality or beliefs

- Gender identity and sexual orientation
- Socio-economic status or background
- Education and qualifications

- Life experiences

Diversity encompasses respect, acceptance, and
understanding the importance of recognising
and encouraging the value of difference in
communities. Consideration of diversity is

vital in local government service provision and
decision making, workforce practices, community
development, and advocacy, and in designing
built environments, public spaces, and facilities.

Inclusion is the partner to diversity, recognising
that differences are strengths. Being inclusive
requires intentionally addressing equity, access,
and participation. In particular, those who are
marginalised by circumstances may not be
given opportunities to participate in traditional
community engagement activities.

Ensuring there are effective diversity and
inclusion strategies across local government
activities is imperative to providing avenues

for communities of identity to have a voice.

Such strategies should aim to create the
conditions and environments necessary to enable
communities to have a sense of belonging

and connectedness, and encourage people

to participate in community life and citizen
engagement.
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Diversity and inclusion policies should be co-
designed with the communities of identity they
seek to include. Effective policies not only include
priority areas and aims, but how these policies
inform strategic actions. Strategies that flow
from policies may include:

- Workforce practices

* Anonymised recruitment and diverse
interview panels

* Flexible work policies and practices

° Addressing gender and ethnicity pay gaps

* Graduate and internship programmes

* Diversity representatives as staff members
- Community development

* Set specific diversity and inclusion goals for
all business strategies

Sub-committees and advisory boards with
diverse representation to reflect all identities
within communities

* Facilitate cross-cultural engagement, i.e.
marae visits for new migrants

* Promote inclusive engagement with the
community

Social impact assessments to consider how
decisions impact diverse communities

Adopt universal access principles and assess
accessibility of community facilities

22 Engaged communities

Ensure external and internal communications,
i.e. language, messaging, signage, and
imagery, are representative

° Celebrate a breadth of cultural events.

A monitoring and reporting framework is
essential to ensuring policies are meaningful and
are having the intended impact. Any monitoring
must reflect the views of the communities of
identity a policy is seeking to include.

Local government can also consider community
wellbeing when looking at broader resourcing,
particularly through social procurement policies
or through social investment strategies. Policies
that enable economic and social change through
locally-focused procurement can have significant
positive impacts.

Recommendation - Build
trusted partnerships and long-
lasting connections

There is a well-known expression, “Nothing about
us, without us”, which conveys the concept of
policy development and decision-making being
made with the full and direct participation

of communities that will be affected by that
policy. It often refers to particularly oppressed
or marginalised communities of identity, but
also applies more broadly when thinking about
the diversity of people within communities of
all types and how they are represented and
consulted.
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With regards to community-led development,

it means not coming in with solutions but
working with communities and building long-
lasting relationships. Being able to build trusted
partnerships is a key element in fostering social
trust.

Communities trust local bodies when the trust
and partnership is reciprocal, and community
contributions are valued. Local governments
need to trust community leadership and take
time to listen to the wisdom a community holds
about their own experience. Being present means
turning up, enabling ongoing communication,
and co-designing solutions. It means focusing on
relationships rather than transactions.

Enablers within local government can work

between and across agencies, and navigating
the system and acting as community champions.
Good processes are essential to ensure
relationships are handed over if community
enablers in specific roles move on. This is

a crucial part of developing and preserving
institutional memary.

Questions to ask when developing community-led
policies include:

- How are decisions made in the community?

- What are the community’s decision-making
bodies?

+ How is decision-making power distributed or
concentrated within the community?

- What gives the decision-makers their authority?

Build your community’s capacity for partnership by:

- Offering leadership training

- Assisting with outreach tools like translation to support migrants

- Working with community groups of all types and sizes

- Providing forums for networking

- Offering non-meeting options for engagement

- Sharing stories of successful communities

« Highlighting community strengths

- Moving beyond citizen participation to community empowerment

Adapted from: Jim Diers http://neighborpower.org

27 https:/community-canvas.org/
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Four traits of trustworthiness

The four key ingredients people use to decide whether or not to give their trust are
competence and reliability (how we do things), and integrity and empathy (why we do
things).

- Competence: Do people in your organisation have the skills, knowledge, time, and
resources to do effective engagement? Are you honest about what can and can’t be done
by your organisation? Has the engagement strategy been planned with an adequate
amount of time and resource?

- Reliability: Can the community depend on you and your organisation to keep the promises
and commitments you make? Is community engagement embedded into the culture of
your organisation and included in every decision? Are people within the organisation
consistent and reliable in the way they behave from one day to the next?

- Empathy: Do people within your organisation care about the community’s interests as
well as your own? Do you discuss within your organisation how your decisions and actions
affect communities?

« Integrity: Do you say what you mean and mean what you say? Do your words align with
your actions? Is your community engagement strategy a tick-box exercise? Are you honest
about your intentions and motives when engaging with communities?

Source: Adapted from Rachel Botsman

24
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The engaged communities of interest, place,
and identity we have described all have people
who participate as active citizens within the
community, formally and informally, paid and
voluntary. AL communities have the ability to
flourish and thrive - engaged communities do
so due to individuals and organisations who
make this possible. They galvanise in response
to local needs because they see the possibilities.
They form shared visions, make plans, and take
action. Individuals or groups have the capacity to
shape their world by reflecting on their situation
and the choices available to them, and by
purposefully take action.

How they do this may vary, and they’re likely to
be in three broad groupings:

- Grassroots/hands-on people - often informally
and voluntarily, these are people who take
practical action with and for others in their
community where they can offer their skills and
expertise

- Passionate individuals - often involving
collaboration with others across their
community, these are people, sometimes within
a group, who deliberately initiate, organise
and lead initiatives that may effect change.
They may also be “social bridges”, developing
relationships and connecting enablers with
communities

- Enablers - these are people who have a formal
role, paid or unpaid, with an organisation that
works within a community, e.g. with an iwi or
hapd, an NGO, a business, a local or central
government agency, or some other type of

group
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The formal role of community enablers means
they have a level of decision-making rights within
their area of responsibility, which can help or
hinder passionate individuals and groups in
resolving community issues. The decentralisation
of decision-making to front facing roles working
directly with the community can help to empower
community enablers to be innovative and timely,
which can contribute to improved relationships
with those in the community. Another powerful
tool is distributed decision-making, where

local government shares the responsibility

for decision-making in partnership with
communities.

Tayo, from Multicultural New Zealand, described
a community enabler, also a migrant, who is
trusted in their community because they have
invested time and energy. Inspector Rakesh
Naidoo, National Strategic Ethnic Advisor for the
New Zealand Police, sits with people as support
and listens to them, participates in community
events, and has been known to be there cleaning
up afterwards. He understands the importance
of belonging and of relationships to the migrant
journey, stating, “If the settlement experience
can be managed well, it really contributes to the
long term wellbeing of the person™.®

Research shows that people’s sense of belonging
to a community is linked to their ability to
understand and contribute to a shared vision.
They must be given opportunities to have a voice
and to feel confident their voice will be heard.

We live in a time where globally social trust in
institutions and government is declining.?* And
trust is a key indicator of social capital. Trusting
relationships built up between people, within
communities, is vital to facing any complex
challenges facing those communities.

“From a policing perspective we need

to be quite confident when we go into
neighbourhoods where a big proportion
of the population speak a different
language or come from different cultural
and religious backgrounds. We need our
staff to have the language and cultural
skills to deal with new communities.”

Rakesh Naidoo

The role of technology

Technology plays a crucial role in keeping
communities connected and engaged. All our
example communities use social media and the
internet to mobilise and inspire, share up-to-
date and relevant information and resources, and
organise events and gatherings. Social media,
in particular, allows for rapid dissemination

of information, and different channels reach
different audiences. School Strike 4 Climate
largely use Instagram and Twitter for keeping in
touch, and Facebook for specific information on
events and for the livestreaming facility.

22 https:/fwww.immigration.govt.nz/about-us/media-centre/newsletters/settlement-actionz/actionzi/a-conversation-with In
New Zealand “Trust in govemment institutions” sits inthe mid-40s as a percentage

23 In New Zealand “Trust in government institutions™ sits in the mid-40s as a percentage (httpsy/lsfdashboard.treasury.govt.nz/
wellbeing/), similar to general population measures globally but lower than the mid-50s percentage of “informed public”

(https/fwww edelman.com/ftrust-barometer).

26 ENg
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The way local government engages with
communities has changed with the increasing
prevalence and diversity of technology. Twenty
years ago, gathering community opinion

required going door-to-door or calling a meeting.
However, nowadays many people have access to
a platform and an opportunity to have a voice.
The possibilities for engagement have increased
exponentially. Increased internet availability and
mobile use means people can have a high volume
of data at their fingertips via their phones,
laptops, or computers. This growth means people
can participate regardless of timing or geography,
in online surveys, and accessing information
through e-newsletters, websites, or social media
accounts. These can be more efficient than offline
methods of surveying or information sharing, but
not necessarily more effective.

There are potential risks in new technology too,
particularly in the spread of disinformation.
Local authorities have an important role to play
in preventing and controlling the outbreak of
infectious disease, which is a major threat to
public health. This includes being ready to act
or react as necessary by pointing communities
towards credible sources of information via
their social media pages. For example, with the
recent measles outbreak, some local authorities
used social media and websites to notify their
communities of confirmed cases, to advise of
symptoms, and to direct those who may unsure
of their vaccination status to seek medical
advice.

While a larger number of people may be reached
through technology, there is a risk of this

type of engagement becoming transactional,
and devolving to gathering and disseminating
information. Informing is a critical part of
community engagement, but it is not the only
part - consulting, collaborating, empowering,
enabling, and feeding back, are equally as
important in demonstrating accountability to
communities. The act of sharing information in
itself does not build trust.

Local and central government is now expected

to provide a timely, accessible, and responsive
service, and must be innovative in how they work
to form trusted and valued relationships. Being
available beyond working hours by using modern
technologies like online customer portals, and
looking at Smart City and Internet-of-Things
initiatives to manage resources more efficiently,
are ways of staying approachable and up-to-date.
Being innovative also means looking at community
engagement through the lens of trust and thinking
about communities in a whole new way, while

also maintaining offline channels to ensure local
government remains accessible to all.
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Virtual Wellington is a Virtual Reality version of Wellington. It immerses people in a 3D
city experience and allows them to interact with city data to understand urban issues
and futures. The model covers all of wellington City, and the surrounding metropolitan
council’s and contains the buildings, trees, roads and other physical features which make
up Wellington’s environment. This environment then provides the base to project data,
proposals and alternative futures in an engaging, informative and intuitive way. Over the
past two years, Virtual Wellington has been used by Wellington City Council to:

Engage stakeholders for various
programs (e.g. Resilience Strategy
launch, Climate Change Adaptation
plans in Makara, Education post-7.8
Magnitude Kaikoura Earthquake)

Support Council engagements
with the community at tech based
community events and hackathons

Madel alternative proposals and
visualise the resulting urban form
from different zoning schemes Source: Virtual Wellington - WREDA and Wrestler

Bring together different city building
disciplines and providing a medium for exchanging information, briefing leaders and
facilitating collaboration to define, understand and work towards common goals

Collaborate across local government boundaries and central government jurisdictions to
understand larger scale issues and help find joined up responses to challenges such as
climate change

Source: Wellington City Council

28 Engaged communities
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There is no power for change greater
than a community discovering what it
cares about.

Margaret Wheatley

In the 2016 local body elections, the turnout was
just 42 per cent of those on the electoral role,
and in Auckland the turnout was 38.5 per cent.
Turnout was widely predicted to fall for the 2019
local elections, but in the end, only somewhat
fell short of the 2016 results. Provisional turnout
results at the time of writing show turnout of
41.4 per cent nationally, and 34.8 per cent in
Auckland.®

Many of the big issues - water quality, climate
change, public transport, local amenities - affect
everyone, not just those who receive a rates bill.
Voter turnout is particularly low for students,
young people, renters, and those in lower socio-
economic areas. In a climate of low voter turnout
and community disengagement, it’s down to local
bodies to consider how their policies make a
difference in creating engaged communities.

For local government bodies to really engage
with the people they serve, they have to have
engaged communities. To encourage engaged
communities, they need to understand the
many and varied types of communities those
people identify with. What people consider
their community to be may differ, and these
differences influence how they want to engage
in civic life and contribute to local decision-

CONCLUSION

making. Therefore, community engagement
based solely on place-based communities and
neighbourhoods may not be meaningful for
everybody. Considering community as broader
than where people live, but also encompassing
interest and identity, provides rich opportunities
for deeper community engagement leading to
increased participation in civic life.

Bringing a focus to how to enable communities to
be more engaged means a focus on encouraging
greater active participation in community life.

It means local governments being a bridge
between different communities and providing
opportunities firstly for all types of communities
to have a voice, but more importantly, to
authentically contribute to and influence
decisions.

Empowering community-led development is
complex, iterative, and long-term in nature.

It depends heavily on community knowledge,
needs, interests, and demands being shared
with a local government body that is prepared
to listen, respond, and share decision-making
power. Meaningful and on-going partnerships
can contribute to more informed decisions
that reflect the vision of a greater portion of
communities.

24 https;/www lgnz.co.nz/vote2019/voters/preliminary-voter-turnout-2019/ Retrieved 1 November 2019
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This year's KPMG Agribusiness Agenda marks/gnxlmportant
milestone. It is the 10th year we have publlshe@ the Agenda
(and the 16th report we have released). To celebrate this

landmark, this year’s report is a little different.

Acknowledge
Page 7

As we approach the end of the
decade, we reflect on how the
agri-food sector has evolved
and acknowledge the progress
made. Through highlights frem
each of the previous reports,
we celebrate the progress made
n transitioning from volume to
value, in recognising the license
to operate is a privilege, and in
establishing greater tr across
the industry. We revisit scrme
of the case studies we have
Toct_ red over the last 10 years,
o0 update on the progress these
organisations have made in
creating a prosperous future
f selves, and a
Mew Zealanders
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Evaluate
Page 33

While the sector has set a
course to a more ambitious
future, we recognise that in
a global environment where
rapid and disruptive change |
become the norm, there re 5
much to do. We have again taken
the pulse of the industry through
our annual Priorities Survey,
coupled with conversations wvith
ndustry leaders, to understand
the current state of the nation.
The overriding theme from our
conversations is that attitudes
and expectations on the industry

re lifting continually; whether

“at relates to how land is used,
greenhouse gases mitigated,
customers engaged or debt
facilities gained, the message
was clear: what was acceptable
even last year will not be
enough to maintain relevance
n the future

Accelerate
Page 55

More analysis is beco

available to suggest that
change today is

more prcfound thar

previous point in history. The
challenge 1s that change 1s only
going to get faster. The agri-
food sector has been slow to
embrace dig tg-\ disruption, but
the fusion of technologies of
the fourth industrial revolution
has enabled the first Globa
Agrarian Revclution. Against this
background, the sector has no
choice but to lean into disruption
and work out how It is going to
play the infinite game. A game
where there are no finish-line
winners; only those that keep
playing and those that

drop away

Page 131




Community and Strategy Committee

7.10

KPMG Agri--o0C

Ienyears o

NEDINg TUel New
/63an0S prospe

KPMG New Zealand has always
worked alongside many of New
Zealand's leading primary sector
businesses, given the critical role they
play in our economy.We, like many
other businesses, assessed all aspects
of our operations in the midst of the
Global Financial Crisis, and recognised
that there were some systematically
important sectors of our economy
that would be key to recovery and
long term growth.

ribusiness
rinherently conn

"l:|I|I” toearn
to growing glo
and fibre prod and one v.'hCrC key
decisions makers were largely based
nd not in Sydney, Melbourne,
Hong Kong or London. It
ector we identified as
s largely owned
d trusts rather
than listed entities.

As we started I-“ I“Iking to incu Istry

relevant |n5|ght

As a consequence we invested in
providing knowledge and thought
leadership to the agrifood sector to
assist it in realising its full potential,
for the benefit of all New Zealanders

First off the rank was making our
weekly internal ne urmnmary, Field
nd contacts.
nt 1o more

“prl"rIcE\ b, its
1o lCc l\er aded) -nu
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n April 2010, we released the first

is gln:l::\.l Ircnus GHEI n:pp:rmnilies
for food and fibre producers.

We recognised that for our Ih-:ughl

0 everybo dy '»“Je have

e the Agenda hle for
free on our website, and spent time
traveling the country to explain our
work to various audences, be they
school groups, industry or cormpany
conferences, producer days or board
meeting 5, to help people i
r:q:-“ncu We
North to Invercargill ing to thousa
of people over the last decade.

”-'e rm_CJnI"cE\ the important role that

the pr|m" ‘f secto
Ihcm tocr

ur annual
e b:cﬂ

d focus

As part of our strategy to share insights
and support the development of people
across the primary sector, we have
cue-yelw“pecu relationships with the Rural
ership Trust ch runs the Kellogg
nd Muffield programmes) and the Agri
omen's Development Trust.
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KPMG
AGRIBUSINESS
. AGENDA

cmcm since its inc cpu n. of
ngmg f-
3's global le
attend the firs m.,m bju:tu,
in 2012, andwe have supported
bootcamp since.
artner in the project
d Experience Centre a
arm at Mount Albert Grammar
School in Auckland since it was initiated.
Qur ambition is to provide an experience
of the sector to 25,000 Auckland
students a year.

and technology will play
role in the industry’s future
have developed relationships with
re supporting our
n ecosystem. Our partnerships

with SPROUT and Agritech New Zealand

able us to explore /s to bring our
knowledge to on
technology tha
industry success.

of h|ghl|ghnng the impact
having ¢ “mhc glu“t I

d ‘“Iley and}
3 group of se
to tour the Netherands in February 2019
and be exposed to the speed and extent
of change shaping the industry in
that country.

Ulimately our purpose is to fuel New

Zi d’s prosperity for the benefit of

all New Zealanders. Given the significant
impact the primary sector has on our
economy and its potential ture

mo ue from rapidly changing

dobal markets, we are mitted to
continuing to play our part in enabling
the industry to under d and respond
to the opportunities in front of it.
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The food and fibre sector is

in a very strong economic
position. Forecasted growth

for the sector is 7 percent for
2019, stemming from continued
innovations, developments and
exporting of high-value products
to our overseas markets.

KPMG's Agribusiness Agenda
acknowledges progress achieved over
the last 10 years. This shows huge
increases in tradeable export dollars
with both China and the rest of the
world. New Zealand has increased both
the value and volume of our products.

| want to encourage further growth in
value-add strategies to grow our export
value more.

Biosecurity is front of mind for
agribusinesses, it was again ranked as
the top issue in the KPMG Agribusiness
Agenda. A robust and well-funded
biosecurity system is essential for

our food and fibre sectors, and for the
wellbeing of New Zealand.

Biosecurity remains a priority for

me. We continue to face significant
challenges, including the threat of
Brown Marmorated Stink Bug, the
recent fruit fly discoveries in Auckland,
and —especially - the ongoing work

to eradicate the cattle disease
Mycoplasma bovis.

For this reason | remain committed
to the 'Ko TatouThis Is Us' campaign
which is working to engage New
Zealanders in the biosecurity system.
We need all New Zealanders playing
their part to keep unwanted pests and
diseases out of New Zealand.

Part of the campaign is the recently
released in-flight biosecurity video,
which reminds all visitors to the
country, and Kiwis returning home,
about the importance of protecting
Aotearoa New Zealand from unwanted
pests and diseases.

The targets of the Zero Carbon Bill
will require significant investment
and changes in how some of our

food and fibre sectors operate. It will
mean boosting innovation to produce
technologies that will help us get
there. The Government is committed
to making this a just transition and will
support the food and fibre sectors to
meet these targets.

Farmers and growers are calling
for certainty over what is coming,
which is highlighted by KPMG's
Agribusiness Agenda.

Simply providing an environmental

target they need to meet is not enough

—we need to work with our food and
fibre sectors to get there by providing
the necessary tools, information and
advice in practical ways that work for
them. It's important we give farmers
and growers the confidence and
assurance that there is a future in

the food and fibre sectors.

Agribusines

Hon. Damien O'Connor

Minister of Agriculture, Biosecurity,
Food Safety and Rural Communities.
Damien is also Minister of State for
Trade and Export Growth, New Zealand.

Each sector has its own challenges
and opportunities. What we need

is a shared vision and | set up the
Primary Sector Council in 2018 to

do just that. It is not an easy task to
bring together traditionally fragmented
industries to support common
outcomes and objectives. The Council
is engaging industry on its draft vision
and | anticipate a final version being
presented later this year.

The KPMG Agribusiness Agenda is a
valuable contribution to the industry’s
discussion of disruption, innovation
and adaptation. The Agenda discusses
the acceleration of both global farming
systems and trends, such as vertical
farming, and heightened awareness
and knowledge of consumers and
what they are demanding from their
products. Understanding these

trends will give our food and fibre
sectors a strong base from which to
encourage further innovation and value
creation, and ensure a prosperous and
sustainable food and fibre sector well
into the future.

Agenda 2019
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e0raling a decade
UJESS

One of the pleasures of preparing for this year's 10th anniversary
KPMG Agribusiness Agenda is the excuse to revisit each of the

15 Agenda publications we have released and reflect on the
conversations that they have been based on over the last decade.

Being given an excuse to reflect on
the highs and lows of New Zealand’s
agri-food sector (or agribusiness
sector as it was a decade ago) has
been a rare privilege and has brought
back memories of vigorous debate
and exceptional moments of insight.
The enthusiastic and open way that
contributors have engaged with the
Agenda and have been willing to share
their personal perspectives on the
strengths and weaknesses of their
own organisations, as well as the
industry, has made these reports a
unique record of the sector’s evolution
over the last decade.

In the blur of everyday life it is often
easy to forget the progress that the
sector has made. Ten years ago there
was no question the principal metric
across the sector was volume and there
was no question that more was better.
The industry’s performance in respect
of the environment, animal welfare,
water, labour and other similar matters
were not things to discuss publicly as
being open on challenges would, it was
perceived, be used against producers in
their quest to secure more volume. We
were not sure the industry was ready
for an independent assessment of its
opportunities and challenges but decided
to give it a go and the rest, as they say,
is history.

MNew Zealand is a very different country
today and the agri-food sector has played
a significant part in shaping the new
Actearoa New Zealand. While it is fair to
say that commeodity prices remain closely
correlated with export returns, this broad
generalisation fails to acknowledge

the significant effort, innovation and
investment that has been made in
shifting the industry from a volume

basis to a value lens.

One of our contributors this year
suggested that too often the Agenda
has focused on the challenges facing
the sector while underplaying the
successes that have been achieved, and
this has, unintentionally, contributed to
the pressure that many in the sector
feel they are curently operating under.
They added that foreign visitors regularly
observe how hard we are on ourselves
over relatively minor weaknesses and the
lack of credit we take for the world class
activities undertaken around the country
every day.

Having had the opportunity to review
the Agenda’s back catalogue, it became
apparent that real and measurable
progress has been made in transforming
the industry in many ways over the

last decade.

There is no question that we add more
value to our products today than we

did 10 years ago through the increased
sophistication of processing systems, the
formats that our products are delivered
to custormers in, the brand stories told
and the people we surround the product
with. We are much clearer on our place

in the world. Ve recognise, that given
cost structures and the expectations

of the community over the use of the
natural environment, that our place in

the global food system is supplying
premium products to the most discerning
consumers around the world

Huge strides have been taken in
understanding that the use of the land
and water in New Zealand is a privilege
that the wider community grants to
producers, rather than an imefutable

right to farm that is passed from father
to son. Qur contributors today recognise
that the privilege is one that needs to be
treasured rather than taken for granted
and, more importantly, that it comes with

an obligation to ensure that our natural
capital is handed onto the next generation
in a better state than it was received from
the previous generation. We believe that
most in the industry now recognise that
land is borrowed from our children rather
than inherited from our parents.

From our perspective, one of the biggest
changes across the industry has been the
progress in building strong connections
between leaders and influencers across
the industry which are starting to foster

a wide range of innovative collaboration.
When we started running our Roundtable
discussions it was not unusual for many
people in the room to be meeting for the
first ime. That is not the case today; it is
more likely that attendees are connected
with each other and doing business
together. There are many initiatives that
have helped to deepen relationships

and frust, but there is no question that
they are enabling the industry to take
advantage of more of the opportunities in
front of it today than would have been the
case 10 years ago.

The connections built between

Maori organisations and fraditional
agribusinesses are starting to deliver
benefits across the sector. A key leaming
is improved understanding of the long
term perspectives that Méaori take when
making decisions. The agri-food sector
has historically struggled to think much
beyond the end of the current season,
So, recognising that there is a fifty or
one hundred year ime horizon that is
relevant to decision making if you aspire
to be a good steward of your land and
your community brings a new focus to
decision making. It has also become
apparent that this long term focus
resonates with customers, particular

in Asia.
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The industry has also made progress and use it to explain to customers why
in lifting the perspective of some their products are better choice than
participants beyond the farm or orchard those produced elsewhere. The State
gate to help them understand that they Government in Tasmania has backed

are an integral part of a value chain this initiative, ensuring itis properly
that ultimately provides a food or fibre funded, and as a consequence it is
product to a consumer somewhere in building confidence and creating value.

the world. While much remains to be
done in fully connecting every producer
to their consumers, encouraging

them to think of themselves as food
producers is an important first step.
This forces farmers and growers to
think more carefully about what they
are producing and why and the care that
needs to be taken. While we would like
to see everybody across the industry
having the opportunity to be immersed

In a world were change is unrelenting
there is always more to be done.
However, it should never be overlooked
that much has already been done.
Everybody connected with the industry
should be incredibly proud of the
progress that has been made over

the last decade. Recognising publicly
and proudly the contribution that our
food and fibre producers make to

the econormy, in the same way that

into the markets their products go ; o
to and to meet the consumers that Twaiir?rg:?::mat:jegzad'ﬁi?gﬁes’ rt
ultimately appreciate what they g * [

1o those that have found themselves
farming in a fishbow! in recent years.
Their efforts are valued and appreciated

produce, the efforts made in the last
decade to provide clearer market signals
will help to accelerate value capture.

by the wider community.
Despite the progress the industry has
made over the last year, confidence
is currently low. Efforts to encourage
fammers and growers to celebrate their lan Proudfoot r
role as food producers have not fallen National Industry Leader,

on deaf ears but the positive messages KPMG Agri-Food New Zeal m’
have on occasion been drowned out by s

a chorus of criticism, much of which has ~ Clobal Head of Agribusine
been unbalanced. If you have been told ~~ KPMG Intemational
for years that you are the past, that you 7
are bad for the environment, that you

underpay your labour, even if you know

these claims to be inherently wrong

many end up believing them. Itis this

long term erosion of confidence that

needs to be reversed

A number of contributors referred to a
recent conference they had attended
inTasmania. Tasmania as a state has
been told for decades by the rest of
Australia that it is different. Rather than
continuing to stew on the put downs,
they have decided to celebrate their
differences and taken pride in the:
competitive advantages they deli
The food production sector inTasmania
has built a highly engaging provenance
story on the back of these differences

7.10  AttachmentB Page 138



Community and Strategy Committee

NEW /62
country”

and-Ad
Jyears on

T6rent

Aotearoa New Zealand is a very different country to 10 years ago. Ve have
grown in presence, and become more diverse. This infographic shows a country
that has been economically successful - growing exports, tourism and wealth.
This same growth, however, has stretched our infrastructure and challenged our
environment; and has not been shared equitably across the whole population.

RESTOF WORLD

$42979

338196

CHiA

$13926

NZ3BN

New Zealand

(radeable
EXPOItS

09,995

45932

809

792312]

06 May 2020

GOP pe
capita

a/\

%NZ working
population
With jobs in
primary sector

LT
O ’

224

-

%

Y

SCORE [R &KK]

| egatum
Index of Most
Prosperous
Countries

23

EXpOrs
0f Food and
Fibre Products

Annuat
productivity

Improvement

Agriculture, Fishing
and Forestry

RANK

WEF Global
GCompetitiven
Ranking

B35

B Data2010 [ Economic 2018 Environmental 2018 Social 2018

7.10 AttachmentB




Community and Strategy Committee 06 May 2020

Annual Land covenanted  Total cattle Total sheep
Greenhouse {0 the nation nNew Zedland  In New Zgaland
Gas Emissions — through QE2 Trust

from Agriculture 120000

4.3032257 e % I I

New Zealand Yale University - Government Imgated land
population Environmental  Investment In New Zealand
Performance on biosscurity

Index In budoet

162,000

93

Y |
® 1095000 | !

PEOPLE SCORE[RANK] PEOPLE NUMBERS

Incidence Gorruption Children living Overseas
o obesity In Perception Inlow Income visitor arrivals
New Zealand Index housenolds

abpajmousoe

Aotearoa
New Zealand
is a young country.We
th are a country with growing
5 78.4% pains, but one that is becoming

clearer on the values that are
RANK SCLIVING N LRBAN AREAS WITH most important to our society.The
‘me GUUU PCPLLATICH OVER 1k evolution of the primary sector over
G[]UHJ[W pememage []]c the last decade positions our agri-food
industries to play a significant role
New Zealand "

in a maturing country; one that

Raﬂklﬂgs []U[]U|8t|[]ﬂ |\V|ﬂg asr._li_res to both care_lor its
n Umaﬂ areas citizens and contribute

to the world.

ajen|eaz

ajela|arne

7.10 AttachmentB Page 140




Community and Strategy Committee

06 May 2020

Released on 19 April 2010, the
first KPMG Agribusiness Agenda
hit a quiet n ay. It gotan
immediate response. Federated
Farmers suggested the report
overlooked micro on-farm

issues by delivering a strategic
helicopter view wi
the 'clean green’ issue. However
they did concur with our view
on the importance of profitable
farm businesses, investing in
broadband, and water storage.

The report was tabled in Parliament
as part of a question to the Minister
for Communications and Information,
Stephen Joyce, on the Government's
investment into rural broadband. David
Carter, then Minister of Agriculture,
referred to the report in an address
to DairyNZ's Farmers Forum, agreeing
that New Zealand can no longer
compete as a food exporter on the
hasis of low prices.

The big opportunities and challenges
facing New Zealand Agribusiness

He also supported the report’s
description of water resources as
NZ’s liquid geld.

The report provided commentary
around 12 themes grouped under:
production methods, market realities,
sustainability, and rural infrastructure.
It argued that New Zealand's future
was tied to securing better prices

for the products we grow rather

than trying to compete with low-cost
producers on volume.

We highlighted that the intangible
connection between Mew Zealand and
its clean-green-pure experiences and
products; which had developed through
the country’s nuclear free positioning,
100% Pure tourism campaign, and
the Lord of the Rings. While this

was benefiting the industry, it was

at risk. Moting claims of ‘commercial
greenwash’, the report suggested

the industry must urgently ensure it
was using practices consistent with
the golden goose, New Zealand's
glebal image.

== Horticultural

On co-operative structures...
\We consider that co-operatives
have the ability to deliver

the future for New Zealand
agriculture; however they need
to be flexible in how and where
they source capital, and non-
supplier structures may need to
becorme a more common source
of capital.

On volatility...

\olatility has been a fact of life

for the agribusiness sector and

we expect that as demand and
supply positions in global markets
become tighter, further price
shodks will become an increasingly
commen phenomenon.

On sustainable business...
Industry leaders must be
prepared to put their personal
views on climate change to one
side, and think about sustainability
as a business opportunity rather
than purely a cost.

7.10
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The second Agenda was
prepared against a backdrop

of high commodity prices,
biosecurity issues, extensive
free trade negotiations and the
Christchurch earthquakes. Leaders
recognised the significant growth
opportunities available to the
sector but also highlighted that
most of their time was spent
talking about issues they had

ittle ability to influence (including
exchange rates, commodity
prices, and the weather).

Drawing on Jim Collins’ book, Goed to
Great, we suggested that the primary
sector needed to face up to some brutal
facts if it was to move forward and
realise its potential. Specifically, that
customers have significant power, that
Mevy Zealand is a small producer on

a global scale and the world does not
owe us a living; and that markets are
consistently volatile. It is fair to say that

== Timber

Wine

Realising global potential

mostin the industry have recognised
these realities, and now spend far more
of their ime and effort targeting the
attributes they can control.

The Agenda suggested that successful
countrigs, like successful companies,
develop a vision of what they wish to
achieve and build plans to deliver their
vision. We suggested that the industry
was ready for a national conversation

on its 50~year aspirations; so that policy
choices and strategies on priority

issues like hiosecurity, market access,
sustainability and governance could

be made within an aspirational growth
framework. It is pleasing that the Primary
Sector Council is finally leading this
conversation and will deliver a consensus
wvision for the industry later this year.

The Agenda also saw the debut of the
industry leaders’ Pricrity Survey, to
identify and rank the most pressing
issues facing the sector. We saw
biosecurity assume top slot, which was
not surprising, given that the kiwifruit
sector was starting to recognise the full
impact of the PSA incursion.

On R&D spending...

Equalling or exceeding the
OECD R&D benchmark must be
achieved in the fullness of time.

On water...

Without the necessary
investment in storage and
infrastructure, our water will
remain a great natural asset rather
than a great economic asset.

On foreign investment...

As a small country with a limited
amount of equity available, we
will always need foreign capital
to take advantage of good ideas.

7.10
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Underpinning the 2012 Agenda
was the recognition that traditiona
volume-based, production-push
models were not going to create
the future that the industry
aspired to. The report argued

that success would come from
connecting passionate people
with the tools they need to build
strong customer relationships;
thus creating sustained prosperity
for all New Zealanders.

We challenged industry leaders on
the need for an industry strategy.
More than 80% considered there was
a benefitin articulating a vision to
accelerate attempts to lift the value of
MNew Zealand food and fibre products,
and to attract talented people into the
sector. The vehicle to create such a
strategy was far from clear; although
we highlighted that the most important
component to success would be the
mix of people selected to lead the
exercise, something demonstrated
when Minister O'Ceonnor appeinted
the Primary Sector Council last year.

People unlocking the future

The Agenda also explored the
effectiveness of "industry good’
activities and the innovation system.

The sector’s historic success has been
built on intergenerational investments
made in the 1960s and 70s. There was
concem that levy arrangements did not
enable similar investment to be made
into the platform for future success.
Qur work highlighted strong support for
levy investments targeted at areas of
market failure.

Since 2012, the industry good sector
has transformed. New levies have been
introduced and the organisations have
become clearer on how they contribute
to supporting their funders to prosper.

The Agenda also highlighted that

New Zealand business relies heavily
on government funding for innovation.
With government’s reticence to take
big R&D risks (as failure doesn't play
well in the newspapers), the message
was clear: companies need to take the
lead on bold innovation strategies. Ve
need to rely on more than the ‘eureka
moment” and Mo. 8 wire for success.

PASSIONATE PEOPLE

The need to amplify limited R&D
budgets by collaborating with
domestic and internaticnal partners
was highlighted; as was the need
to develop an ecosystem to support
innovative start-up businesses.

On broadband...

There is concem that the
Government’s focus is on
delivering more entertainment
options to urban voters, rather
than leveraging their investment
to create economic value.

On trade...

Industry leaders express concern
that the Government was
focused on volume over value

in respect of the wide range of
trade negotiations in progress.

On Halal food...

The attributes of New Zealand

production align superbly with

Halal, and we should aim to be
the world leader in this market.

TALENT + MOTIVATION + EDUCATION + COMMITMENT

CLEAR VISION

COLLABORATION

& STRATEGY
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2013

Vol 1 &2

Volume 1:The State
of the Nation

The 2013 Agenda was published
in four instalments across

the year, each covering a
different theme. We introduced
case studies to celebrate
organisations striving for step
change in their organisations.

Volume 1 sought to understand
what motivates those who work
across the primary sector; and
moere fundamentally, why do we
do agriculture in MNew Zealand?

Qur attempt to articulate this purpose
was captured as “enhancing the lives
of New Zealanders and international
consumers through utilising our
woHd-class natural resources
sustainably to provide prosperity to
our society and a commercial retum
to those investing capital.”

The report highlighted that the
contribution the primary sector makes
to NMew Zealand is not well understood
by wider society, and that the onus
was on the industry to make the

effort to engage more substantively
with the public. The industry stood to
benefit from better regulation, reduced
inconsistency and lower costs; while a
betterperforming industry would pay
more tax to enhance social investment
in assets such as schools, roads and
hospitals. The report suggested that
open conversations exploring the
factors that are most important to
stakeholder groups is critical, as well
as ensuring the facts are presented in
an engaging way (scmething that has
become more critical with the rise of
social media).

The State of the Nation

Maintaining people-
powered performance

Volume 2: Maintaining people-
powered performance

New Zealand’s agricultural
success has been driven by
talented and passionate people
since commercial farming
started in this country.

In this volume, we suggested the
industry’s X-factor was the capability,
know-how, passion and drive of our
people — which competitors cannot
easily replicate. The challenge was
securing enough people with the
necessary skills to not only replace
retiregs, but to enable long-term
growth. The report also noted that
the skills needed are changing, as
new technology is adopted and the
regulatory environment evolves.

The Agenda highlighted there is

no single solution to securing the
necessary talent to maintain and
accelerate our people-powered
performance. One suggestion was that
industry organisations need to position
roles as opportunities that should be
sought-after by the next generation.
We highlighted the development of the
St Paul's Collegiate School's Centre of
Excellence for Agribusiness, and the
associated MCEA programme that is
now being used in b6 schools.

({See the case study on page 17).

The report also highlighted the
importance of investing in people

{both employment conditions and
development), which has started to
become a fundamental measure of
whether a business is truly sustainable.
It discussed the need to provide clearer
pathways into the industry and farm
ownership. As Professor Jacqueline
Rowarth noted in her Foreword, getting
this right will ensure primary production
professionals will choose to stay in
MNew Zealand and thus realise the vision
of a dynamic, vibrant industry.

On collaborating with

the wider the community...

If we can have broad agreement
around how New Zealand's
natural assets will be managed
and utilised for our collective
social and economic benefit,
that is something worth getting
out of bed for.

On a Capital GainsTax...
There is a relatively widely-held
view [that this tax] has the
potential to level the playing
field in respect of investment
options behind and in front of
the farm gate.

On the role of women...

The underrepresentation of
women in leadership roles in
business in New Zealand and in
the global agri-food sector more
generally, does not justify the
industry continuing to ignore the
transformational contribution that
50% of the population can bring
toit.

On attracting urban youth. ..
Attracting young and unemployed
people in our cities to jobs in the
rural sector would alleviate this
wasted economic potential.

ajenjeAs abpajmouyoe

ajela|adre
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This was the first Agenda to
focus exclusively on a theme
that has become central too
much of our thinking over the last
decade — namely, the key role
that consumers play in shaping
markets. The report suggested it
is not New Zealand's place to be
"all things to all people’, but that
organisations need to be very
selective about the opportunities
they pursue. Success should be
measured by how effectively an
organisation services their key
markets, rather than the total
number of countries they sell to

COLLEGIATE SCHOOL

Evolving a truly customercentric industry

We argued that the ability to capture

a greater share of our products’ value
relies on us actively promoting relevant
attributes of the product. We suggested
it was critical organisations invest in
getting ‘boots on the ground’ in their
markets; to better understand their
customers, and identify the most
effective way to articulate their story.

This Agenda featured case studies on
Zespri, Comvita and NZ Winegrowers
to showcase the investments
organisations were making, both
individually and as industries, to

build sustainable relaticnships with
customers. As John Brackenridge noted
in his Foreword, New Zealand has
woken up to both our vulnerability and
the amazing opportunities in front of us.
What has got us here, however, will not
get us to where we want 1o be.

St Paul’s

When we first spoke to Peter
Hampton, St Paul's Collegiate’s Deputy
Headmaster back in 2013, the school
was preparing to open the doors to

its ground-breaking new Centre of
Excellence for Agricultural Science

and Business.

Fastforward six years and the Hamilton-
based school has created a new NZOA
approved cumiculum - Agribusiness -
designed to attract some of our best and
brightest into the primary sector — that's
gaining traction throughout New Zealand.

The Uriversity Entrance (UE) approved
achievement standard based courses were
gazetted in 2018, following five years of
planning with NZQA and the Ministry of
Education. In its first year, the programme
won a Prime Minister's Education
Excellence Award; as well as being short-
listed for an Internaticnal Schools Award.

In 2018, more than 1,000 students across
56 schools studied Agribusiness at NCEA
Levels Two and Three. As a shining example
of successful collaboration between
education and business, the initiative had
industry support from the start. Drawing
together both rural and urban educators
was another key to success.

"From early on, we had support from
the likes of DairyMZ, Beef + Lamb, and
Gallagher,” says Peter Hampton. “We
also engaged with other schools from
throughout New Zealand; both rural and
urban, ranging from big public schools
to smaller private schools.”

The curriculum covers a wide range

of topics relevant to the next-generation
of agripreducers — including supply
chain innovation, value-add products,
future proofing and trends such as
alternative proteins.

On the realities of adding value...
A winning strategy is easy to
wirite, but realising it in practice

is far more difficult. Challenges at
every step of the journey include
changing customer expectations,
working with regulators,
responding to competitors and
taking producers with you.

On immersing in markets...
Having pecple on the ground

in offshore markets, with daily
exposure to a country's culture,
enables early detection of
emerging trends which can

be fed into product and
marketing strategies.

“We wanted to develop material along the
entire value chain, and improve the public
perception of primary careers and what
they can offer our tyouth," says Peter.

And the effect of the new curriculum

has rippled even wider. St Paul’s Collegiate
through the financial support

of its business partners is also providing
free resources for all New Zealand
teachers, free teacher training, and is
creating links with agri-related programmes
in New Zealand universities.

Their ambition is to increase participation
to 200+ schools and 5,000+ students by
2021; feeding the primary industry with
atalent pipeline of motivated and career
focused students.
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The industry relies on everybody
doing the right thing every

day. It only takes one person,
accidentally or intentionally, to
abuse an animal, contaminate

a stream or underpay their
workers and the reputation of
the whole industry is put at risk.
The final volume of the 2013
Agenda addressed the increasing
focus being placed on the
industry’s license to operate.

The report argued sustainable
businesses are not grown from rules
and regulations; but from individuals
and organisations standing up and
making practical contributions to
restore the environment, strengthen
their community, or enhance

the economy. The need to better
understand the urban mind-set in
relation 1o issues like water, land use,
animal welfare and biotechnology was
highlighted during the Roundtables.

Balancing the needs of the environment,
communities and businesses

This understanding would enable
organisations to paint a more
compelling picture of how they are
contributing to making the country a
better place for all New Zealanders.

In addition, we noted that customers
are becoming increasingly interested in
how sustainability issues are managed.
Open, honest engagement around
these issues builds trust and can assist
in securing a premium in market.

In 2013, many industry leaders still
saw community and consumer interest
as a threat Owver the past five years,
however, we have observed more
contributeors welcoming scrutiny; given
that it sharpens an crganisation's focus
on how it can benefit all stakeholders.
We also sensed in 2013 an emerging
perspective that is now commonly
being articulated by many in the
industry. Namely, that economic value
alone is not a compelling enough
purpose to guide strategy — the industry
needs to articulate a bigger ‘why’.

Jrector Diversity in soardroome

On the full environmental costs...
An estimate of the direct and
indirect environmental costs

of food and fibre production
amounted to 224% of global
EBITDA in 2010, or USD199 billion,
the highest of any sector of the
EConomy.

On biotechnology...

The industry is currently stuck in
a no-man’s land between a GM
and a non-GM future; which
provides neither the production
benefits nor the market benefits
that could be derived from having
a clear strategy either way.
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m Agribusiness Agenda 2019

2014

Vol 1 &2

\We began work on the 2014
Agenda against a background
of growing global uncertainty.
Much of this connected to

the lingering impacts of the
Global Financial Crisis, but

also concerns about climate
change, terrorism, digitalisation,
and the impact of emerging
disruption in food value chains.

We therefore decided to produce two
Agendas in 2014, one which had a New
Zealand focus (Facilitating growth

in an uncertain world), and another
which explored global megaforces and
their potential implications for agri-food

systemns (Exploring our global future).

In Part 3 of this 2019 Agenda, we
update our global agri-food outlook and
consider how organisations should be
responding to these issues.

Uncertainty about Mew Zealand's
political future dominated the 2014
Roundtables. With an election ahead,
there was some concern about how a
potential change of government might
impact the industry's ability to sustain
growth. That said, it was recognised
that a new government might also
hring greater investment to address
sustainahility challenges, support
growth of the forestry sector, and
develop an industry strategy.

Facilitating growth in
an uncertain world

Exploring our global future

After the VWPCBO0 scare which had
occurred during the year, there was
also discussion on whether the
industry had invested appropriately
in food safety, or had treated it as
acost to be minimised.

This scare - together with a perception
that the wider community had lost
confidence in the ability of farmers
and growers to appropriately manage
the environment - led one contributor
to suggest that it felt like they were
“farming in a fish bowl’. In 2014, this

was viewed as impediment to progress.

Today, the industry is now much more
open to scrutiny; it is acknowledged
that such engagement can increase
the prices our products command in
premium markets.

We also celebrated the export
successes the industry had enjoyed
in the previous year, highlighting

that many sectors had achieved
record retums; while also noting that
continued success requires long-term
investment in nurturing markets.

The recentlyJaunched New Zealand
Avocado Go Global Primary Growth
Partnership (PGP} was featured in

a case study, as an exemplar of

a collaborative long-term market
transformation plan. Their PGP goals
included opening new export markets
and increasing industry value fourfold
to $280 million. We get an update on
the growth of the avocado industry as

aresult of this PGP collaboration on the

following page.

Agribusiness
Agenda 2014

On vibrant rural communities...
Policymakers need to recognise
that one-size-fits-all legislation
will not always work, and rural
communities often require
different solutions to deliver
equitable outcomes.

On utilising collectively-owned
Maori land...

Given the country has finite land
available, Maori organisations
are well-positioned to make

a significant contribution to
industry growth by providing
owners with options to bring
underutilised collectively owned
land into full production.

On trading with Asia...
Adopting a vision to become
Asia's delicatessen could guide
the industry towards products
that have attributes that are not
easily replicated, and are tailored
to Asian consumers.
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New Zealand

®) Avocado

When we talked to CEO
Jen Scoular back in 2014,
the New Zealand avocado
industry had set an
audacious goal to triple
productivity and quadruple
returns by 2023. She's
happy to report they're
on-track to achieve this —
helped along by the global
consumer love affair with
the Insta-worthy fruit.

“We've doubled our yields and our
industry value in five years; so we're
tracking to reach $280m by 2023. It's a
value story more than a volume story
—we're still challenged by very irregular
volumes of fruit, but we are creating
more value for every tray we produce”

Other milestones include gaining access
to China in 2018, boosting domestic
sales to $50m this year, and launching a
Mew Zealand marketer’s group that sees
competitors working collaboratively to
improve the local consumer experience.

“Back in 2014, we didn't yet have clearly-
defined ambitious goals and a path to
meet them,” recalls Jen.

“We were fortunate to get Primary
Growth Partnership (PGP) investrment
from the Crown to undertake the activity
required. Since then, we've worked really
hard collectively as an industry —and we
have absolutely made a step-change "

NZ Avocado Industry Ltd

Jen says there's been another global
“tailwind” that's helped to drive
their success.

"The demand for avocados has really
sky-rocketed in both developed and
less developed countries, and without
a doubt, social media is helping that
Avocados are one of the most pinned
foods on Pinterest.”

To capitalise on this, NZ Avocado has
invested heavily in digital platforms
—with websites in New Zealand,
Australia, Japan, South Korea,
Singapore, China and Thailand.

They are noting some subtle cultural
differences among users. Thai
consumers post beautifully-styled
photos, for instance, while Kiwis tend
to post more comments. The Chinese
prefer to visit the New Zealand website,
because they want to authenticate

the product.

"Previously, as a producer of just 1% of
the world’s avocados, we would struggle
to hear what our consumers thought

of Mew Zealand avocados. But with
125,000k followers on Facebook, we
now get their feedback straight away.

“We used WeChat recently to ask our
Chinese social media followers which
images they associated with avocados
from New Zealand, so we could test-
market some hero shots. Conversations
like that are incredibly valuable to us.”

Agribusiness

Agenda 2019
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2015

Vol 1 &2

Volume 1: Growing value

With the 2015 Agenda, we mixed things
up again. Growing value, the annual state
of the nation analysis, was released at
Fieldays. We then asked agribusiness
CEOs to nominate the person in their
team most likely to have their seatin

20 years. We led this group of future
leaders through a daydong design-
thinking workshop, to envisage what
the industry could look like in 2035.
These findings formed the basis for
Volume 2, The future is in their hands.

During our Roundtables, the steep
decline in dairy prices was top of mind

for many. While there have always

been contributors that do not support
co-operatives (or the dairy industry
model), the discussion in 2015 was more
extensive, and explored whether the dairy
industry has a fit-forpurpose structure to
maximise the value of milk produced in
MNew Zealand.

Recently, Minister O'Connor has initiated
a comprehensive review of the Dairy
Industry Restructuring Act to ensure this
question can be confidently answered

in the affimmative. We see the review

as a positive step for the dairy industry;
not least for demonstrating to the wider
community the critical role the industry
plays in securing New Zealand's
economic future.

In the context of the milk price decline,
the 2015 Agenda highlighted that Newv
Zealand has no inherent right to sell
products in global markets at a premium.
To maximise value, each step in the
wvalue chain needs to be understood and
worked on proactively to maximise the
benefits secured. The report suggested
a comprehensive conversation about
the industry’s future can no longer be
deferred, despite the majority of the
industry being in a comfortable position.

The Agenda explained the KPMG
Enterprise DNA model that we developed
through work with Te Hono member
companies. YWe identified a series of
commoen nodes in the organisational DNA
of companies consistently successful in
capturing higher value for their products.
These nodes include: existence of a
pivotal leader, a strong ambition, a clear
strategic anchor, an understanding

that success relies on resources and
investment, a commitment to customer

Growing value

The future is in their hands

intimacy, an emphasis on recruiting
capable people and, importantly, a
ruthless focus. Many organisations are
recognising the commitment needed to
become a highrvalue enterprise and are
working to enhance their DNA to lift the
value they capture from their products.
Sanford had started this transformation
joumney and was profiled in 2015 Agenda.
We provide an update on progress
from Sanford's CEO, Volker Kuntzsch,
on page 22 of this edition.

Volume 2: The future
is in their hands

The first Vblume talked about the need
to paint a picture of the industry’s
future, in order to inspire disruption and
provoke action. That is exactly what we
did when we joined with Chrysallis to
run the Fork to Farm Summit with over
50 future industry leaders. Vblume 2

of this Agenda was produced by two
of KPMG's own future leaders, Justine
Fitzrmaurice and Julia Jones, who
worked with the group to develop a
picture of New Zealand's thriving agri-
food sector in 2035. The group came
from diverse backgrounds —including

students, farmers, scientists, marketers,

accountants, engineers, government
officials and more — bringing a wide
range of perspectives to the table.

The future leaders were very clear on
key matters. Firstly, the industry will only
achieve its potential if it has a collective
vision of its future. Secondly, success
will depend on organisations leaming to
collaborate. They were clear that those
leading the industry today need to leam
totrust others; and let go of history. They
highlighted that change is a conscious
choice — requiring willingness, energy
and commitment from individuals and
organisations across the sector.

Ancther key insight was that
organisations need to listen to voices

of young pecple and leverage their
enthusiasm. They see a disrupted future
as packed with opportunity. They believe
we have the potential to succeed by
thinking big and engaging with disruption
head-on.

We challenged the future leaders to
think about what has to happen at four
points in value chain (fork, distribution,
processing and farm) to deliver long-term
industry success.

They identified four areas where the
most urgent action was needed.

Firstly, we must be focused on deep
conhsumer insights rather than relying

on traditional market research data —

to find smarter strategies targeted at

the best opportunities. Secondly, they
suggested it was time to stop talking
about collaboration and get on with
actually doing it in a meaningful way. They
strongly believed that we need to |ift R&D
investment at both company and industry
level. Their final priority was attracting
more top talent to the industry. Despite
the room being filled with more than

50 very impressive future leaders, they
still wanted to see a greater diversity of
people in the industry across all levels.

On leadership...

CEQOs are appointed to lead. Directors,
management and the wider team are
looking to the CEO to set strategy,
make the necessary decisions that
lead the business into the future.

On brands...

Itis still hard for many in the industry
to comprehend that value is not always
linked to hard assets, but can come
from investing in brands; intangible
value is created by articulating what our
products are and what they stand for.

On food safety...

When it comes to food safety, New
Zealand cannot afford to be average;
our economic prosperity relies on the
trust we earn from being ahead of
our competitors.

On positioning our products...

QOur food and fibre products should
be as aspirational as a Louis Vuitton
handbag, as must-have as an Apple
iPhcne, and as sought-after as a table
at Copenhagen’s Moma Restaurant.

On redefining export...

Stop defining your market around your
product and start defining your markets
around what your product makes
possible; its experiential value.

On leaming from champagne...
There are 32 Champagne houses that
compete actively in the marketplace,
under the umbrella of Champagne; this
is ordery free enterprise and is what
we want to replicate.
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SANFORD

When the KPMG Agribusiness
Agenda last profiled Volker
Kuntzsch back in 2015, the
energetic and passionate
CEO had been in the job just
18 months. He'd begun the
important work of instilling

a culture change throughout
Sanford, and had set a bold
new vision: “to be the best
seafood company in

the world.”

Moving from volume to value-add and
customerdriven, while striving to utilise
every aspect of the fish resource, was
another key goal for Kuntzsch —and he's
been busy implementing this in a variety
of ways.

Firstly, the company underwent an
improvement programme introducing
capabilities that would enable Sanford

to cope with its strategic shift as an
organisation. In addition to these significant
changes, the Board then approved a
$120m investment programme over two
years starting with FY19; covering both
operational upgrades, and an emphasis
on innovation and brand development
programmes. One such programme has
seen Sanford enter the nutraceuticals
market, producing Greenshell mussel
capsules from its farms in Marlborough.

This retails online via wwwv.seatome.co.nz,
with the product’s point-ofdifference
being the company’s endtoend

product stewardship.

Kuntzsch has always been passionate
about “showcasing who we are and what
we can produce here in New Zealand”
Cue the opening of the Auckland Fish
Market in December 2018 —a stylish
8-restaurant, two-bar operation which is
attracting tourists and locals. Located on
the ground floor of Sanford's 94-yearold
building, it also features a Sanford & Sons
fishmonger in the centre of the market.

Despite the progress, the past few years
haven't been all plain sailing for New
Zealand's oldest and largest fish operator.
The effect of climate change is being felt,
with abnormally high water temperatures
during the 2018 summer resulting in supply
challenges across the aquaculture and
fishing divisions. “If you had asked me five
years ago what our biggest risk would be,
climate change would not have been it
Mowy, it is our main risk across every part of
the business.”

Howwever he says this further reinforces
that's Sanford's strategy is on the right
track. Making the pivot from wolume to
value-add, while diversifying the company’s
portfolio, will help mitigate those external
and future unknowns.
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2016

Vol 1 &2

The World Economic Forum
declared that 2016 marked the
start of the Fourth Industrial
Revolution, also known as the
fusion revolution. Fittingly enough,
our Agendas focused on the speed
of change facing society and how
organisations need to respond

The first volume, Thriving in exhilarating
times, explored how effectively

New Zealand’s agri-food businesses

were handling transformation+elated
challenges. The second volume,
Foresight to the future, extended our
analysis of global trends shaping the agri-
food system, and explored three future-
state scenarios for New Zealand agri-food.

The fusicn technelegies of the

Fourth Industrial Revolution unleash
unprecedented change for agri-focd
sector. Heralding the arrival of the first
Global Agrarian Revolution, we are
observing unprecedented investment into
farm system innovation, genetics, novel
food, processing solutions, distribution
channels and circular waste applications.

We estimated that primary sector
exports of around $37 bilion (at the
time) were ultimately generating arcund
250 bilion in revenue at the peint of
final consumption. As we locked at the
numbers, the realisation was that we
grow plenty of value, the challenge is to

Thriving in exhilarating times

Foresight to the future

capture a bigger piece of this pie in New
Zealand. The ability to evolve our business
meodels will determine how much more of
this value can be realised for the benefit
of all New Zealanders.

The Agenda recognised marny
organisations had maintained their growth
ambitions over the preceding 12 months,
despite a background of volatile market
prices in many sectors. e were pleased
to find an industry largely in good heart,
despite the challenges that consecutive
years of depressed milk prices had placed
on the financial and emotional wellbeing
of many. Case studies on Plant and Food
Research, \illa Maria, Rockit Apples

and Landcorp showcased crganisations
challenging themselves to do things
differently to secure their long-term
future. We are pleased to revisit the Pamu
story in this Agenda, to reflect on the
more recent steps in their transformation
from volume to value.

Ameoeng the wider sector, though, we
identified something of a disconnect.
While many leaders recognised that
rapid change was the new normal -
with technology and business models
quickly evolving — they were doing little
to interpret and embed these new
opportunities within their organisation.
There was an overriding belief that their
business models were robust enough
to thrive, despite the change going on
around them.

PAMU

/

When we last interviewed Steve
Carden in 2016, he succinctly
explained why Landcorp needed

a new purpose — and brand name

~ for its future: “We can no longer
intensify farming and push more
animals on farms. The animals and
the environment cannot handle any
more stress. The model previously
used is no longer viable."

In recent years, we've seen the
State-owned business shrug off a
complete focus on the traditional
volume based, risk-adverse approach
of the past — and work to be a more
nimble and successful innovator.
Underpinning this transformation

is a diversified land-use model
that's capable of producing a

range of specialty animal and
plant-based products.

QOur discussions led us to question
whether the industry has fit-forpurpose
governance. \WWe questioned how many
Boards were seeking 1o reimagine their
agendas, or possessed the necessary
knowledge to support management

in unleashing the potential of their
organisations. Leadership capability
across the sector is critical to long term
success and it has again been a key
theme of our discussions this year.

On brand New Zealand...

There is a need to take proactive
steps to preserve and enhance the
perception of New Zealand being a
‘good country’ for the world rather
than just good for itself.

On customer intimacy...

We don't just need towalk in our
customers shoes, we need to live
in their houses and understand
the challenges in their day to day
lives, our executives need to be in
market as often as possible rather
than trying to make decisions from
Auckland or Christchurch.

On taking calculated risks...

The desire to replicate past success
makes organisations vulnerable

to the future; and breaking the
gravitational pull of the status quo is
one of the most pressing leadership
issues the industry faces.

"We've transitioned from being
conservative into a nimble and
vertically-integrated foods company;’
says the Pamu CEOQ.

"Driving innovation on farm and post
farm gate has been our focus.”

Developing cowsalternative milk
products is just one example.
Within the past two years, Pamu
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has launched the Spring Sheep
New Zealand brand; and inked a
deal with South Korea's largest
pharmaceutical company to supply

deer milk for its range of cosmetics.

(Pamu is into its third year of
milking 80 red deer hinds, which
produce 5000 to 6000 litres of milk
each season).

Sustainability is now one of the
key platforms of the modern brand.
Pamu' translates as "to farm’

in te reo, and also reflects
Kaitiakitanga, the Maor concept of
guardianship of the environment.

We concluded the first volume
of the 2016 Agenda with JFK's
famous line:

Carden says the business has
continued to expand its forestry
operations, as part of its income
diversification strategy. There's
also been a focus on boosting
technology on-farm — with Farm

|Q software being used to “"keep
a really accurate eye on everything

that is happening across our farms.’

And on the people side, the Pamu
Academy was launched in 2017

to improve health and safety on
farms. The business reported a 25%
reduction in significant harmrelated
incidents in FY2018.
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Designed around the theme of a
cockbook, the Recipe for Action
set out 110 ideas from industry
eaders aimed at helping enabling
New Zealand's primary sector

to capture more of the value it
grows. |t was another election
year, but in stark contrast from
three years earlier, there was
very little focus from leaders on
the potential outcome of the
election. Their focus had pivoted
from matters of domestic concemn
towards how they could best
operate within consistently-
changing global markets.

Instead, leaders indicated they were
focused on developing strategies

based on doing what is right for the
environment, their communities and
their consumers. This approach would
require them to reach beyond regulatory
requirements, regardless of the colour of
a future government. This expanded focus
meant our Roundtable conversations
touched on a wider range of issues than
ever before, and the Agenda explored
some themes inrdepth for the first time.

Utilising food

to engage with
New Zealand’s
global whanau

The recipe for action

One theme that stood out was the lack of
a compelling Neww Zealand food story. We
preduce food of exceptional quality and
have world-class chefs, yet most tourists
leave without having a singularly New
Zealand food experience. The Agenda
offered a range of ideas that would help
tobuild a stronger foed culture; such

as making indigenous ingredients and
cooking methods more accessible, and
designing unique experiences for tourists.
We profiled Monigue Fiso of Haikia, who
wee caught up with again this year to see
how her joumey has progressed. We

also case study EAT New Zealand in this
Agenda; a national crganisation that has
launched Feast Matariki this year, with the
goal of creating a uniquely New Zealand
food festival.

The 2017 Agenda explored the
advantages of accessing more diverse
thinking - whether listening to youth,
investing in the Maori agribusiness sector,
or creating pathways for people with
diverse backgrounds into the industry.
We also canvassed ideas for changes to
our education system to promote easier
access to lifelong leaming; as well as
ideas to foster collaboration, accelerate
the pace of technology adoption, and
deepen connections with customers.

Professionalising
the industry within
the farm gate

future for the

Providing public
support only for
collaborative
projects

On creating value...

Itis not the processing asset that
makes a product exceptional; but
the brand, innovation, people and
tailering we putinto it

On effective storytelling...

The goal for the sector must

be creating content that people
want to share; viral content that
educates, entertains and engages
the community.

On water quality...

The industry has appealed to
the head, but it is the heart that
is shaping policy; bold action is
needed to preserve the license
1o operate.

Creating a green
bank that funds
environmental
enhancement
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Plenty has transpired since
we last caught up with
Monigue Fiso. In less than
two years, she's transformed
a pop-up restaurant into a
bricks-and-mortar restaurant,
featured on a Netflix series
with some of the world's
top chefs, and shone the
global spotlight on New
Zealand's food culture.

Her Wellington restaurant Hiakai, which
uses Maori and Polynesian ingredients
10 create excitingly authentic dishes,
has firmly established itself as a flag-
bearer for New Zealand cuisine. But
growing demand means increased
amounts of ingredients — and some
unique challenges in sourcing them.

Fiso has been connecting with iwi

and others across the country to
ensure a steady supply of little-known
ingredients; from dozens of indigencus
plants, to titT (muttonbird) and weka.

"It can still be a struggle at times, but
now with popularity increasing we can
get some ingredients in commercial
quantities — we work very closely with
our suppliers we can give them a heads
up when we know we'll need more.”

They also forage locally for ingredients.
Adding to the richness of the
provenance story, they have had to
work closely with Wellington City
Council to ensure transparency and
overcome regulatory barriers.

“The Council quickly understood that
New Zealand would be missing a huge
part of the food culture if we didn't have
access to these ingredients we have to
forage for!

Seasonality is another factor. With very
fleeting seasons for some ingredients,
Hiakai has had to get creative around
perseveration — which Fiso views as

a positive.

“The menu has consequently become
more complex, dynamic and interesting
with the different preservation
methods,” she says.

“For example, the Kiekie blossom is
only available for a month in August;

so we have to do a massive haul and
preserve, dehydrate and ferment as

much as we can’’

Dark chocolate smoked harakeke seed

truffles - a filling of smoked chocolate teming,
with a coating of toasted harakeke seeds,
smoked with manuka in the cloche.
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For the 2018 Agenda, we talked
with both industry leaders and
groups of ambitious farmers, to
gain an altemative perspective
on the issues facing the industry.
These conversations clearly
highlighted the pressures
farmers are under on a daily
basis — as they seek to balance
the environment, weather,
animal welfare, employses and
their families; while also trying
to run a profitable business.

They also highlighted the ‘reality gap’
between their working lives and the
perceptions held by the wider population.
Qur contributors were proud to be food
producers, but were questioning the lack
of understanding around what they do and
the contribution they make.

To this end, the Agenda argued the need
for the sector to gain more ownership of
its own narrative. Now is the time for the
industry to actively tell its stories —as an
unbalanced narrative is threatening both
the social license to operate, and the
provenance stories that support product
premiums. In a world of fake news and
unreliable facts, the sector needs to focus
on telling the truth.

We need to tell you our stories

This means data-backed, verifiable stories
that support product provenance but also
connect a product to the real people that

grow them.

Technology is transforming supply chains
and putting an informed consumer

at the centre of a value web. This
consumercentric value web means
every organisation involved in producing
aproduct has the opportunity to connect
with consumers and tell their story. We
suggested that using verifiable attributes
—product features that are valuable to a
consumer and proven by data — offered

many opportunities to tell effective, truthful

stories to consumers.

Given that water and land use played
acentral role in the 2017 election, and
has a prominent position in the Coalition
Govemment's policy programme, it was
not surprising that industry’s use of natural
capital featured highly in Roundtable
conversations. Leaders recognised the
sector needs to be more transparent in
explaining its impact on the environment;
and as a case study, we highlighted
Ravensdown’s launch of its integrated
reporting initiative. We recently followed
up with Greg Campbell, Ravendsdown's
CEOQ, to get an update.

Food

On forestry...

Policy settings offer opportunities
for the forestry sector to provide
environmental mitigations to other
agri-food producers, as well as
lifting its economic contribution

to the economy.

On rural energy supplies...
The ability of our ageing

rural power network to reliably
deliver power to remote
businesses at an economic
costs is making the decision
to invest in transformational
technologies harder.

On social media...

While social media strategy
remains a dark art to many industry
leaders at a personal level, they
recognise these tools are critical

to engaging with consumers and
potential business partners.

Government < Research institutions
manufacturers

Retailers and
distributors

Processors and

Consumers
exporters

Farmers and
growers

Input providers
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710 AttachmentB Page 155



Community and Strategy Committee

06 May 2020

/”

ravensdown

' 4

Last time we spoke with
Greg Campbell, CEO of
Ravensdown, the farm
nutrients and environmental
experts were preparing to
release their first integrated
report. Now they are about
to release their third — as
they continue to position
themselves as part of the
environment's solution,

not the problem.

Campbell says the company is

not afraid to “put its feet to the

fire” by publically reporting on its
sustainability performance. "Among
other measures, the dedicated website
at integratedreporting.ravensdown.
co.nz reports on the company’s carbon
footprint (154,407 tCO2e in 2017).
Ravensdown is soon to publish its
2018 footprint and announce its 2030
reduction target”

"The low-carbon economy is a reality that
we all need to get our heads around,”
says Campbell.

“While we're helping fanrmers reduce
their ervironmental impact, we've got

to walk the talk ourselves. This starts
with publically reporting on our CO2
emissions; and then continuously looking
at the technology, training and processes
that will help reduce that”

Campbell was also one of 60 CEOs from
a cross-section of New Zealand industries
—including the likes of Air New Zealand
and Z Energy —who signed up to the
Climate Leaders Coalition in July last year.

As well as setting the big goals, reducing
the environmental impact of agriculture
comes down to the work Ravensdown

is doing with farmers — day in, day out —
behind the gate. “Fertiliser is a valuable
tool in the toolbox. But like anything,

Agribusiness Agenda 2019

there can be consequences if itis under
or overused. We educate our farmers on
howv to use it smartly, and that's why our
farm consultancy practice is a crucial tool
forus.”

Investing time and resources into
reducing environmental impact has

been an exciting area of growth for

the company; with both staff and
shareholders appreciating their honest
reporting. The company is building on its
19 Net Promoter Score and is proud of its
top-quartile employee engagement score.

“Being transparent about our values has
also improved our employment brand
out of sight. Generations coming into the
workforce want to work for a comparny
that’s part of the solution.”
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Jndating the Vews
0 thelatte drnke

When it comes to the democratic process in New Zealand - whose voice
really matters? One of the themes of the 2013 Roundtables was that

the views of the industry or the rural sector were increasingly irrelevant;
because it is the Auckland latte drinkers who ultimately determine who the
government will be. This inspired us to ask our Auckland team their views
on a range of issues that directly impact on the agri-food sector’s license
to operate. For this latest Agenda, we again asked our largely millennial,
culturally diverse, mostly urban teams across the country for their views
on the same issues.

This year we also
asked our team if they are
proud of New Zealand’s primary
industries. Despite their concems
about the environment, 86% suggested
that they were proud of industry, and
76% felt some degree of connection to
food produced in New Zealand.
This is an encouraging sign; and
suggests there is a platform for the
industry to develop deeper, trust-
based relationships with our
urban communities.

W
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Net support / (opposition)
(Supportive — opposed)

2013 2019

Limiting the use of animal housing

quiring farmers to obtain rescurces
consents to continue farming activities

of G\ techno
od production in Mew Z

vermnents in net support levels for the iss
nent less those opposed or strongly o

While still not o n contrast, our team tis interesting that our
supporting the use of b tauncher

{8
support for limiting the u
i housing 0 This could m
i at a national le
i g famers
EIIE
A as b another small net
nhouse gas on irrig y g majority in support.
arming in there is ne small majority
rds them supporti uch limits
being introduced.
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Teking the ndustry's puise -
SNIES N priority over ime

World class
biosecurity

World class
biosecurity

World class
biosecurity

World class
biosecurity

Understand
global product/
eating trends

Deliver market
signals to
producers

Deliver market
signals to
producers

Food safety
strategic
importance

Ensure
practices
support clean/
green image

Codify
environmental
expectations

Invest in
irrigation/
water storage

Sign high
quality trade
agreements

Effective
mechanisms
for extension

Invest in
irrigation/
water storage

Developing
future leaders

Innovate with
customers

A

o P
J DOW
v

Deliver
high speed
broadband

rFs

Deliver high speed
broadband

Deliver
high speed
broadband

-

Increasing rural/ urban
understanding

Invest in
irrigation/
water storage

Deliver market
signals to
producers

Restricting foreign
land investment

Sign high quality trade
agreements

Evolving capital
structures

Sourcing and utilising
global innovation

Invest in irmgation/
water storage

Restricting foreign
land investment

Incentivising students
into agri careers

Codify environmental
expectations

Developing light
export models

Evolving capital
structures

Effective mechanisms
for extension

Creating global
sourcing chains

Exploring scale
organics

Understand global
product/ eating trends

v

Implement water
costing mechanism

Embed resources
in export markets
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2016 [ 111

World class
biosecurity

g
ment in land
1 & low:

World class
biosecurity

World class
biosecurity

driven
urmer

Lre.

World class
biosecurity

Deliver
high speed
broadband

Food safety
strategic
importance

Create N7
provenance
brands

Deliver
high speed
broadband

Food safety
strategic
importance

Deliver market
signals to
producers

Food safety
strateqgic
importance

Food safety
strategic
importance

Deliver market
signals to
producers

Deliver
high speed
broadband

Deliver
high speed
broadband

Create N7
provenance
brands

Sign high
quality trade
agreements

Restricting foreign
land investment

Create NZ
provenance
brands

Umbrella body to
unify industry voice

Innovate with
customers

Engaging with
communities

Innovate with

customers

Umbrella body to
unify industry voice

Exploring scale
organics

Tracking synthetic
and alternative protein

Tracking synthetic and
alternative protein

Restricting foreign
land investment

Changing policy
to influence FX rate

Increasing rural/ urban
understanding

Developing light
export models

Reforming levies
for long term projects

Increasing rural/ urban
understanding

Mandating minimum
H&S practices

Incentivising students
into agri careers

abpajmousoe

Engaging with
communities

GIA collaboration/
cost sharing

Creating single open
access data platform

Articulating a collective
industry vision

v

Mandating minimum
H&S practices

hd

We reveal the results of the 2019 industry leader’s priority survey on page 38. O

Food solutions
for dominant
demographics

Delivering R&D

incertives

ajen|ea

Incentivising students

into agri careers
a9 v

Licensing

to accelerate

market acce

S5

ajela|arne

7.10

Attachment B



Community and Strategy Committee 06 May 2020

710 AttachmentB Page 161




Community and Strategy Committee 06 May 2020

AN

%

7.10  AttachmentB Page 162




Community and Strategy Committee 06 May 2020

genda 2019

.
environmen Zealan
ramme with contract to supply a US company
ith fibre for home insulation as a

healthier alternative to fibregl

PGG Wrightson sell seeds division
to DFL for $421 million. —

Fonterra appoint Miles &rell as
interim CEQ. =~ :
Lincoln and Canterbury
Universities explore partnership
opticns under a new memorandum
of understanding.

Ral!
— Federated FBrI:I“I\B'OE‘E elect Ka

— Organic Wine Growers New
Zealand en E e

nd the

January 2019 February 2019

— New Zealand Yarn and Hemp NZ

= 1 Auckland Fish
=d in Auckland
anford, u
Tokyo's new

fish markét.
Ynsect

veterinary.agreement I
~and Z

710 AttachmentB Page 163



Community and Strategy Committee

06 May 2020

by globally connected Farm 0!

ernment intrad
: .%%‘ lati B*Fe,L

-

Potato virus, Pl
einN

n contaminatior
aland s

March 2019

Fonterra in
Ingred
nt

=}

Oz e =
Mongolia Yili Industrial Group

Lhine

Biosecurity NZ in

or

April 2019

Agribusiness Agenda 2019

employment office. — Cannabis start-up Helius has approval for
Auckland’s first cultivation license, after
a NZD15 million investment from a small

group of investars.
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A central element of the annual
Agenda is our 'State of the
Nation” assessment of New
Zealand’s agri-food sector. Each
year, we provide an analysis of
the top-of-mind opportunities and
challenges from conversations
with industry leaders and
influencers, as well as publishing
the annual Priorities Survey.

In the first section of the report, we
acknowledged the progress the agri-
food sector has made over the last
decade. In this section, we evaluate
where it is today.

With the start of a new decade just over
six months away, we asked leaders

to think about how the industry is
positioned to unlock its potential on
issues that are critical to them. Given
that many organisations have had a
‘2020 vision' for years, it seemed an
opportune time 1o ask our contributors
to what extent their organisations

have delivered on these aspirations.

Or perhaps more importantly, how
prepared they felt for the decade ahead.

Te Hono recently invited a globally-
recognised innovation expert, Larry
Keeley, to talk at an industry forum.
Keeley is the founder of Doblin, a
Chicago-based innovation consultancy,
and the author of Ten Types of
Innovation, the Discipline of Building
Breakthroughs. During his talk, Kelley
confirmed that the unprecedented pace
of change society is experiencing is
likely to continue to accelerate. He also
explained that the rising levels of societal
angst and uncertainty is driven by fear,
the natural reaction to change.

We have been writing about the impact
that transformational change will have
on the agri-food sector for many years —
and have always argued this should be
primarily viewed as an opportunity. It is

gina
cedentec

WOrIC

fair to say, however, that our perspective
on how change will impact the industry
has not been something all contributors
have agreed with. The top-of-mind issues
raised during our Roundtables have often
been focused on immediate, tactical
challenges; rather than actions needed to
shape a business fuelled by disruption.

We had no reason to expect anything
different this year, particularly as the
sector has generally experienced a good
year. Pricing has been strong, exports
are at record levels, and the weather
has largely been normal. We have had
no major new biosecurity incursions,
and labour shortages have not got any
worse. We expected that water would
still be a key theme, as supply reliability
issues continue due to inadequate
investment in storage. We also expected
the impacts of the US/China trade war
to be a talking point, along with a range
of views on the review of the Dairy
Industry Restructuring Act (DIRA); and,
of course, biosecurity, particularly in light
of the Mycoplasma bovis eradication
investment. Finally, we expected
discussion on the envircnment and the
future of the tertiary education sector.

Qur expectations, however, were turned
on their head. The industry leaders

who joined us at our eight Roundtables
across the country raised the broadest
spectrum of topics we have ever had as
our source material for an Agenda. While
they raised all of the expected topics
{with the exception of DIRA, which never
got a substantive mention), they were
certainly not the focus of our discussions.
Instead, the conversations all took their
own direction and focused on distinctly
different themes — but all underpinned

by a perspective that revolved around

the central question: what do we need
to do to get closer to consumers, in
order to secure benefits for industry
stakeholders and the wider community.
Notably, for the first time, there was
widespread acceptance that significant

change in markets, in communities and
in organisations is inevitable rather than a
controllable variable.

The underlying driver of this new

clarity was apparent. Industry leaders
are concerned about the long-term
viability of the industry; in light

of the environmental, social and
financial pressures they are facing.

They recognise that attitudes and
expectations have shifted across
society, and will continue to shift. Some
practices that were once acceptable,
because the end justified the means, are
no longer acceptable. Other practices
that are still in common use today will
become harder to justify in coming
years, particularly in relation to the
stewardship of living creatures. Change
consequently becomes a matter of
survival rather than choice. Concerns
about the demands this change will
place on the operational and financial
capabilities of organisations were
discussed in every session. Contributors
also highlighted concerns about the
impact such dramatic change will have
on the mental wellbeing of producers.

Having analysed the Roundtable
conversations, we have distilled themn
into five core themes which are outlined
on the following pages. All of these
themes recognise that doing things
differently is becoming increasingly
urgent and requires strong leadership.

Analysing leaders’
priorities

Reviewing the results of the annual
Priorities Survey served to reinforce our
conclusions. In 2019, leaders are very
conscious of the multiple challenges the
industry faces — along wvith their own
organisations —with regard to the social
license to operate. Accordingly, they are

more focused on priorities that will help
address these.
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Biosecurity - still #1

We were not surprised to see world-
class biosecurity retain the number one
ranking for the ninth consecutive year
(although its priority score dropped
5.6% on 2018, reflecting the lack of a
high-profile incursion during the year).
It was interesting to note that leaders
want to see higher priority placed

on ‘collaboration and cost-sharing

to proactively manage biosecurity

risk through the Govemment Industry
Agreement (GlA) structure’. This gained
seven places, to finish in the Top 10
prionities for the first time. This supported
the conclusion we had drawn from our
conversations; that leaders are wiling to
invest their time in enhancing collaborative
models that are working effectively.

Also moving into theTop 10

The Top 10 sees two other new
entrants in 2019. ‘Imposing penalties on
those farmers who fail to protect their
livestock' raised six places to rank sixth.
This had previously sat just outside

the Top 10 in the last two years, and
with the increased focus on the ethical
framework underlying food production,
it was no surprise.

‘Delivering R&D incentives to support
innovation” also raised six places to
equal seventh. The need toaccelerate
investment in innovation was a recurring
theme during the Roundtables. Changes
the Government has made to supporting
R&D activities, via the introduction of a
tax credit mechanism are designed to
assistinaccelerating investment.

Moving out the Top 10

Three priorities dropped out of the

Top 10 this year. 'Developing future
leaders’ fell from eight to 13. This likely
reflects the sector's broader focus on
securing the full spectrum of skills and
capabilities needed, versus leadership
talent specifically.

‘Schemes to regenerate native
ecosystems’ dropped from ninth to
1bth equal. We suggest this reflects
the current uncertainty around what
the Zero Carbon framework will mean
in practice, and the unwillingness to
commit to significant system change
urtil these rules are clarified.

‘Investment in irngation and water
storage infrastructure’ fell from ten to
19. This no doubt reflects the increased
challenge of getting a project off the
ground as Government seed money
has been withdrawn; and, potentially,
the lack of significant drought events
compared to recent years.

Arriving at 11 and 12

The two priorities ranked 11 and 12 both
recorded significant lifts in their rankings
— and further support the conclusion
that leaders are intent on preparing their

4
b
2
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) TOP 10 PRIORITIES ..

ACTION

World-class
biosecurity

Create New
Zealand
provenance
brands

Sign high quality
trade agreements

Deliver high speed
broadband

Food safety
strategic
importance

Penalties for
those thatdon't
protect animals

Innovate with
customers

Delivering
R&D incentives

Deliver market
signals to
producers

GIA collaboration/
cost sharing

/
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organisations for disruptive change
ahead. 'The need to lift commercial
collaborations with partners across the
industry’, which rose from priority 22
to rank eleventh this year, reflects our
Roundtable discussions that focused
on where collaboration needs to evolve
in the future. ‘The need to embed
resources into export markets’ ranked at
12 {up from 17th equal last year).

This reflects the growing recognition
that having people on the ground is a
highly-effective way of getting closer
to consumers in off-shore markets.

All-time high scores

Only two priorities recorded their all-
time high score this year (compared
with 16 |ast year). 'Mandating minimum
health and safety practices’ (which
ranked 23 with a score of 7.08) reflects
recognition that there are consequences
to not taking health and safety seriously;
including constraints on the ability o sell
products to premium markets.

‘Taking practical steps to minimise
food waste’ {which increased 13
places to 26 with a score of 6.81) was
also the priority recording the highest
score increase. We were interested
to note this — given that food waste
is a significant focus globally, but

one that has largely existed under

the radar in New Zealand. As leaders
turn their attention to the impact

their organisations are having on the
environment, and the community,
addressing issues associated with
waste may well provide the low-hanging
fruit for immediate impact

Declining average priority score

Having seen the average priority score
increase year-on-year over the last two
years, we noted that the average priority
score fell from 7.41 to 7.00 this year.
This reflects a drop in the priority scores
given 1o all of the priorities, bar four. In

a world where leaders must juggle an
ever-growing range of pressing issues,
one potential explanation for this is

that leaders are adopting a ‘watch and
wait” approach. In other words, they are
seeking clarity on which priorities will
have the most immediate impact on
their organisation. It could also explain
why more collaborative priorities, such
creating New Zealand provenance
brands and signing high-quality trade
agreements, have moved up the
rankings to sit at two and three.

The largest declines in score

The largest decline in ranking this

year was ‘developing New Zealand-
wide integrity mark systems’, which
fell 12 places to be ranked 35. (This

would appear to contradict the boost
in priority being given to developing
national provenance brands). There
has previously been a view that a
national integrity standard might add
some value 1o our products; but this
is becoming harder 1o envisage. It

is likely that emerging technologies,
such as blockchain, will supersede the
one-size-fits-all model of a national
standard. Other significant declines
included "investment in irrigation and
water storage’, as previously noted;
and ‘effective extension of innovation
to farmers’ {which fell 10 places to
24th equal). The scale of this latter
fall surprised us, given the amount of
change producers will be expected
to incorporate into their production
systems over the coming decade.

METHODOLOGY
OF THE SURVEY
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N the pric
are rece
—which are generally at good
: w confidence
that industry leaders
rving among farmers.

Recent Agendas have reported on

the pressures producers are feeling
from regulatory change, and a growing
perception that the public no longer
trusts them to look after the land. During
our Roundtables this year, industry
leaders pointed to a broader range of
issues that they believe are making
producers feel uncomfortable. This
would explain the breakdown in the
traditional correlation between returns
and confidence levels.

Firstly, leaders suggested that many
producers were concerned about

the value of their land. This was in

the context of banks restricting the
availability of debt (which is addressed
specifically on page b1 of this Agenda);
the removal of foreign buyers from the
market as a result of changes in the
overseas investment regime; and the
impact that a comprehensive capital
gains tax could have on land values
lalthough this risk has since receded,
with the Govemment taking the proposal
off the table).

Producers are recognising the industry
is undergoing unprecedented change.
They are constantly hearing about the
emergence of novel foods; which some
commentators have been too quick to
claim will render irelevant our fraditional
competitive advantages in the production
of animal proteins. At the same tme,
the calls to regulate how farmers,
growers and fisherman look after the
environment are growing everlouder,
driven by social media movements

and organised action such as the

School Strike 4 Climate movement.
They also recognise new regulation

is coming, particularly in relation to
carbon, but are unclear on what costs

1y SUPDO
ence

this will have or the timeframes for
implementation. Combined with the
challenges of securing labour, new
reporting requirements, biosecurity
concerns, weather vagaries and other
daily pressures; leaders are concemed
that many producers are feeling like their
problems are mounting and they have
less ability to control their own futures.

When shifts in confidence occur, there

is often a tendency to write them off as
cyclical. However in this case, many of
the issues impacting confidence relate
to structural changes that are reshaping
the future of the agri-food sector globally.
These pressures are not going to be
relieved by the rain finally amriving, or
prices recovering, as has been the case
in the past The point was made that the
decline in confidence could become a
mental health epidemic in rural areas,

if action is not taken to provide clarity
where possible land support when clarity
is not possible).

There are practical things that can

be done to provide clarity across the
industry. Firstly, itis important the
Government delivers on its commitment
to consider the impact each piece

of new legislation will have on rural
communities. Such reviews can resolve
friction points before they become
problemns or add to a namrative of
unreasonable regulation or cost.

It was also suggested that supercharging
the central role that women play in rural
communities will enhance the resilience
of these communities. Providing
sufficient funding and resource for
programmes focused on developing the
skills and capability of women —run by
organisations like Rural Women New
Zealand, the AgriVomen's Development
Trust and the Dairy Women's Network —
will assistin creating a stronger platform
to enable the industry to handle change
into the future.

Processors and marketers also have a
role to play. They can provide realworld
insights to producers on the future of
the agri-food system, and changes in
markets, to ensure narmrative on these
issues is balanced. For instance, taking

ss Agenda 2019

producers into market and exposing
them to consumers helps build
understanding of how markets are
evolving; and provides confidence about
making investments that will assist

in growing and capturing value. The
industry is slowly recognising that social
media is apt to hijack communication,
prioritising emotion over science and

facts. Taking more control of the narrative

around agri-food is critical, but it needs
to be done in a way that engages the

emotions and intellect of both industry
participants and the wider community.

Another point was raised around the
importance of clear communication. Itis
more important than ever that leaders —
whether in national or local govemment,
or within the industry — are consistent

in their messaging about key issues

like regulatory change. Giving tailored
messages to different stakeholder
groups has always been part of Iife,

but in a connected world where these
messages are shared instantly, and often
without the nuance, such an approach
contributes to uncertainty.

There are big challenges ahead. We
have always believed a big challenge is
a hig opportunity, when it is approached
with the right lens. As we move into a
period of rapid change, delivering clarity
when possible and helping the wider
community understand the big picture
underwrites confidence. We believe an
industry vision is critical to achieving this,
and we are hopeful the Primary Sector
Council will deliver a compelling vision
later this year. This must provide the
foundation stone on which we can build
clarity and lift confidence for all in

the industry.

The UN Sustainable Development Goals
provide a framewvork for considering
issues such as policy impact on rural
communities and female empowerment.
Raising the level of understanding and
use of SDG's and their associated tools
would enable us to refine and amplify
the impact of our policy settings.

ajen|eaz
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THEME 2
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As new channels to market open and
market expectations develop, there is
aneed to rethink every aspect of the
consumer experience to optimise it

for the target niche. Our Roundtables
covered a wide range of issues in relation
to how our agri-food organisations are
engaging with markets and consumers.
These have been summarised as:

Trade beyond transactional

Contributors acknowledged the Coalition
Government for assessing the benefits
of the Comprehensive and Progressive
Trans-Pacific Partnership Agreement
[CPTPPA) and ratifying the deal, despite
being staunchly against it while in
opposition. While contributors suggested
that CPTPPA is a high-quality deal that
offers a template for future negotiations,
they noted that the complexity of each
deal is increasing. As more people view
trade as a driver of inequality rather than
an enabler of inclusiveness, New Zealand
Inc must be prepared to invest in market
access in the same way that we invest
in other assets of national significance,
like infrastructure or intellectual property.
Our view of trade needs 1o extend
beyond the transactional; recognising
that each market access arangement
is a strategic partnership between two
countries. The agri-food sector needs to
work with government to demonstrate
that we want these parinerships to be
mutually beneficial, particularly as many
govemments appear to be favouring
protectionism. The work the apple
sector is doing collaboratively to support

the development of the Indian pipfruit
industry, well in advance of any market
access agreement, is a great example
of the message we want to be sending
about trade with New Zealand.

Our competitors are evolving too

While New Zealand has a long-
established reputation for premium
quality, this should be no cause for
complacency. During our discussions,
it was noted that we cannot afford to
continue underestimate the quality of
competitor product. Other countries
have observed the same market
signals as us; and responded by
investing in their product quality and
value chains to secure a share of the
premium space. Our competitors are
not static —they are telling their story
effectively and collaborating when it
creates value. For example, Chile's
investment in horticulture is very
obvious when they present a single
face to global customers at the global
fruit shows. Consistently monitoring
what is happening around the world
is important, but it's not enough. We
need to do more than simply respond
reactively to competitors; we need
to anticipate their actions in order to
move faster and further in bringing our
premium products to the world.

Becoming brand-centric

Brands are used by agri-food companies
around the world to secure shelf space
and consumer loyalty. Many global food
companies are essentially portfolio
businesses that are consistently fine-
tuning how they deploy their brands to
maximise return. With a few exceptions,
we have been largely weak brand owners
in Mew Zealand; with our brand stories
often representing a confused mixture
of national and product attributes.
Whether an organisation is focused

on e-commerce, retail or foodservice
channels; a welltold brand story can
assisting through the many choices in
front of consumers. While there is a

cost to branding a product properly, it
was suggested that the real cost of ‘half
branding’ our products (such as putting a
logo on the pack but not delivering a true
experience) was significantly greater.

Engaging with new value channels

Digital platforms such as Amazon, Ebay
and Alibaba offer the ability for New
Zealand brands to connect directly with
global customers. While technology
overcomes the tyranny of distance,

it also challenges companies to think
strategically about how they invest to
reach their target consumer. In the retail
space, these platforms offer a plethora of
choice to consumers, making it difficult
to stand out The opportunity inherent

in foodservice — which now accounts

for over 5B0% of the market in some
countries —was highlighted by a number
of contributors. By marketing to chefs
and restaurant owners, this channel
provides an altemative way to reach the
right consumers.

Delivering insight at point-of-sale
Historically, consumers have trusted the
retailer to ensure their food is safe, or

to provide information on the product's
provenance. As more organisations are
choosing other pathways to market, such
as selling direct, it is now up o them to
fulfil this role. They need to provide the
necessary insight consumers need to
make their purchasing decisions. Utilising
digital tools that enable consumers

to understand product attributes and
provenance at the point-of-sale is
becoming critical to securing a fair

return for a product. The risk of leaving
consumers unsure about what they are
buying, and where it comes from, will
see many reverting solely to price to
make their purchasing decision.
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As consumers start to actively
challenge the information they're given,
brand owners are being motivated to
verify their supply chains, one data
point at a time.

Kiwi-grown company Trust Codes is
helping brand-owners to do just that.

The Auckland-based company has
developed Matrex®, a blockchain
solution that was born out of its original
anti-counterfeit technology. By placing
aTrust Codes® cryptographically unigue
QR code on product packaging, it gives
consumers in global markets realtime

"These consumers are motivated

to do their research on the spot...
they want real-time intelligence they
know they can trust This includes
everything from verifying the product
is what it says it is, through to the
way it is produced. For example, the
use of plastics in the food industry
has become a hot topic and there's a
strong focus on regeneration of food
production practices.”

As well as food safety and provenance,
the strong correlation between food
and health is driving the call for
greater transparency.

“We've become highly-attuned to the
health effects of food, and consurmers are
using this lens to look more closely at the
brands they choose to align with!"

While Trust Codes does not publicly list
its customers, the technology is being
used by brand owners throughout

the dairy, infant milk formula, honey,
beverage and meat sectors. In 2016,
Australian infant formula producer
Camperdown announced they were
implementing codes on their tins

as a means to reassure their

Chinese customers.

The Cloud-based platform works

with any modem smartphone camera
or' WeChat - there's no dedicated
app to download. It provides a

digital fingerprint for each and every
product; using proprietary algorithmic
technology to validate the contents

rahna
35

such as tasting notes, product
matches, gate-to-plate tracking, or
information about the primary producer.

As Paul Ryan explains, the Blockchain
capability of Matrex® combined with
Trust Codes® provides additional
assurance when working within
"“informal supply chains™ —or

in countries where consumers

are justifiably wary of non-

authentic products.

"The current state of Blockchain

is much like the early days of the
internet... it is still an emerging tech,
but it is going to be BAU soon. It will
be woven into all processes — not

as a standalone product as some are
marketing it — but as an integrated
part of brand transparency sclutions””

L]
intelligence on their shopping choices. of each packet, tin or box. i
“Consumers are starting to ask In addition, it gives manufacturers 5
- . X . . E
questions around their food —and the chance to interact with their
all aspects of it says Paul Ryan, consumers. They can also use
Trust Codes CEQ. the platform to share key product
information with consumers;
2
8
w
)
P
L
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We had numerous conversations
around: how land use should be
determined; the priority that should be
given to regenerating the environment
back towards its natural state; the
impact the Zero Carbon Bill will have
on the industry; and whether the

shift towards these new expectations
should be incentivised or enforced. The
role that water plays in the industry's
future featured in some conversations,
but was not raised to the same extent
as it had been in previous years.

It is clear that no individual or

single organisation will solve these
environmental challenges on their
own — the only way forward is through
co-ordinated action. A number of
contributors suggested the pending
transformation is the most significant
change to the industry since subsidies
were dropped in 1984. It should not
be overlooked that every person starts
this joumey from a different place, both
in respect of their personal beliefs and
the measures that they have already
taken in their business.

One contributor suggested that

New Zealand is lagging behind many
countries on community recognition,
understanding and openness to
change. Strong leadership will be
needed to guide the industry through
what will be a challenging decade or
more. Past transformation has been
steered by industry titans; leaders that
were prepared to publicly stand up

NEW BnVIronmen

0NS

and take action, whether it was in their
interests or not. Now is the time for
the next generation of titans to step
forward and identify themselves,

and begin leading the challenge.

The Zero Carbon challenge

The Prime Minister announced the
Government's plans for climate
change action on 8 May, after we

had completed our Roundtable
conversations. While the intention of
the package is broadly supported, a
specific proposal to require a reduction
in biological methane of between
24% and 47 % by 2050 has been
negatively received by the industry;
particularly as the thresholds are
greater than targets suggested by
the Parliamentary Commissioner on
the Environment. Before the details
were known, industry leaders were
signalling that adapting to the new
climate regime is going to be both
challenging and confronting for many
around the country. It will change land
use, and force farmers to sacrifice part
of the commercial value of their land
to enhance its environmental value,
without any prospect of short-term
financial return.

The key concern around a mandated
carbon reduction strategy focused on
the costs associated with transition.
Little consideration was given to the
opportunities that it could unlock. Many
believe that while net carbon zero

is a realistic target for the industry,
planting more trees is not the pathway
to achieve this. While the One Billion
Trees Programme has created new
economic opportunities in the forestry
sector, there is no desire for this

to become the Three Billion Trees
Programme to deliver carbon neutrality,
given the significant adverse impact
this would have our rural communities.
It was clear that the industry is looking
to the government and international
partners for technology that reduces
agricultural emissions, while

acknowledging that achieving

the targets will likely require land
use change. It was pleasing to note
new funding in Budget 2019 directed
towards delivering tools to producers
to assist in this transition.

Enhanced management of land use

A feature of this year's Roundtable
conversations was an increased
willingness among industry leaders

to think differently about how land is
used, in order to ensure it delivers
better environmental and economic
outcomes. Over the last decade,

the debate around land use has
become polarised around dairy, as the
availability of imigation water saw many
farmers convert their farms. This has
led to a flawed conventional wisdom
that making water available somehow
causes land use intensification and
adverse environmental outcomes.
Water does not cause pollution, of
course. It is poor farming practices or
the use of the wrong system that have
damaged the environment and polluted
the waterways; and |leaders suggested
this should be the focus of land-use
change conversations.

The reality is that our devolved system
for managing land use is not delivering
optimal outcomes for anyone. The
system is inconsistent, slow and

has limited teeth to address non-
performance. It is not resourced to
keep pace with changes in scientific
knowledge, technical innovation and
social expectations. To date, processing
companies have been light-handed

in prescribing how their suppliers
operate, and rarely provide premiums
for higher care production systems.

A range of options for managing land
use were suggested — from introducing
a national management system,

and providing more comprehensive
guidelines to councils, through to
placing obligations on banks and
processing businesses to influence
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the behaviour of their customers

and suppliers. It was agreed that any
solution needs to be powered by the
best available analytical tools, so the
decisions made are fully informed.
The bottom line is that we must seek

to move towards optimal land use for
the environment, the community and
individual land owners; and provide
farmers with the time and tools they
need to transition when change
makes sense.

One contributor talked about his
experience of land use decisions
within Maori organisations. Groups

of land owners are actively pooling
land holdings as they make conscious
decisions about how their land is used
in the future. The owners recognise
that collaborating with other owners
provides the scale necessary to
support investment in highervalue
product opportunities. Many Maori
organisations are leading the way in
proactive land use management, as they
seek to balance their commercial returns
against their community purpose.

Regenerating Aotearoa

A number of conversations peointed to
the critical role our natural environment
plays in New Zealand's two largest
industries, agri-food and tourism. While
there has been significant change

in many farming systems over the

last five years, these have enhanced
existing systems rather than driving

a fundamental shift in the systems
being used. A number of conversations
highlighted that the sector may need
to face up to a reality that existing
systems will never be able to deliver
the environmental benefit being
sought. Some contributors noted that,
in future, land owners will likely be
required to use regenerative practices
on their land to generate better
environmental outcomes.

Regenerative agriculture is not about
planting billions of trees or taking
productive land out of production.
Rather it is about farming in a way
that enhances biodiversity, enriches
sails, improves the cleanliness and
quality of waterways and streams, and
strengthens ecosystems. It also helps
to capture more carbon within the
farming system. Providing land owners
and producers with tools to help them
explore opportunities — and enhance
their systems in sustainable ways that
reduce environmental impact — can
only benefit both our agri-food and
tourism sectors. This will be of great
value in selling the Aotearoa

New Zealand story to the world.

Incentivising change

If we are serious about securing

our environment in New Zealand,

it is critical that we use the right
mechanisms used to guide change.
There is no doubt that many in the
agri-food sector will be asked to face
confronting choices; and they need
appropriate pathways to facilitate
these difficult decisions. While there
are many calls from activists to use
penalties and taxes to enforce change,
industry leaders would prefer to see
a mixed framework, which includes
carrots to incentivise people towards
the right decisions. There is no doubt
that more will be achieved, and the
pace of change accelerated, with the
right incentives and rewards. This
means helping people to understand
how investing in the environment can
deliver economic retum; supporting
them with the costs of making these
investments (potentially through a
Green Bank, referred to the 2017
Agendal); and rewarding trail-blazers
for their positive leadership.

Industry leaders recognise that paying
for greenhouse gas emissions and
the use of other elements of natural
capital will become a reality for the
industry. The design of the charging
mechanisms should be focused on
lowering emissions rather than raising
revenue. Placing agriculture in the
Emissions Trading Scheme (ETS), even
an enhanced ETS, will not achieve
this. However a system that baselines
emissions on each farm, and rewards
farmers that reduce their emissions
at a faster pace than national targets,
would drive change. It has taken
decades to make progress on water,
due to the confrontational approaches
that have been adopted to the issue.
We simply do not have the luxury of
time to make progress on climate
change. Learning from the mistakes
of the past, and designing a system
that delivers progress rather than
retribution, is critical to securing our
environment for future generations.

As New Zealand embarks on its
transition towards a low-carbon
future, it is critical that we ensure
all the costs and extemalities are
reflected in the prices we seek to
charge customers for our products.

In our view, it is critical for New
Zealand to become the first agri-

food sector to achieve an attribute
premium for producing net carbon
zero food products. This also makes

it imperative for the industry to seek
a fast transition, rather than targeting
2060. It will also require other sectors
to appropriately price the products and
services they deliver. In particular, this
applies to tourism. Our rural economy
cannot be expected to continue

to subsidise the economic and
environmental cost of the deluge of
low-value tourists we have attracted
to the country in the push to grow
wvisitor numbers.

ajen|ea

ajela|arne

Attachment B

Page 172



Community and Strategy Committee

06 May 2020

ss Agenda 2019

Within our contributor group this year, we
had a number of people that had joined or
retumed to industry in the last year, which
made their observations highly relevant.
To an outsider, silo-like behaviours appear
to be more enshrined in the agri-food
industry than in other sectors (partly due
to funding structures such as commodity
levies and competitive research funding).
They also noted the sector’s tendency

to keep govemment ‘outside the tent’

as long as possible, despite its ahility

to enable actions and align investment
for impact.

As we noted in the Acknowledge section,
significant progress has been made
over the last decade in building bridges
and trust between leaders across the
industry. This is driven by initiatives

such as Te Hono, which has created
relationships between leaders via the
Stanford Bootcamps. Our companies are
also seeking to work together in offshore
markets. A good example is Primary
Collaboration New Zealand in Shanghai,
featured in the 2017 Agenda, which has
companies joining to benefit from an
established market entry point The EAT
MNew Zealand initiative, showcased on
page 46, is another example of positive
collaborative activity.

While we have made a good start,

the challenge now is to scale-up the
collaborative activity so that it has a
transformational impact. Both commercial
and industry good organisations have
effectively collaborated with government
at an individual sector level, but there

is little happening at an industry level.
Critically, there is no representative
organisation for the Government to
partner with on the macro challenges.

Solahorg
saership, i

on

While the need for an umbrella
organisation still ranks lowly in our
Priorities Survey, it appears that a top
sector body looks increasingly necessary.
This would provide a single, strong

and viable partner to the Government;
rather than having to stitch together
collaborations with 20 to 30 different
sector bodies, each with their

own agenda.

It was suggested that capital availability
will accelerate collaborative activity. It is
expensive to be consistently successful
in intemational food and fibre markets,
and few New Zealand companies have
the scale to make a transformational
investment using their own resources. By
way of comparison, Zespri spends more
than $150 million each year prormoting
its story in key global markets. For

many organisations, the ability to share
costs on elements that are generic or
non-competitive will enable them to
accelerate market growth strategies
until such time they can make the
investment themselves.

One of the constraints on collaborative
behaviour is historic. Our future leaders
had a clear message on this {i.e. "get
over it"), but for many leaders, the
frustrations of failed collaborations
rermain raw. Past initiatives have often
underdelivered because they have been
inflexible, overgovemed, and ultimately
unworkable constructs. Too often, they
have been designed by committee in an
attempt to get buy-n. In a fastmaoving
world, the aim should be to partner with
a coalition of the willing, rather than
waiting for everybody to get on the bus.
It was suggested that organisations wil
be more successful if they take risks and
experiment together with a common
purpose and passion.

The willingness of governors to take risks
is a theme that featured prominently this
year. In a small market like New Zealand,
where personal brands are tended
carefully, the fear of careedimiting failure
remains. This limits the risks that leaders

are prepared to take — even when the
rewards may be huge. As one contributor
noted, the role of an outstanding
governor is to recognise when current
strategies are no longer fit-forpurpose,
critically assess proposals put in front

of them, challenge ‘group think’ around
the board table, and take some
calculated risks.

We all instinctively assess ideas through
the lens of our own social and economic
background.This makes it critical to bring
diversity of thought to conversations at
leadership level. At times, it will mean
discussions take longer; but the quality
of those discussions will be higher and
the outcomes richer. These deeper
conversations can also lead to Boards
making the brave decisions that will have
the biggest impact. Our contributors
believe we have a right to expect more
leadership from our boards and their
executive teams.

We could do worse than learning

from Singapore, a country with

massive aspirations in agri-food. When
the Singaporeans ook to achieve

a strategically important economic
transformation, the Government and
industry collaborate closely. They work to
identify and resolve skill shortages, jointly
underwrite the investment necessary

to share the risk, and direct the best
available capabilities at solving the key
problems. This shows the kind of big-
picture, colaborative perspective that
MNew Zealand would benefit greatly from.
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As two of the biggest
contributors to the New
Zealand economy — it
makes perfect sense to
create a global marketing
tool at the intersection

of food and tourism.

Eat New Zealand, launched in March
2018, is a collaborative platform that's
designed to put New Zealand cuisine
on the international traveller's map.

The not-for-profit food movement has
attracted a passionate cohort of chefs,
restaurateurs, producers, media,
tourism and event operators — all keen
to champion the unique gastro-tourism
New Zealand has to offer.

CEO Angela Clifford explains the value
of this pan-industry approach:

“One of the biggest problems we
face as a nation is that food is siloed
across different industries — tourism,
agriculture, manufacturing and so on.
But once you knock the tops off the
silos and work together, the alignment
becomes very clear... and there’s an
organic opportunity to collaborate.
Instead of creating a hierarchy of
information, you create a web!"

Angela says the vision is people
connected to New Zealand through
our food and the ultimate goal of the
movement is to place New Zealand
cuisine firmly on the world map —in a
similar way that ‘New Mordic cuisine’
has re-energised Scandinavia’s food
and tourism sectors.

"Our country is ripe for this type of
gastronationalism. It's a wonderful

lens through which to understand New
Zealanders. Our home-grown food is
absolutely world class, and we have
incredible ingredients being enjoyed
around the world. But we've not always
been strong at connecting those with
people’s experences when they visit
the country... and that is precisely what
Eat New Zealand is designed to do.”

More than two thousand food
businesses, searchable by region,

are listed on eatnewzealand.nz.

They include a wide range of eating
establishments, farmers markets,
events, food tourism venues, operators
and producers throughout the country.

It also includes an ‘itinerary” function,
which allows visitors to keep a wish-
list of places they'd like to visit or
remember.

Social media plays a large role in their

storytelling; particularly from those keen

to educate people about how our food
is grown, and how we can move New
Zealand toward a sustainable future.

"Seeding an idea through social media
brings everybody into the conversation,
and creates an open forum for
discussion,” says Angela.

Eat New Zealand promotes events
held arcund the country which aim

to highlight our best food makers

and growers. The collective has just
announced New Zealand's first naticnal
food celebration, Feast Matariki, which
comprises more than 100 events and
regional activations during June - July.

Agribusiness Agenda 2019

“Throughout the country,

WETE encouraging peaple 1o
[8CONNBCT with where our food
comes from, and (o recognise
the truly incredible ingredients
Wwe grow, catch and make here
It’'s also a time o acknowledge
[Ne manaakitanga or hospitality
[hat IS an Intrinsic part or wno
weare asKiwis”
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Some contributors believe labour
and skills shortages are the biggest
challenges facing the industry. If
the agri-food sector was the only
sector of the economy grappling
with this issue, it would probably be
a solvable problem. However with
other sectors also facing severe
labour shortages — construction,
hospitality, healthcare, and
education, among others — the
competition for talent has become a
war. There is no single easy solution
to ensure the sector has the people
it needs to support its growth.

Contributors also highlighted an additional
risk: that labour issues could impact the
ability of the industry to secure a premium
for its products. If the labour resource

is not avaiable to undertake the extra
handling required for the processing of
premium products, the easiest option for
producers is to put more of their product
through commeodity channels.

We heard comments from a number of
leaders that the Government is doing litle
to mitigate the sector’s labour challenges.
A number of policy decisions — such as
winding back inbound migration, imiting
the Recognised Seasonal Employer (RSE)
schemes, and allowing critical industry
training establishments to fail —have all
made the challenge of finding skilled
employees more difficult.

When industry raises these issues, the
standard response given is that labour
challenges would be solved by paying
people more. This is simplifying the issue.
Labour is a significant cost element

for many agri-food businesses; and
particularly after rises in the minimum
wage, margin pressures mean employers
cannot both pay more and remain
sustainable. Furthermore, evidence
suggests that even when more is paid, it
can be a struggle to find workers who will
commit to regularly attending a physical

NO One Soution
ADoLI Sorages

joh, drug and alcohol-free. The bottom line
is drawn by simple market economics.
While New Zealand-grown product can
potentially secure a premium, in the light
of labour cost increases, this premium

is not always sufficient to justify the
additional cost of labour.

Having heard about these challenges at
many Roundtables, it appeared labour
issues have become a millstone around
the industry's neck; and a constraint on
the contribution it makes to the country’s
economic prosperity. Thankfully, there are
also examples of organisations seeking to
utilise a range of innovative solutions to
the problem. The case study on page 48
highlights the cadetships that Parininihi

ki Waitotara have introduced, creating

a relevant pathway to introduce young
people to opportunities in the sector.

— We heard about the partnership
between T&G Global and the Ministry
for Social Development (MSD).
Together they have implemented
an innovative buddy-based support
structure around MSD clients that
have struggled to hold down a job.
The buddy ensures that the client
gets up on time, arrives at work
with everything they need, and are
supported through the working day.
The programme effectively teaches
people how to work; and ensures
workers who would previously have
been overlooked can be productively
employed in the sector.

— As we have highlighted in previous
Agendas, itis important that the
sector delivers employees the jobs
as promised. Good employers are
taking steps to ensure that this is the
case, by investing in all aspects of
the workplace experience. We heard
examples of upgrading working and
living conditions, offering flexible
work scheduling, supporting team
members to take active roles in the
community, and investment in training
and development.

— Leaders in the kiwifruit sector
reported that recruiting key skils into
their sector has been less difficult in
recent years. They suggested it had
become a more attractive sector for
young people to join; with the industry
demonstrating innovation, growth
and financial profitability. While not
every sector enjoys the success
that the kiwifruit sector is currently
experiencing, there may be other
means to the same end. To assist in
attracting key talent, the public face
of the industry could be focused
on technological innovation and the
impact the industry has on local and
global communities.

— ltwas suggested that the RSE
scheme should be recognised for
what it achieves. It could be described
as MNew Zealand's largest non-
govemmental aid programme, and
one that transfers significant value
to communities across the Pacific
each year. Changing how the scheme
is perceived will increase political
understanding, and hopefully enable
the scheme to grovww sustainably.

— When it comes to robotics and
autormation, and how they will reshape
future labour requirements, the impact
on agrifood will be no different to
any other industry. While this may
provide a long-tem solution to some
labour challenges the sector faces, it
is important that investment is made
into these technologies today —so
the solutions are available tomorrow
to protect competitiveness. Solutions
are often going to be bespoke to
New Zealand’s ervironment meaning
we can't rely on the world solving
our problems.
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PARININIHI KI WAITOTARA
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With a long and complex
history as a Maori
Incorporation, Parininihi
ki Waitotara (PK\W) is
re-defining what it means
to be a truly modern
farming business.

Their wide portfolic now includes a
comprehensive agribusiness company,
forestry interests, horticulture,
aguaculture (including live crayfish
exports to Chinal, commercial properties,
and a Maori co-investment fund.

Underpinning their diversification
strategy is an unwavering focus on
sustainability, and creating value for
future generations.

According to PKW's Chief Executive,
Warwick Tauwhare-George, embracing
opportunities outside of dairy is a
natural progression for the organisation,
which was first incorporated in 1976.

“We have been entrusted with over
20,000 hectares of some of the most
productive land in New Zealand.
Historically, we have been dairy
farmers because dairy farms have been
located on our whenua... but we are
continuing to diversify, thinning cur
risk, and attracting new investment.”

In 2019, seeking out alternatives to the
traditional dairy farming reflects PKW's
core mission “to be a successfully
diversified and sustainable Taranaki
Maori-owned and operated business
providing meaningful opportunity

to our people”

This also means keeping a continuous
close eye on emerging commercial
opportunities including the likes of
Industrial Hemp, honey and sheep’s
milk — but always through the lens

of kaitiakitanga (guardianship of

the environment).

“We're not only looking at different
farming systems, but also ensuring
our activities are environmentally
sustainable, creating wealth for
our shareholders and for the future
generations,” says VWarwick.

This social imperative is also being
driven by PKW's 10,000+ shareholders.
The Board and executive maintain an
ongoeing dialogue with shareholders,
which helps inform their strategic
mandate for the future.

"We kicked off the process by

talking to all of our stakeholders —
sharehclders, staff and user groups

— to put the question to them: "what
should kaitiakitanga lock like, and how
should we be operating as kaitiaki’ 7"

“We now have a strong set of pillars to
operate by, so we really walk the talk,
and deliver to our word."

Building a pipeline of talent is another
key pillar of success for PKW. The
organisation has developed a Cadetship
programme, which it believes is a
proven and successful pathway for
M3ori career development.

“As a significant Maori-owned business
that's active across a range of industries,
we have a wealth of experience and
opportunities we can provide our cadets,”
says VWarwick.

Two farming cadetships — which are
12-month full-time paid positions —
expose the cadets to different options
within farming, as they rotate through
PKW's diverse business operations.
They will also earn naticnally-
recognised qualifications in

dairy farming.

A further two cadetships, for students
of agribusiness and finance support,
are based within PK\W's New Plymouth
head office.

And while the emphasis is on offering
valuable career experience, it's also
an opportunity for PKW to develop its
future leaders — by immersing them in
the business and its kaupapa.

“Younger generations have a clear
sense of purpose, and we need to
ensure they're attracted to the industry
if we want to retain and revitalise the
industry’s licence to operate,”

says Warwick.

"By allowing them to live and breathe
our kaupapa, we can positively
influence those who will sit in our
chair one day"
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Biosecurity

Risk

Despite again securing the top slot

in the Priority Survey, there was less
talk about biosecurity this year. It was
suggested that while the likelihcod

of the Brown Marmorated Stink Bug
establishing in New Zealand appears
to increase each year, investment in
minimising this risk has been cursory
in compariscn to the costs of the
destruction it would cause (which
would be to horticulture equivalent

of foot-and-mouth). The incursion risk
grows with more ports of entry into
New Zealand. It is therefore critical that
we have co-investment by government
and industry into proactive risk
reduction and response strategies.

It was suggested that one simple
strategy would be to require

the naticnal aifine to relay video
information to inbound passengers;
ensuring that visitors and New
Zealanders understand the risks facing
our country from a major incursion.

Mycoplasma bovis has again
highlighted how an incursion can
quickly shift from being a naticnal,
governmental issue into a localised and
personal one — for those who have the
misfortune to be impacted. Biosecurity
is an issue that should be a priority on
their risk register of every organisation;
yet most are prepared to discount the
risk until they find themselves at the
centre of an incursion.

During the Roundtable conv

a number of other iss
nthy on the minds of indus

Biotechnology

Future-pro

In this year's conversations, industry
leaders talked about the opportunities
inherent in emerging bictechnologies;
as well as the potential future impact of
choosing not to use these technologies.
Some contributors believed that

unless we are open to using existing
and emerging technologies, New
Zealand cannot be a low carbon leader,
a sustainable food producer, and a
contributor to feeding the world. The
ability to grow plants has always been
our competitive advantage, however
technology is transforming how plants
are grown; and we stand to lose both
expertise in plant science and our
competitive advantage if we are not
open to this discussion.

It was highlighted that we have political
leaders from all parties that are listening
and acting on the advice of scientists
in relation to climate change — but are
unwilling to trust the same scientists on
biotechnology. The world continuously
moves forward on biotechnology

{our unscientific KPMG team survey
suggests opinions have shifted), but
Mew Zealand’s capability remains
stalled. Investing in research in these
areas ensures we have the capability

if and when a decision is made to
permit their use. In the meantime,
leamings from research will accelerate
traditional plant breeding programmes.
The message from industry leaders
was clear: now is the time for a
comprehensive conversation on this
issue. We cannot afford to keep kicking
it for touch.

China
Continuing

China has boosted Mew Zealand's
gconomic prosperity over the last
decade. While some remain concerned
about overexposure to China, we
cannot overlook the stability of the
market and its ability to pay good
prices. Itis unlikely the 2020s will

see exports triple again, as Chinese
growth slows; but that certainly does
not mean the cpportunities for New
Zealand companies have been exhausted.
One contributor noted that the food and
hospitality sector is not slowing anywhere
near as quickly as the wider economy.
The govemment in China is focused on
growing domestic production to provide
food security to the wider population,
leaving valuable cpportunities for
exporters to develop and extend markets
targeting affluent consumers.

The key to success is being selective
about the pathways used to access the
Chinese market. The advice we have
given in previous Agendas still applies:
be selective about your partners, do
due diligence into alignment of values,
and do not consummate a deal with
the first partner to come along. Market
positions in China need to be constantly
invested in. In particular, the extensive
use of social media and e-commerce
allows a challenger brand to become
market leader incredibly quickly; so
being on the right platforms and active
in social conversation is critical. It was
also noted that as the Chinese market
matures, the failings they have forgiven
in the past will not be so easily forgiven
in the future. Getting it right every time
is more critical than ever.
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100% MADE OF NEW ZEALAND

partnership with Shanghai
Maling, Silver Fern Farms
are on a journey to navigate
the complexity of China,
their priority market.

Having a partner on the ground is
proving particularly valuable as the
company continues to apply its Plate
to Pasture strategy — and placing
the consumer front-and-centre of

all strategic decisions.

The game-changing partnership with
Shanghai Maling was completed in
late 2016. Aside from the financial
resources provided by the $261m
cash injection, the deal was noted
for delivering the co-operative a
“connected partner in the fastest

growing red meat market in the world.”

“ Strategic alignment is so much
meore powerful than pure financial
objectives, says Chief Executive,
Simon Limmer.

“We're working on a long-term
approach to develop the market —
with our consumers as the focus”

Limmer already had intimate
knowledge of the Chinese market
from his previous tenure with Zespri,

which included a stint as GM of China.

Since taking over the helm at Silver
Fern Farms in March 2018, he has
continued to visit China every two to
three months.

“The pace, growth and value of China
makes it an obvious market," he says.

"It is part of the company’s DNA to
become intimate with the market and
our consumers...and this partnership
helps us to find a way to understand
the Chinese market more deeply.”

In-market partners also have the ability
to amplify the New Zealand provenance
story, he says, in a way that resonates
with local Chinese consumers.

The key to navigating such a fast-
changing and intricate market has
been for both partners to align their
respective objectives and vision. As
50/50 shareholders, both interests
need to be respected and understood.

“It's an iterative process, and we
have a continuing dialogue to make
sure both sides are represented;”
says Limmer.

“This makes for a challenging debate,
but it's more valuable at the end of
the day."

Meanwhile staying competitive in the
global market is also taking place set
against another backdrop —namely the
exponential global rise of alternative
animal proteins. But Limmer says Silver
Fern Farms is more than up for the
challenge. In fact, it simply reinforces
their strategy, which had long made
the shift from being supply-driven to
market-led.

"The way we see it, alternative
proteins are serving to amplify the
whole protein market. The debate has
sparked the urgency to tell our story,
S0 it's also very exciting.”

With a rebalancing of protein in the
global food system, new choices are
flooding the market, and understanding
the red meat brand in a competitive
landscape has become critical

to success.

“New Zealand has — in abundance

— those attributes that consumer’s

desire. These include qualities such
as sustainability, health, taste, and

food safety.”
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Debt availability
Significant risk of deep disruption

While this is an issue that was touched
on by some contributors, itis not in the
mainstream consciousness across the
sector. Some are concerned about the
impact that proposed changes by the
Reserve Bank of New Zealand (RBMNZ)
will have on the availability of debt to
farming businesses and the cost of that
debt. The RBNZ proposes to require
large banks to hold more capital to back
certain lending that is systematically
important to New Zealand’s banking
system. QOur analysis suggests that this
could see banks motivated to reduce
rural lending bocks by between 10 and
15 billion, as well as increasing the cost
of remaining debt.

Mo surprisingly, this is a big issue in
the banking sector; and it should be an
issue that farmers are discussing with
their bank to understand how it may
impact cn their facilities at renewal
time. We have three prime concerns
ahout these changes. Firstly, they have
the potential to drive banks to terminate
facilities, which may require farms to
be sold quickly with the risk that these
sales collapse land prices. Secondly,
the proposal comes at a time when
farming businesses need to invest in
reducing their environmental footprint
and technology to meet the growing
demands of consumers. Without
access to debt, this investment will
not be made; which will impact on the
economy. Thirdly, restricting credit will
further restrict the number of buyers
for farms at a time when tightening

of international investment rules has
largely excluded foreign buyers from
the land market, and many famers
are seeking to exit their business

at retirement. We believe there has
been insufficient detailed cost/benefit
information provided so far by the
RBMNZ to support their proposals.

-

A one-stop shop for academia
and research?

With a number of contributors having
recently visited Wageningen University
and Research in the Netherlands,

there was discussion around

whether a similar institution could be
explored here_This is best described

as a one-stop-shop model that
consolidates capahility in primary sector
postgraduate education, along with
pure and applied research, into a single
institution. The barriers inherent in New
Zealand’s current system —which is
spread across at least six universities
and four crown research institutes —are
significant. Collaboration is constrained
by physical and funding barriers;
institutes compete for funding rather
than projects being prioritised based on
impact; and much of the investment in
the system is consumed in overhead.

When compared to the Wageningen
model, contributors noted that our
system appears tolack the co-
ordination and critical mass observed

in the Netherlands. The integration of
commercial entities into the ecosystem
around Wageningen is alse missing in
Mew Zealand, meaning activity is not
always directed the opportunities that
will create most value. Many in the
sector are emotionally attached to our
current system, despite the fact they
recognise it spreads resource too thin.
As the Primary Sector Council develops
its vision for the industry, it is critical
that government and industry resources
are directed towards a fit-for-purpose
medel. It may be that a more cohesive
Wageningen-style model is right for
enabling the future we aspire to.

Future organics
Hope from a le

The role of the organics sector in

New Zealand has been a subject that
we have touched on a number of
Agendas over the decade. The sector
has consistently bemoaned the lack

of a requlated definition of ‘organic’

in New Zealand, and the damage this
has done to true organic producers, at
home and internationally. Their products
have been forced to compete with
conventional products that have been
misleadingly labelled organic, because
there was nothing to stop more
unscrupulous growers doing this. The
good news for the sector is that work
is progressing towards establishing a
legal definition for organic products;
which should assist the industry to
enhance its reputation and access
new opportunities to export products
into international markets. The biggest
challenge to organics remains the low
cost of conventional food in comparison
to the higherpriced organic alternative.
Until all food prices reflect the true
costs of producing food, including fully
reflecting the environmental impacts a
preduct has in the price, the differential
will continue to make organics a more
volatile, higher risk part of the food
system for commercial producers.
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Technology uptake
The crunch comes in the spring

Every aspect of the value web is

heing reshaped by technology. ..
whether it's an Al-driven support
system that augments the intuition

of farmers and growers, a data-driven
sales and operations planning system
that matches products to markets for
maximum value, or a social media
platform that connects a business to its
consumers. We have been consistent
in our calls that there can be only one
standard of broadband connectivity
across New Zealand; and anything

else would be an injustice to the most
productive sector of our economy. New
Zealand is currently ranked 18th globally
for use of technology in business,

and a contributor suggested that
infrastructure issues continue to plague
the adoption of digital sclutions in the
agri-food sector. It was also noted that
despite the Government committing
$150 million to RBIZ, the rollout has
heen slow to date. The 2019 Rughby
World Cup looms as a make-orbreak
event for technology adopticon in rural
areas. If the streaming platform works
and delivers a great experience, it could
he the tipping point for the uptake of
digital technology in many aspects of
rural life. If it is beset by buffering, it
will demonstrate the failure of over a
decade of policy and investment to
connect our rural communities.
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What needs o De done
0 supercharge the 2020S?

At the end of each Roundtable conversation, we asked our contributors their view
on the single most important action that could set the agri-food industry on a course
to amplify its success in the coming decade. Here are some of the highlights:
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Change is constant and it always
will be. We instinctively search
for new knowledge and use this
information to look for better,
more efficient ways to do things.
As already discussed in this
Agenda, the agri-food industry

in New Zealand has changed
significantly over the last decade;
in what it produces, how it
interacts with consumers and
how it uses natural resources.

Industry leaders recognise that the
pressure to change is unrelenting and
likely to accelerate for the foreseeable
future. As a consequence, the need

to continue the transformation of
organisations to become more
collaborative, agile and resilient is an
ongoing and significant focus for many
of the leaders we talked to.

Recognising the extent of disruption
It is hard to comprehend the extent

of disruption the agri-food system is
facing globally. The reality is that much
of what is considered usual agricultural
practice today would not be that alien
to the Vikings or the Romans. While
we have introduced new equipment,
in some parts of the world, and
improved the genetic qualities of the
plants grown or animals raised, the
fundamentals remain largely the same
-tend the land, feed the animals, add
sun and water and wait for a product
to grow. As a consequence, the
industry has been ripe for disruption
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for decades. Significant money is now
flowing into the technologies that

have the potential to reshape every
aspect of the agri-food value chain,
from what a farm is and how things are
grown, through to new products, and
to the way products are processed,
distributed and ultimately consumed.

In our view, the world has not only
entered the fourth industrial revolution,
it has also entered the first global
agrarian revolution. The basic premise
of both revolutions is the same; the
fusion of biological, digital and physical
technologies to create exponential
solutions that have the potential to
transform industries and the way that
we live our lives.

We see the agri-food sector as being
at the centre of the fourth industrial
revolution as combining the biological
(a plant or animal), with the physical (a
tractor or a hoe) and digital (knowledge
and insight) has been what the industry
has always done to grow food and fibre
products. We do, however, distinguish
the revolution in the agri-food sector
from the wider revolution because

the sector effectively missed the first
three industrial revolutions, and is
consequently facing more significant
disruption over the next decade or

so than any other sector of the

global economy.

The agri-food market of the future
While food and fibre producers are
facing dramatic change within their
own farming operations, the wider
transformation of society will have

a material impact on the markets
producers ultimately sell their products
into around the world. We often hear
people talk about the market as if itis

a single, uniform construction. Maybe
in the past this was a reasonable
approximation of reality, when channels
to the consumer and the range of
product options available were limited.

However, the technologies of the fourth
industrial revolution are fragmenting
markets into an infinite number of
niches, aligned to the specific wants
and needs of consumers around the
world. As we note later in this report,
the one size fits all solution has gone,
to be replaced by a model that is
trending towards mass personalisation
and, eventually, solutions that deliver
one size fits one products.

The global market in the next decade
will be comprised of millions of niches.
We expect that each of these niches
will align with one of a number of key
food system streams that reflect the
ahility of an individual consumer to
make choices in respect of the food
they eat and the way it is integrated
into their daily lives. Given that markets
are evolving rapidly it is hard to predict
with accuracy what these food system
streams will ultimately end up being,
but we foresee seven primary streams
which are likely to encompass the
bulk of consumers around the world;
subsistence, sustenance, first choice,
flexible, integrated, ethical

and premium.
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Recognising that the expectations on
producers are different for consumers
in each of these streams is critical 1o
determining where the products an
organisation grows are targeted. It is
important for producers to recognise
that they are very unlikely to be able to
feed the world, by developing markets
across each of these seven streams, but
in most cases maximising the value of
their product will require them to target
consumers in niches in more than one
stream, recognising that each requires
a tailored strategy and approach.

The challenge for organisations is
that they are being required to make
decisions on the niches they should
target based on their expectations
about how the system may evolve,
and the assumptions they have
formed about which of the 45 trends
shaping the food system, discussed
on the following pages, will have the
most dominant impact on consumer
behaviour and demand.

While we make predictions about
the future of the food system, the
speed and extent of disruption the
sector is facing mean that the past
does not provide a reliable predictor
of what will happen in the future. The
adoption of technology over the last
decade has illustrated that the world
is not linear, with many technologies

following exponential adoption curves
that start slowly. However, as adoption
accelerates it can't be overlooked that
each doubling adds 100% more users.
It is difficult to move beyond models
that are built on historic data and trends,
but it is critical that organisations do
take this step to stand a better chance
of capturing the opportunities in front

of their organisation.

Recognising that you are playing
an infinite game

In an environment of dramatic and
continuous disruption, the biggest risk
facing organisations is maintaining
relevance. In the past, organisations
developed strategies which used
language like winning, beating the
competition or leaving nothing on the
table. The focus today is on long term
sustainability and earning the right to
serve customers and partners. This
change in language is reflective of a
change in the ground rules surounding
markets that the pace of innovation and
disruption is imposing.

Well known business commentator,
Simon Sinek, suggests that what we
are observing is a fundamental shift
in how business works, from a finite
game (with rules, a start, a finish and
result) to an infinite game; a game
with changeable rules, where players

come and go and no endpoint. The
organisational objective is to build the
capacity and resilience to stay in the
game, and thrive in an everchanging
world while competitors fail or exit
the market. The problem for many
traditional businesses, is that if you try
to play an infinite game with a finite
mind set you will struggle to match
your competitors for innovation, effort,
morale and performance.

Surviving in an infinite game requires
organisations to enhance existing, and
develop new, capabilities to enable
them to retain a sustainable position in

the markets that they choose to play in.

Internationally, we observe many
companies using the UN Sustainable
Development Goals to define the
impact they seek to have and reporting
their progress.

QOur conversations during the year
have assisted us in identifying a range
of organisational capabilities that

have not always been a priority in
agri-food companies, but which need
to be developed in response to the
substantive changes that are occurring
in how markets are function. We have
summarised the attributes we believe
will help organisations to thrive in their
infinite game on page 60.
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The bottom lines in a fragmented,
disrupted agri-food sector

Having explained why we believe

the agri-food sector is now experiencing
the first global agrarian revolution, our
view that markets are fragmenting
into millions of niches, highlighted
that there are 45 identifiable global
disruption trends, and explained that
the fundamental rules underpinning
markets have shifted. We only see
opportunity in the agri-food sector
if you are prepared to approach
your future with the right mind-set.

The speed and extent of change

can be viewed as a challenge or an
opportunity. The only person that is
able to determine the lens you choose
to use is you. We have argued for
years that the only practical choice is
to view disruption as an opportunity,
to understand the key bottom-lines
shaping the industry and then to buckle
in for what will be an exhilarating ride
- one with the opportunity to double
or treble the contribution the industry
makes to Mew Zealand's prosperity.

We believe there are three bottornines
shaping the future of the agri-food sector:

Sustainability is a non-negotiable:

To maintain social license the reality is
that it is no longer appropriate to just
do enough; there is a need to listen

to all relevant voices, including those
from minority communities, and do
the right things for the organisation,
stakeholders and the wider community.
While conversations often focus on
climate, land and water, achieving true
sustainability requires an organisation
to think far more holistically about the
systems they interact with. This requires
thinking beyond financial metrics and
environmental consequences to include
analysis of human, social, intellectual
and technological dimensions in
decision frameworks. It is becoming
apparent, that as more organisations
think about the wider impact they have
on a value chain, circular thinking is
being designed into business models,
with greater effort being made to

find partners to extend the life of
non-renewable resources.

Food is central to future of the
health system: The connection
between what people eat and health
outcomes is irrefutable. As the social
impact and costs of curative healthcare
systems place an increasing burden

on government and society, there is

no doubt that policy settings will shift
towards preventative care models. This
places food at the centre of the health
system of the future and increases
focus on a food's nutritional density,
functionality and impacts on health
outcomes (both positive and negative).
Recognising this shift presents a myriad
new opportunities for food producers
able to verify the therapeutic outcomes
their products contribute to, but also
flags risk for products that contain
ingredients that are perceived to be bad
for health. It also suggests the space
that has traditionally existed between
the food and pharmaceutical sectors
will become increasingly blurred,

as businesses from both sectors
explore opportunities in functional and
nutraceutical foods.

Diets will transition as consumers
personalise experiences: The last
decade has seen the protein wave
wash through the food system, with
consumers placing significant focus

on the protein they eat. However, we
believe this central focus will evolve

in the coming decade. We expect a
second wave to come through the
sector, shifting the focus of consumers
from purely protein towards the
complete nutritional density of their
food as recognition grows that there
are many other nutrients, oils, fats and
minerals that are important to health.
Secondly, consumners are thinking far
more about the foods they eat and
where they come from; we have heard
many times in recent months that there
is place for ‘good food’, whether it is
produced from plants or animals, but no
place for ‘bad food|, any food produced
without awareness of the impact it

has on health or the environment. We
also believe consumers are taking
more control of their diet. In seeking
personalised experiences, they are
transitioning from conventional food to
nutrition arrangements that align with
their lifestyle, world view and ethics.

Volume to...value, values or wellness?

The mantra over the last five years or
so in the New Zealand agri-food sector
in response to markets becoming

more complex and disrupted, has

been that we need to accelerate the
shift of our products from "volume to
value’. While this is easy to say it is not
nearly as easy to deliver on, as many
organisations have found. The Coalition
Government has recently been talking
about making a shift from ‘volume to
values’ which makes a lot of sense.
While activities adding value to a
product can be replicated or superseded
by a competitor, underpinning a product
with a set of values, that reflect the
ethics and morals of Mew Zealand and
the producer is significantly harder for a
competitor to replicate or displace.

From the journey we have taken in
preparing this Agenda, we think that
there is an opportunity to take this
position ore further step. We suggest
that we should aspire to transition
from ‘volume to wellness’.

We believe ‘volume to wellness’
encapsulates growing products that
have attributes consumers aspire to
inherent within them, and that are
unpinned by a clearly articulated set
of ethics and morals. However it
goes further, and says our focus is

on producing products that promote
wellness; wellness for the consumer
that eats the product and also wellness
for our communities and environment
in New Zealand.

Thriving in the infinite games

requires organisations to make bold
commitments to secure a sustainable
place in the game and derive fair value
from what they create. We believe as
we move into the 2020s, a decade
that will be dominated by health and
wellness themes, now is the time to
place wellness front and centre in our
agri-food story if we really want to
secure our share of the value we grow.

Attachment B

Page 187



Community and Strategy Committee

7.10

Attachment B

Organisational capanilities
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The mega-forces shaping the
world's future are evolving
as scientific discovery and
knowledge become available.

The Agenda in 2014 highlighted 14 trends
across economics, politics, demographics,
social infrastructure, technology and the
environment that our research suggested were
shaping the multipolar world in which we live;
a world where a disruptive externality can
come from anywhere at anytime. The report
highlighted the rapid impact that the Ebola
outbreak in West Africa had on people all over
the world during 2014.

We reviewed the mega-forces in 2016 and
unsurprisingly concluded there was little
change. We did highlight that given the
breadth of applications being developed using
fusion technologies, that it had become clear
these products are going to have a more
fundamental and transformaticonal impact on
society than we had previously envisaged.
Rolling forward to 2018, we have identified the
fusion revolution as one of two mega mega-
forces, the other being the transition to a net
zero carbon position given the consequences
of doing nothing.

In addition to identifying these two overarching
themes, we concluded three new mega-
forces need to be incorporated into the
analysis based on our research. Awareness of
the fundamental impacts these new forces
{Generation Vivice will fight for its future,
inequality can no longer be overloocked and we
must be able to do that with plants) are having
has become apparent recently in response to
concerns over climate change and the political
consequences of large groups in communities
feeling excluded or left behind by economic
growth. Some of the other forces have been
renamed to sharpen their focus but the overall
conclusion is that our world has only become
more complex, or more multipolaral, in the last
five years.
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The ‘mega’ mega-forces

/_ \ Transitioning to a low carbon
(L)

future is unstoppable

e
\‘/ Higher incidences of extreme
- weather events together with

increasing scientfic consensus that human
activity is contributing to an increase in global
temperatures has resulted in governments,
companies and civil socity all making
commitments to take actions to transition

to alower carbon future in an attempt to
restrict the increase in temperatures to as
close to 15 degrees celsusius as possible.

. Fusiontechnologies accelerate
I'I 2_4; ‘..I exponential change in daily lives
_°__/j The increasing ability to fuse
B biclogical, digital and physical
technologies reshapes all aspects of day to day
life, creates opportunities for new business
medels that redefine how businesses work
across many sectors of the economy and
delivers the ability to transform agriculture
given that fusing a biological product
with knowledge and physical tools is the

fundamental core of the sector’s activities.
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Geopolitical instability

is a fact of life

The increased ability to consume and

share information using digital channels
creates an environment that can rapidly accelerate
groundswell political movements. This is seeing
unexpected political leaders coming into power, often
hased on the positions that they take on a single critical
issue for disenfranchised groups with the community.

Economic influence will continue to shift
as wealth grows in emerging economies

For most of recorded time, the world's

largest economies were Asian. The shift of
the balance of wealth to Europe and, ultimately, North
Arnerica is a relatively recent phenomenon driven by
the rapid industrialisation of these countries from the
late 1700s. The first three industrial revolutions largely
hypassed other economies and their influence declined.
The growth emerging economies delivered as the
west struggled to recover from the GFC demonstrated
the wealth pendulum is swinging towards emerging
economies and retuming east towards Asia, disrupting
the perspectives we have held for centuries on economic
influence.

Leading in a integrated and instantly
informed world requires new capabilities

While physical distances remain the same
and national borders rarely move, technology
has eliminated the time delays that were inherent in
most cross border transactions 25 years ago. A faster,
technology enabled world is highlighting the constraints of
government, legacy intemational institutions and treaties
and the challenges of regulating in a connected world. A
new approach to government is required based on greater
responsiveness and more collaborative approaches
to regulation.

Inequality can no longer be ovedooked

The gap between the haves and have nots

has grown arcund the world, largely out of

sight of those with influence and power in
our communities. The benefits of economic growth have
not been shared evenly, with many in the community
believing they have received no benefits. Technology
gives marginalised communities a voice. There is a need
to listen to concerns being expressed and take action to
ensure the benefits of growth are shared more evenly, to
ensure the long term stability of society.
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Future world citizens

Millennials facilitate the connected,
instant access economy

Millennial consumers are leading

the adoption of digital soluticns
that provide instant access to the products and
services that they require without the constraints
of leng term asset ownership. New solutions that
increase lifestyle flexibility are rapidly replicated and
adopted, globally accelerating the development
and growth of increasingly innovative business
meodels. The use of digital soluticns means that
millennial consumers are ne longer cenfined to
the choices available in their physical location.

Anything but ‘generation done’
exerts their economic muscle

People aged over 65 represent the

fastest growing segment of the global
populaticn, driven by increased life expectancy and
faling birth rates around the werld. As the population
ages, the proportion of the pepulation available to
support the associated health and welfare costs of
declines putting presure on core social services.
However, the ageing population are also consumers
and in many parts of the world they have spent a
lifetime generating wealth which they will use to secure
products and experiences that enhance their lives.

Urban survivors are empowered
E | to become urban thrivers
)

The growth of cities and urban areas

around the world continues to accelerate
driven by migration from rural areas and natural growth
in the population. The evolution of smart technologies
to integrate work, mobility, nutrition and lifestyle
elements into day to day life, changing the nature
of urban living from one of battling the system to
survive to one where life is enhanced by cities that are
designed to work with and for their residents.

Generation Voice fights

for its future

Generation Vbice, those members of the

community bom after 2000, complete
their schoeling and enter inte full preductive economic
and political life. This generation, and their children,
will live with the consequences of climate change and
they are not about to sit back and let their future be
sacrificed without a fight GenerationVoice will be the
most activist generation the world has seen, using the
power of digital technology, to protect what is left of
planetary resources for future generations.
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Preventative medical systems
enhance human health outcomes

Innovation drives the discovery of

new solutions to a growing range of
healthcare challenges facing society, however the
cost of these sclutions make it challenging to provide
access to all but the most affluent members of our
society. As a consequence, governments around the
world focus attention on developing new primary
care models that reshape lifestyle fundamentals,
with the chjective of preventing the illness and
creating a fundamentally more healthy soceity.

/' "\ Education delivered beyond
( v ': the classroom multiplys impact
\J / Achigh performing education system

s underpins aspirations for growth and
developrnent in any society. The impact of an education
system depends heavily on the quality of its teachers
and the effectiveress of the channels used to deliver
knowledge and enhance leaming. As technelogy evolves
the constraints of traditional educational relationships
buitt in a classroom disolve, enabling the best educators
to have an amplified impact on global society than has
not been possible in the past.

/__-\ Democratising data unleashes its

[ F ? ‘| potential for all of society

\ llll ]

\___/ A world with billions of connected
devices will see data lakes continuing

to grow expotentially. Datais only valuable if insights

can be extracted from the lake that create benefits

for organisations or for soceity in general. The more

relevant data that can be targeted towards answering

a question, the better the quality of the answer. Thisis

best achieved if organisations recognising the value of

data is maximised, by sharing it with others to help find

the sdlutions to the biggest questions facing society.
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Seeking indefinite
sustainable living

Energy security is now
everybody’s responsibility
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Greta Thunberg
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Global population growth is predominately occurring in some
environmentally-challenged,
nutritious food is often difficult to find. With over

vaterstressed regions of the

800 million of the v

of the poor

rld; areas

st, mos
nere sufficient

1d's population

regularly malnourished, the food system is clearly not delivering effective for everybody.
The UN has sought to highlight the scale of the challenge through the Sustainable

Development Goals (SDG's).

Yet the food system is expected to
deliver more every day. Food issues
however are not confined to emerging
economies, many developed countries
have significant levels of nutritional
deficiency across their populations
which is creating significant social and
economic costs that govemments are
having to deal with.These are big issues
that impact every member of society
and as a consequence they should
not be left entirely to governments
toresolve; as they require broad
community responses. Sustainahility,
inits widest sense, lies at the core of
the food system. Communities need
to produce sufficient food within the
confines of the productivity capacity of
the environment. Technologies such as
genetic medification need to be explored,
even though the longtem effects are
not fully understood. Govemments need
to develop food systems that extend
beyond ther borders to achieve food
security, and ensure their communities
are responsibly educated on what
constitutes healthy food. ltis urlikely
we will ever have a truly sustainable
food system unless we collectively take
responsibility toimplement substantive
solutions. Leaving food issues
unaddressed increases the risk of
social imbalances destabilising society.
In history, food inequality has resulted
in social unrest, economic migration
war and terrorism.
’-\‘ Modern slavery becomes
\__/ agrowing issue in the
agri-food sector

Society expects all employers to treat
their employees fairly. This includes
factors such as paying a fair wage,
providing safe and sanitary conditions
for workers and families to live and work
and providing therm with opportunities to
develop useful skills and experience. The
agri-food sector globally has often been
viewed as a poor employer, providing

tough, unskilled physical work, often in
harsh weather conditions, with anti-social
hours and low pay; hardly a great story
to tell the world. The reality has generally
not been so bleak and in employment
across the sector is increasingly
demanding more skills to respond to new
technology and consumer expectations.
If producers fail to meet employment
standards that are acceptable to
consumers, they may find themsehes
being censidered modern slave masters
and having the market access of their
products restricted, as more countries
introduce Modem Slavery legislation.
The ability for stories to go viral through
digital platforms shows the power of
society setting standards, and amplifies
the impact for those that chose toignore
the rules. There is a threat to the image
of an organisation and its ability to recruit
and retain top employees, aswell as to
the sustainability of their supply chain, if
employees are reported to be mistreated
in any form. Comporate responsibility
groups are calling on organisations to
imbed transparent reporting into their
strategy. In 2017 Nestle and Unilever
implemented best practice on slavery
reporting, with Nestle reporting on

1 key human rights risks relating to
its businesses as a way to increase
transparency.

/= Govemments pivot towards
\= ') preventative healthcare
to address fundamental
health issues

The World Health Organization has
reported that noncommunicable
diseases (NCDs) cause more than 70%
of deaths worldwide every year - with
food being strongly connected to these
ilnesses as one of the top four behaviour
risks. NCDs include lifestyle illnesses
such as diabetes, metabolic syndromes
and heart disease. The cost of treating
these diseases is unsustainable for many
govemments, resulting in them adopting

preventative healthcare strategies
which have a strong focus on educating
communities on dietary matters. The role
that ‘food as medicine” will play in the
future of the healthcare system as well
as the agrifood system should not be
underestimated. The impact that health
and wellness will have on the global
agri-food system in the coming decade
is explored in maore detail from page 69.
Several countries are implementing
legislation to combat food-related
illnesses; with the UK, Ireland and
Spain introducing sugar taxes. In
the US, the 2018 Farm Bill proposes
a Produce Prescription Program, to
encourage the prescription of food
as medicine.

(+.\ Food production costs
"/ will increasingly reflect
the true costs of consuming

natural capital

Food spend as a percentage of income
has consistently fallen in recent decades
{the analysis on page 66 comparing

the increase in median income in the
US to movements in the prices of a
range of products and services over

the last 30 years, demonstrates this
clearly). At the same time production
costs have reduced, due to productivity
improvements and an increase in the
scale of many producers, however the
reduction in cost has not been sufficient
to enable producers to hold their margins.
Some argue that the costs of producing
food are currently materially understated
as farmers, growers and fisherman

have historically not paid for the natural
capital they have consumed in growing
products; most producers do not pay for
the sail nutrients or ecosystem benefits
that the plants they grow utilise, some
are charged for water but for many this
rermains an asset that they can access
freely. An analysis performed by KPMG
in 2010 suggested that charging the
food production sector for the natural

7.10 AttachmentB

Page 193



Community and Strategy Committee 06 May 2020

FOOD AT ELECTRICITY F PETROL RENTOF  CHILDCARE, P IPTION
HOME AR ;

7.10  AttachmentB Page 194



Community and Strategy Committee 06 May 2020

assets it consumes directly and indirectly
would resultin a charge that amount to
224% of the industry’'s EBITDA. Given
the focus from retailers to keep prices
down, it is clear that food prices around
the world currently do not reflect the
true costs of production, in particular the
costs of natural capital consumed. We
expect there will be moves made by
governments around the woHd, as part
of the response of individual countries
to climate change, to charge farmmers
for the natural capital they consume.
This would overtime result in food
prices increasing to better reflect the
true costs of the inputs into the food
production process.

Philanthropy and social
impact-centred business
models to proliferate

With over 800 million people being

failed by the global agri-food system,

the industry offers huge scope for
entrepreneurs and philanthropists to
have life-changing impacts on the global
community. Many start-up businesses
are being formed with either a dual
purpose (profit and impact) or a purpose
beyond profit, particularly to reduce

the number of people suffering from
undernutrition. Ve have observed that
many of these start-up enterprises are
receiving funding frem a range of high
net wealth individuals as they direct their
philanthropic activities towards some of
the biggest challenges facing the global
community. For example the Bill and
Melinda Gates Foundation is collaborating
with private sector enterprises, NGOs and
govemments with the goal of preventing
1.8 milion malnourishment related deaths
by 2020. Corporate social responsibility
[CSR) is also evolving. It no longer being
sufficient to spensor the local foothall
team, organisations are investing in
impact projects that align with the an
articulated purpose that the organisation
has adopted (be that empowering women
in rural communities, investing in skills
for young people or promoting nutritional
improvement). Consumers are expecting
companies to be taking an active role in
supperting the vulnerable in the global
community. Demonstrating a strong
commitment to purpose is aalso key
platform for attracting the best talent to
an organisation. The social enterprise
One Acre Fund supports over 135,000
farmers in East Africa through a
market bundle approach; providing
local farmer groups with agricultural
education, loans for planting materials,
market training and crop insurance.

(=) Environmental regulation

\2#") crystallises a step change in agri-
food technology and investment

Governments have committed to address

levels of greenhouse gas emissions from
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economic activities in their respective
countries. The Paris Agreement saw most
countries commit to keeping the increase
in global temperatures well below 2°C
with an ambition to keep it close to 1.5°C.
Delivering on the commitments that

have been made is likely to result in most
govemments introducing regulations that
target activities that generate emissions.
Given that the farming of livestock is

a significant creator of methane gas,

one of the key greenhouse gas, we
expect these regulations will ultimately
have impact across the agri-food value
web. Responding to new regulatory
requirements will likely attract ethical
investors to the industry, will spark
innovation that will benefit all farming
systems, and increases the amount of
technology being deployed across the
industry. Companies are already taking
matters into their own hands in line with
consumer expectations, proactively
implementing systems to ensure carbon
use is captured and actionable steps are
taken to reduce emissions. We expect

t0 see companies and regions pushing
hard to achieve zero carbon status for
their products as this is an attribute that
ethical consumers are prepared to pay a
premium for. Ala Foods, a Danish dairy
co-operative announced in March 2019
that it will target a 30% reduction of
greenhouse gas emissions by 2030 and
will work towards zero carbon by 2050,
noting that setting the target focuses
each of the co-op’s dairy farmers

on what they can do to improve

their businesses.

™, Food security and affordability
“) remain a key priority for almost
every government in the world

For many governments the availability
and affordability of food is a top priority,
as failures to deliver sufficient food to
their population can lead to social unrest
and ulimately could result in leaders
being changed {via the ballot bax or other
means). Govemments are taking different
approaches to setting up resilient and
secure national food systems. Some
countries lack the ability to produce all the
food they need to feed their populations
and as a conseguence governments,
either directly or through sovereign
wealth funds, are making international
investments designed to secure access
to sufficient supplies of product to meet
domestic demand. Other countries are
making significant investments to develop
domestic production, including securing
access to novel growing practices and
new technologies. There are also initiatives
to diversify diets to reduce reliance on
products that are more susceptible to
supply issues. Enhancing food handling
practices and encouraging agri-food
companies to minimise waste are also a

focus in an attempt to ensure that more
of the national food supply is eaten. The
Wond Economic Forum initiated a
five action initiative bringing together
farmers, govemment, civil society
and the private sector, facilitating
partnerships at regional and country
levels, and encouraging the exchange
of knowledge around food security.

The challenge of feeding the
world attracts talented young
people into the agri-food sector

The young people that are now coming
into the workforce have grown up in a
technology-enabled world; they expect
instance access to knowledge and insight,
they have a strong value system and a
voice that they are wiling to use when
they see activity that is not aligned to
their values. It is predicted that Millennials
will comprise 75% of the workforce by
2025, and they will likely have the greatest
spending power of any generation in
history. Evidence indicates that the
millennial generation reacts positively to
companies and organisations that can
clearly articulate their purpose and values
and is prepared to take steps to bring
these commitments to life. This means
that they are attracted to a workplace or
industry that is contributing to society,
rather than operating solely for financial
benefits. Roles that enable them to use
skills to improve society are of particular
interest — and opportunities in the agri-
food sector to mitigate malnutrition

and environmental degradation will be
appealing to many. We consequently
expect to see companies across the
agri-food sector recruiting employees
into a wide range of roles with a
commitment to let them use the skills
and experience that they develop
during a sabbatical period to make a
contribution to helping the world to
feed itself.

.y Finance amangements
increasingly take account

of how a borrower manages
ESG in their organisation

To date, the investment that organisations
have made into addressing environmental
and social risks they face have
predominately been seen as a cost.
However, this is changing rapidly as
investors and lenders around the world
start to place more focus on the activities
of the companies they are providing
capital to and the impact that these
activities have on the environment and
the wider community. The consequence
of this is a growing amount of green
financing arrangements being entered into
around the world, which is forcing those
raising capital to link their Environmental,
Social and Governance (ESG) performance

ss Agenda 2019

to the cost of the capital to they are

able to secure. To secure green funding
arangements there are expectations
being placed on organisations to report

on their ESG performance usinga
recognised framework, such as Integrated
Reporting, and provide an assessment of
the impact they are having on society. As
a consequence, there are opportunities
for organisations that have adopted clear
strategies to manage and reduce their
impact on the environment and to actively
support their community, to translate their
actions into cost reductions. Lenders are
finding creative ways to reward those

that are proactive in addressing critical
issues. In addition, the growing power

of the consumer voice on social and
ethical issues is benefiting the financial
performance of organisations that have
taken steps to enhance the sustainability
of their business practices. The Financial
Times reported an analysis of more than
300 of the world's largest companies
across a range of sectors found that
those with more ethical operations make
higger profits.

Bringing activist campaigners
to the table to become part of
the solution

The agri-food sector has always been
subject to challenge by activists; perhaps
more so than any other sector of the
global economy (with the possible
exception of the energy sector at certain
points in history). However there isa
unique paradax involved in the nature of
the challenge that is placed on the sector.
Organisations are coming under scrutiny
as one of the largest users of natural and
human resources (be that land, water,
the oceans or soil or as a major employer
globally of people) which has a range of
positive and negative berefits on the
community and society. It cannot be
overlooked that the collective purpose
inusing these resources, to provide
people with sufficient food, is undeniably
positive. The very reason the sector exists
is to feed the world. This provides a solid
framework for working with those who
may oppose various activities within

the sector. VWWhen setting policies and
operating practices, more organisations
are inviting a diverse range of perspectives
to the table. This helps them to design
robust frameworks that enhance rather
than detract from their social license to
operate. Companies need to ensure they
listen to every voice so communities are
assured the sector is working with them,
not against them, to maintain their social
licence to operate.

ajela|arne
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Like all other industries, the agri-food sector is being

disrupted through innovation and techr

cal

transformation, with consumer needs and

demands underpinning the pac

The growing focus on food-as-medicine
is driving massive change within the
agri-food industry. Traditional big food
companies, agricultural producers,
pharmaceutical businesses and
start-ups are all being attracted

to opportunities in food for health
and wellness purposes. For agri-
food companies, this means a shift
away from commodity models
where producers decided what to
produce and what would be offered
to consumers, towards the creation
of highly specialised and enabled
food that is designed with specific
nutritional profiles.

As consumers become more educated
about what they eat and attentive to
the impact that food and lifestyle has
on health, this is resulting in a health
and wellness trend sweeping across
parts of the community. This trend is
shaping an evelution of not just food
products, but the way in which we
grow, consume and market cur food.
The health and wellness food market
was valued at USD769 billion for 2019.

Qur view, however, is that consumer
focus on the impact that food has on
health is still nascent and we will see
the trend accelerate exponentially in
the coming decade. As a result we
consider it is likely that the 2020s

will be a decade where health and
wellness dominates the food system.
This will drive change across the entire
supply chain. From ensuring soil health
is optimal to focusing on the growth of
nutrient dense preduce, threugh to the
how food is presented to consumers
{such as composition of the padkaging
used) and the way food is cocked and
waste products re-purposed.

>e of change.

We have all been told many times that
prevention is better than cure. In

a traditionally reactive environment,

or cure focused approach to health,
consumers are awakening to the power
of a proactive, preventative approach, with
food as medicine as a core foundation.

It is notable that it is not just
consumers awakening to the power of
a preventative system; governments
across the world are constantly
challenged to meet the spiralling

costs of curative care systems and
are prepared to explore preventative
care models with the expectation that
a healthier population will reduce the
long term costs of health.

It is significant that millennials, who
hawve now taken on the role as the
largest consumer group, are the
biggest supporters of the health and
wellness ideal. It was reported that
53% of millennials place health and
wellness as the most valued area of
their life.

( = The problem

"/ Health researchers have

long been aware of the farreaching
consequences of poor diet and
lifestyle. The rapid expansion of non-
communicable diseases (NCDs) is due
largely to lifestyle-related illnesses;
including cbesity, cardiovascular
diseases and diabetes. Over time,

the burden of these diseases is rising
disproporticnately among lowerincome
countries and populations. The World
Health Organisation reported that
of the 56.9 million global deaths

in 2016, 71% were due to non-
communicable diseases (NCDs).

EmmaWheeler
Senior Manager, Agri-food
Co-Author, KPMG

One in five adults in OECD countries,
and one in six children, are obese.
The global paradox, however, is that
one in five children under the age of
five exhibit stunted growth due

to malnourishment.

Many of the risk factors associated
with NCDs are modifiable with
behavioural change associated with
diet. The cost of the global healthcare
system is no longer attainable — 64%
of Americans want to lower their
healthcare costs, but don't know how
to. It is estimated that malnutrition

in all its forms could cost society

up to USD3.5 trillion per year, with
overweight and cbesity alone costing
USDE00 billicn per year. The global
economic impact from obesity is
roughly USD2 trillion, or 2.8% of
global GDP

There is a direct correlation between

diet and health outcomes. The impact of
people not having access to enough food,
the right nutrients or eating too much

of the wrong types of food are massive
on the health of the global community.
The direct financial costs of this trend are
significant but the social and emoctional
toll that the impacts of inadequate
nutrition have on our community should
not be underestimated.

7= The potential cure

(@)

~__“ Many consumers have become
aware of the strong link between diet
and health and are now seeking out
opticns that support their persenal
health requirements and provide
broad-spectrum nutritional density. To
date much of the education has come
through public health campaigns and
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individual consumers doing their own
research to understand more about
their diet. There is a need to amplify the
availability of easily accessible, reliable
and unbiased information to enable
people to make the best dietary
choices for their specific lifestyle

and economic circumstances.

Many of the risk factors associated with
NCDs can be mitigated with dietary
behavioural changes. At a broader level,
consumers are increasingly turning to
food —rather than a pill —as a longerterm
health solution. They are actively seeking
out options that support their personal
health requirements, and this has
spawned a growing market for food-as-
medicine. We have noted that some food
companies are now viewing the Business
to Doctor channel (B2D) as a key channel
for them to support doctors in leaming
about how food can be used as an
effective non-pharmaceutical prescription.

Health is no longer just the absence
of disease, but the focus on wellness.

An eruption of products that have
functional ingredients have reinforced
the role of food as medicine, which has
been around for centuries. Foods that
specifically address personal health
concerns have skyrocketed in popularity
as have foods that contain specific
functions; anti-inflammatory properties,
or potent nutrient dense ingredients
that support immune function, or
improve gut health. Whole foods, in
their most natural state with wide
spectrum of nutrients, are recognised
as premium products, and consumers
are willing to pay more for them.

I

1
\
v

The organic food segment alone is
worth EUR85b and is growing at
10.5% a year.

Less is more, with free-from foods
gaining popularity, with products that
are as close to their natural state

as possible.

:/é\l And the market impact

p— Agri-food crganisations around
the world are aligning themselves

with health and wellness trends. They
are looking for ways to leverage the
opportunities through product re-
formulation, new product streams, or
partnering with smaller agile innovators.

Agri-technology is helping facilitate

the food-as-medicine movement in
anumber of ways. Technology is
assisting right from the seed, with the
ability to implement plant genetics,

and tools to assist with cultivars. Itis
facilitating the expression of certain
features of a product, over less desirable
aftributes, such as specific nutrient
content, flavours or texture, colour and
shape or elements such as higher yield,
pest and disease resistance, seasonality
and storage potential. For example the
use of CRISPR-cas-9 to edit the genome
of a banana when a virus was discovered
that threatened food security in Africa.

Or to edit crops, inserting omega-3s 1o
promote anti-inflammatory responses.

With a massive 75% reduction in
kitchen-prepared food between 1985
and 2015, convenience foods are being
rednvented for the health-based era
meaning there is a need for convenient,
on-the-go options. The next generation
of modern convenience food is
emerging as a respense to the rise

in health eating.

Health is no \
longer just the
absence of disease, !
but the focus on ;
wellness. ’

Al /

Convenience in terms of packaging such
as edible packaging from water.io, or
single serving size ready-made salads
from Whole Foods, and the ability

to have personal vitamin delivery
through Vitally.

Traditional big food companies are also
alive to the potential of the health and
wellness trend. It has been a key driver
of acquisitions and partnerships activity
across the sector in recent years: recent
examples include PepsiCo acquiring
HealthWarrior and KeVita; General
Mills investing in Purely Elizabeth, No
Cow, Farmhouse Culture and Kite Hill;
Mars investing in Kind, the list goes on.

The foed giants are not enly bringing in
smaller more agile start-ups under their
umbrella; they are also tweaking their
own ingredients to align with consumer
demands. Nestle has set out to cut
sugar in its confectionery by 40 per
cent; while Kraft is reducing artificial
preservatives and colours in favour

of natural spices like turmeric.

As health and wellness increasingly
becomes a driving factor for consumer
purchasing choices, all those in the
agri-food ecosystem must consider
product attributes and adjust systems
and formulations accordingly to position
themselves for the decade of health
and wellness.

ajela|adde
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Yet even those with a more
sophisticated understanding of
modern agriculture are needing to
review their definition of a farm.
Agriculture is undergoing massive
transformation, driven by the need

to produce significantly more food

to supply a growing and increasingly
hungry global population. The challenge
is not just in producing more, but doing
s0 in a sustainable and ethical way
that provides nutrient-dense foods

to support health for all populations.
The sustainability of intensive

farming systems is increasingly

being challenged by consumers

and regulators from a variety of
perspectives —environmental impact
and water quality, through the welfare
of animals and people to the quality
and nutritional density of the food
being preduced. To meet the demand
tor food, the search is on for new
farming models, focused on meeting
the nutritional needs of the population
while better utilising natural resources
and embedding food production closer
to the ultimate consumers.

> Cellular farming sees more
food being grown from cells
rather than growing an animal

The ability to create food that replicates
meat, fish and dairy products —with

a lower greenhouse gas footprint and
without the need to slaughter animals
- is likely to become a commercially-
viable option in the next decade.
Products are now being grown in
controlled environments using cell
cultures, rather than growing the entire
animal. Technigues will be developed
and scaled so this becomes a cost-
effective way of supplying ‘real” animal
protein to consumers around the
world. Consumers are already being
educated on the techniques of cellular

t animals

naj

driving his trac

agriculture; and the lower impact on
land, water and the atmosphere means
the products are being described

by their developers as ‘clean food"
Organisations such as Perfect Day,
Memphis Meats and Finless Fish are
high-profile alternative food brands
leading the way in this space. Perfect
Day use microflora and fermentation
to replicate the protein found in
cow's milk.

Optimising the contribution of
the “blue larder’ to global food
and fibre resources

With greater volumes of food

being required for both human
consumption and animal feed, access
to prime agricultural land will become
increasingly competitive. The ocean
represents a viable and productive
option; not only in creating more
aguaculture farmed seafood, but

also in providing space for innovative
farming systems. While we may

eat more seafood protein in future
{much of which is likely to be grown
in aguaculture farming systems
rather than being wild caught), ocean
farming will be increasingly focused
on plants that can grow in and

around the ocean, and that can make
a significant contribution to global
protein and nutrient supplies. Algae,
seaweed, and water lentils are rich

in nutrients and provide plant-based
marine food options that will enable
us to better utilise the ‘blue larder’

on a global basis. Organisations are
guick to understand the potent power
of bioactive marine-derived sources,
and pharmaceutical companies are
creating supplements harnessing
these. Parabel have created a protein
rich plant protein from water lentils,
with the protein structure similar to
that of animal proteins; containing
levels of essential amino acids and

living happily in harmony. This has r
ity of farms around the world ic

branched chain amino acids (BCAAs)
that are comparable to whey, higher
than other plant proteins including
soy and has a protein digestibility-
corrected amino acid score.

Vertical farming and covered
cropping innovation redefines
economics for plant-based
agriculture

With consumers being willing to

pay a premium for fresh and local
produce, producers are incentivised to
explore different systems to provide
this. Businesses are creating closed
loop systems (sometimes referred

to as ‘plant factories’) that utilise
resources in a circular fashion through
the application vertical farming and
covered cropping technologies around
the world. Core to these technologies
is innovation in the use of lighting
systems which enable plants to grow
quickly and with enhanced nutritional
properties. Vertical farming is especially
valuable in urban areas where land is
scarce and expensive. The range of
crops that can be economically grown
in these systems is increasing, while
the costs associated with developing a
facility are decreasing — making them
increasingly commonplace in many
cities around the world. In Shanghai,
the district of Sunqgiao represents a
new urban approach to agriculture,
showcasing what can be achieved
with vertical food factories. VertiCrop
and Plantagon are space-saving
vertical farming systems designed
to promote the farming of healthy
crops in controlled and closed-loop
environments. Emirates, the airline
of Dubai, has recently announced
an investment in covered cropping
systems to enhance the supply chain
for its flight catering business.
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.\ Regenerative farming systems
~/ support a drive to achieve zero-
carbon food

The quest for increased agricultural
production, and the use of intensive
farming practices, has over time
depleted the natural capacity of land

in many parts of the world and in
some of the more extreme cases

has left the land unable to be farmed.
Regenerative agriculture recognises
that agricultural land is part of a larger
ecosystem, and that it is no longer
acceptable for farming activities to
simply make withdrawals from this
system. They must also invest in the
soil management techniques they use,
the approach to cropping the land and
activities undertaken to support the
redevelopment of the natural ecosystem
{including the setting aside of land from
production, the promotion of native
flora and fauna and the protection of
wetlands). The ability to capture carbon
in soil and aboveground biomass will
contribute to reversing current global
trends of atmospheric accumulation of
carbon. As more producers aspire to
grow zero carbon food, starting with

a reduction in their carbon footprint,
regenerative agricultural practices

will help to not only ensure no more
damage is done to the land but to
restore its natural capacity. Institutes
are forming to educate farmers and
help subsidise their shift to regenerative
practices. For example, the Rodale
Institute offers research, education
and outreach; and is home to the
longest-running comparative study
of organic and chemical agriculture.

Competition for prime
agricultural land intensifies
placing greater focus on returns
being generated
Land is always in demand, however
supply is largely fixed. Globally 40% of
the usable land area is currently being
farmed, with much of the land being
used to grow commodity food products
and stock feed for animals. Historically,
food and fibre production has utilised
prime land because there was no

alternative uses for this land, however
as cities, energy and resource demand
has grown viable alternative uses for the
land have emerged. Prime agricultural
land has often surrounded cities thus as
urban regions grow it is not sumprising
that farmers are being approached to
sell their land to developers to allow

for further urban expansion. In mineral
rich regions, such as the east coast

of Australia, there has always been a
tension between farmers and mining
companies over how competing land
uses can effectively co-exist. While

the production of food is critical to the
long term health and prosperity of our
society the quest for low price food

has meant the return farmers have
generated on their investment has often
been significantly below other land use
options. It is likely governments with
a focus on food security will protect
some high attribute agricultural

land for continued food production,
however for farming to be able to
continue to utilise all its current
space, farmers will need to place
much greater focus on the retums
their farming system is generating.

Production of insects expands
exponentially to deliver
sustainable animal feed
solutions

Insects are a natural diet for many
animals, offering high levels of protein
to promote growth. The United Nations
Food and Agriculture Organisation (FAQ)
estimates that commercial animal feed
production will need to increase by
70% by 2050. At the same time, the
use of productive land to grow feed

for animals will come under increasing
pressure, as more focus is placed on
the carbon footprint of food production.
The opportunity for insects to convert
waste biomass into protein and other
important nutrients is second to none
—making them a viable and valuable
future source of stock feed. As a
consequence, we expect to see the
farming of insects at scale becoming
increasingly common around the world
in the next decade. Insects already

form part of the diet for many people
around the world. We do expect to see
more insect products finding their way
into the human food chain, particularly
as a replacement for commodity

uses of some animal proteins, but

do not envisage a time where they
will become a preferred alternative to
traditional animal based meat proteins
in the foreseeable future. Companies
such asYnsect and Enterra Feed are
emerging as processors of insects
into protein-rich food for animals.

Circular production systems are
developed to utilise co-products
and by-products created by
agricultural production

As part of their social license to
operate, producers will need to
demonstrate they are effectively
managing inputs —and utilising outputs
— from their production systems. A
‘circular production system’ is aimed
at minimising waste and emissions,
and making the most of any resources
present in the system. Organisations
will increasingly look for creative ways
to build circular production systems;
with the ultimate goal of using all
by-products and co-products in a
productive or socially relevant manner.
For the agri-food system this includes
looking at alternative packaging models
and specifically designing uses for
waste streams that are generated
from the production of food and fibre
products, including effluent, excess
bio-matter and under grade production.
The reliance placed on imports and
exports across the global food system
does challenge how effectively a
circular systems can be implemented
as exports, for example, represent an
inherent leakage from a circular system.
Research from Europe shows that
applying a circular solution could
reduce fertiliser, pesticide and water
use by 45-50% in 2050; while at

the same time lowering land-use,
greenhouse gas emissions, fuel and
electricity by 10-20%.
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For centuries, the essence of farming has not changed substantively. Producers have

always cultivated plants, raised animals,

planted trees or harvested the oceans; in

order to provide food, fibre or fuel. Being naturally innovative, they have always made
enhancements that deliver yearon-year incremental improvements in yields. Recently,

however, the level of investment made into new agri-food techr

The fundamentals of ‘how, where and
when’ we grow food are changing; and
waves of investment are sweeping

into innovative agri-foed organisations.
The sector is alive to the many
opportunities available to disrupt
traditional industry practices. We're
seeing integrated digital solutions that
augment the intuition of farmers and
producers; precision agriculture tools
that increase cutput while minimising
the envireonmental impact of farming;
and water capture technologies that
enable unproductive regions to contribute
more. Technology like robotics and animal
and plant genetics are delivering solutions
that address issues facing farmers,
growers and fishermen.

/o Communication technologies

'-J:"__',-‘ enable data-augmented
activity across the agri-food
value web

The uptake of digital technclogies and
the loT (Internet of Things) has been
constrained by inadequate access to
connectivity, especially in rural areas.
However with investment in many
countries inte rural communication
networks and the transformational
potential of 5G technologies

and other low-powered network
solutions, digitalisation of the sector
is becoming more feasible for many
preducers in remote rural areas.
Having access to multiple data sets
enables aggregaticn of data; which
can enhance productivity, minimise
waste, and improve traceability and
preduct guality. New communication
networks unlock the ability to collect,
analyse and utilise data across the
complete agri-food web. Adopting
data-based farming solutions will
hecome the norm on farms, as
farmers understand the technologies
available and experience the benefits

to productivity, sustainability and
accountability that data augmented
farming can provide. Ultimately, the
technologies will deliver improved
financial and social outcomes for rural
communities. Leading the way in
data utilisation, the Netherands was
the first country in the world to have
a national low-power, long-range,
wide-area network (LoRa Network).
Dutch telecommunications giant
KPN implemented LoRa Network
ensuring the Interet of Things
applications were available across
the Netherands.

\ Robots and drones reshape
/ labour requirements for many
aspects of farming

As the amount of food required to
feed a growing and more prosperous
population continues to increase,
production systems are becoming
increasingly complex, with the breadth
of skills needed to operate a farming
business continuing to expand. The
skills, experience, education and
business acumen required to undertake
jobs within the agricultural sector
extends not only to on-farm workers,
but to rural support businesses,
processors and the entire value web.
With a shortfall of skilled labour in

the industry already, and continued
migraticn of young and skilled people
from rural to urban regions accross the
world, the agri-food sector is facing

a workforce crisis. The application

of technologies, such as drones and
robots, provides the ability to menitor
farm production remotely, safely and
cheaply, and enables available people
to be deployed to roles that enable
them to develop and utilise a wider
range of skills and add more value.

As the adoption of these technologies
grows, it supports agri-food businesses

ologies has sky-rocketed.

in producing more while using less
resource as they also enable precision
farming techniques to be applied in
respecting of pollinating, spraying and
harvesting. Farmbot is being promoted
as the world’s first open-source CNC
{computer numeric control) farming
machine. Farmbot uses hardware
that can move with precision to do
activities such as plant seeds, water
crops, measure the moisture content
of the soil, and destroy weeds.

Satellite-enabled systems
improve farming practice,
environmental management,
resource allocation

Precision agriculture utilising satellite
enabled farming is becoming

more availabile as the cost and
capability to regulary collect large-
scale imagery of land areas from
orbits of small and relatively low

cost satellite systems increases.

This imagery is then analysed using
analytical tools, including biclogical
algorithms, to observe, measure,
understand and respond to inter and
intra-field variability in crops. The
emergence of these big data lakes
being sourced from satellite imaging
has the potential to transform farm
production and risk management,

in turn assisting govemments and
insurers to alse understand farm
dynamics for the purpose of better
regulating envircnmental management
practices and underwriting agricultural
risks respectively. As the uptake

of technelegy increases, the cost

of implementing satellite-based
technologies will make it feasible for
smaller producers to utilise these tools
on smaller parcels of land. Regular
imaging will allow them to assess the
effectiveness of production systems
and enhance environmental decision-
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making. Aggregated images can
create contour maps that allow the
user to see where water flows, create
yield maps of productive land areas,
or determine variable-rate seeding.
Use of this technology will also
inform regulatory decision-making,
including decisions around optimal
land use for particular tracts of land.

o Digital agri-marketplaces evolve
\Jil’) to facilitate transactions across
the value web

Agri-food slowly morphs into a fully-
digitised industry, online marketplaces
are enabling the exchange of goods,
services and capital equipment. Digital
exchange services are COmmon across
the global economy but are only starting
to emerge in the agri-food sector (with
the exception of food delivery services
which have grown significantly over the
last five years). The challenge historically
for many producers has been finding
information on products and services
relevant to their specific needs in an
environment where there is there is a
plethora of sclutions from suppliers all
claiming to deliver significant production
benefits, but no tools to enable an easy
comparison of attributes being claimed..
Digital marketplace platforms facilitate
the easy comparison of products and
then make it simple for direct lines

of communication to be opened up.
Connecting producers to the suppliers
of technology and farm system inputs,
food companies to producers, and, in
some cases, consumers directly with
the producers their food will assist in
ensuring value is spread across the
value web based on the attributes

an organisation brings to a product.
Indigo Marketplace is an example of
an organisation that has built a more
transparent and efficient supply chain,
by directly connecting buyers and
growers through their digital platform.

Water scarcity promotes farming
systems that maximise the
benefit of every last drop

In the many agricultural regions facing
water scarcity, access to water and
rights to dravww water from bores or
aquifers are often the most valuable
asset of a farming business. Currently
70% of the world's population
experience water scarcity for at least
one month a year and itis forecast

to get worse over the next decade.
Agriculture is the largest user of water
worldwide, with the United Nations
reporting it consumes nearly 70% of
the world’s fresh water. Water scarcity
affects social and economic stability as
well undermining the sustainability of
natural environments and ecosystems.
For the agri-food sector, enhancing
water productivity is critical, if the
industry is to make a significant

contribution to alleviating water scarcity.
The mechanisms used to allocate water
rights contribute significantly to land values
and focus producers on farming systems
that maximise the value extracted from all
water available to a particular land holding.
However, reducing the footprint will

need innowvaticn in water forecasting and
precision imigation technologies as well

as serious consideration of using cultivars
which have been modified to enhance
their resistance to drought. Digital
solutions and innovative irigation
technology on farm offer techniques
that can monitor water usage and
encourage precision agriculture so no
drop of water goes wasted.

Bio-control technologies
become prevalent as focus
placed on minimising food
residues

The emergence of analytical tools that
enable laboratories to measure the
constituent parts of a food product to
the nearest part per hillicn means that
itis now easier than ever to identify
unwanted chemical residues in food
products. Although the majority of
these trace elements present no risk to
human health they do create concem
for consumers about the safety of

their food and as a consequence they
attract regulatory response. The impact
of these analytical technologies mean
that on farm practices that have been
widely adopted in the past, for instance
spray protocols, become commercially
unacceptable as they create the risk that
the resulting product could be rejected
by customers or fail a phytosanitary
inspection at a border. The focus

has consequently moved to finding
alternatives to traditional chemical
pesticides, animal health remedies and
crop protection products that have more
natural composition and consequently
do not give rise to trace residues that
can be perceived as high risk. There is
much work being done by the large
players in the crop protection space,
as well as many innovative start-ups,
to develop microbial based biological
control agents that protect against
disease through the use of natural
enemies of plant diseases.

Technology enables every
' producer to become a local

producer for the world
The local food movement has been
growing strongly over the past decade,
as more and mere consumers embrace
the farmer's market model. For
consumers, particularly those at the
premium end of the market, seeking
to connect directly with the producers
of their focd not only offers a sense of
understanding the provenance of the
products and ethics of the person that
has produced it, but it can also shorten

=

the supply chain and alleviate food safety
issues. Virtual reality, social media, and
digital market platforms provide any
producer with the opportunity to become
a local food producer to the world as the
technology provides the opportunity to
interact in a deep and engaging manner
way with consumers around the world.
Virtual reality can put a consumer in

the centre of any farm, social media
provides the opportunity for conversation
and a website can be used to tell the
product’s story and provide all relevant
data to confirm the products provenance.
Every producer now has the ability to

set up a ‘digital fammers market stand’
and to be successful if they are able to
articulate their story in a compeling and
engaging way. FarmVR offer education
through immersive technology as a way
to enhance agricultural leaming as a way
to bring together individuals, businesses
and communities so they can collaborate,
share knowledge and build skills. FatTmAR
is another solution, an augmented
reality app supported by an advanced
back-end of an artificial intelligence
software implemented in fully
automated cloud computing system.

Public Private Partnership
deliver infrastructure to unlock
the full potential of land around
the world

One of the significant constraints on the
productivity that is able 1o be obtained
from any piece of land is the access

it has to necessary infrastructure, in
particularly water, transport networks,
energy and communication. The
challenge for the agri-food sector is
while this infrastructure is critical to
maximising the value that can be
extracted from a piece of land, the
investment associated with building out
these facilities in remote areas rarely
makes economic sense. The cost of
investing in rural infrastructure and the
relatively small number of pecple that

it benefits means that government

is more likely to pricritise urban
investment. Securing the necessary
facilities to maximise the productive
capacity of land is critical to utilising land
effectively, and will require the design of
creative funding models that could bring
the infrastructure to life. One option

for this investment is public private
partnership structures, particularly given
the long term nature of the assets
involved. It is likely that producers,
processors and exporters may need
to be investors in these partnerships
and, as the direct beneficiaries of

the assets, this could be facilitated
through a co-operative vehicle.

ajelajaire

7.10 AttachmentB

Page 208



Community and Strategy Committee

06 May 2020

Agribusiness Agenda 2019

OCUICIS grown

As the world's population grows in size and wealth, producers

will be required to continuously re-imagine the products that

they grow, catch or harvest. What we eat in 2019 is significantly

different from the food that was eaten just a generation ago
and will be different to what we eat in 20 years time.

The increased multiculturalism of
society, together with fast food, has
fundamentally changed prevailing

diets in many countries around the
world, and brought diversity to others.
Technological evolution has also had

a major impact in shaping demand for
products. Exponential change and new
technologies will see food products
continue to evolve in significant and
dramatic ways. With powerful forces
shaping global agri-food systems —
including the practical implications

of climate change, natural resource
constraints, growing health concerns,
new technologies, and the evolution of
fashion and lifestyle trends — producers
will need strategies that allow them

to remain relevant. Understanding and
predicting how a product will be used
into the future is critical to making long-
term strategic planning and investment
decisions today, about the technology
deployed on farm and the highest
priofities for innovation.

. Creation and optimisation of
plants for food and fibre
purposes using genetic
biotechnologies

Biotechnologies, including the use of
gene modification and editing, has the
potential to create new, or manipulate
existing cultivars, that meet the
community’s need for functional food
and fibre products. Biotechnologists
have the ability to optimise plants

and create crops that have functional
benefits, such as increasing certain
vitamins or minerals beneficial for
health, such as omega 3 fatty acids.
Additional to functional capability, the
ability to alter the genomes of plants
to enhance the speed of growth, for
example, will assist in diversification
of land use and the management of
climate change. Technologies also have
the potential to manipulate resistance
to weather conditions and diseases

meaning less chemical intervention,
reducing environmental impact. There
is still not a globally consistent view
on the social and ethical acceptability
of these technologies. It does appear
that they have the potential to assist
in providing the food system with
greater resilience and mitigating the
impact of extreme climate change

on agricultural production around the
world. Tools such as CRISPR/Cas9
systems have been researched and
proven as an efficient tool used

for genome editing in a variety of
organisms. Much research has been
done into the developments in
agricultural biotechnology, proving
it is possible to generate food crops,
such as Biofortified rice, which are
nutritionally enhanced to improve
the content and bioavailability of
essential nutrients, such as iron
and vitamin A.

=" Unleashing the potential of the
/' world’s native flora for the
benefit of global society

The global food system is based on
very few key plant cultivars, with the
Food and Agriculture Organization of
the United Mations (FAO) estimating
75% of the world’s food is generated
from only 12 plants and five animal
species. There is huge potential to
discover and assess the full range of
plant species that exist globally; and
unleash more of the planet's native
flora for the long-term benefit of
society. Some of this has been used
by indigenous communities around the
world for food and medical purposes
since ancient times. Identifying the
natural properties inherent in these
preducts could contribute to feeding
the world, improving health outcomes,
and supporting the economy. There is
huge potential in medicinal purpose of
plants, for example, with an estimated
45% of prescriptions in the United

States containing at least one drug
originally derived from plants. Exploring
the potential inherent in native flora
also provides the opportunity to work
with indigenous communities, that
often exist economical and socially on
the fringe of society, and provide them
with options to increase their economic
empowerment. It is expected that
medicinal marijuana will exceed

a global market worth of USD55
billion by 2024.

Reintroducing biological
diversity retumns interest and
de-risks the global food system

Menoculture production has delivered
lowercost food for the wider population,
but the downside is that it has
increased the risk of crop failure
through disease incursion or adverse
climate events. Re-use of the same
soil, rather than rotation of several
crops, leads to higher incidences of
plant pathogens and diseases and can
ultimately deplete the soil to point
where it becomes uneconomic to
farm. Utilising multiple crop varieties
can reduce the risk of full crop failure,
and introduce greater biodiversity into
a farming system. There is growing
recognition that systems with greater
biodiversity will deliver improved
environmental outcomes; while
demand for more nutritionally-dense
and specialised food choices are also
expanding. Increasing the range of
products grown does increase the cost
of production and there are challenges
passing these costs through to
consumers. As a conseguence, new or
reintroduced heritage cultivars do need
to deliver attributes to consumer that
they perceive to be valuable so that
they are willing to pay a premium for
the product.
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/=" Reimaging a future for animal
health based on lower antibiotic
intensity

Anti-microbial resistance (AMR) is a
serious challenge facing society, and
the use of antibiotics in food production
has come under increasing scrutiny.
The use of antibiotic drugs and cleaning
products has increased dramatically

in many societies. It is suggested that
these products have been misused

in a number of agri-food sectors:

for the treatment and prevention of
diseases in livestock, in aquaculture,
and in crop production. However, it
should be noted that around 80% of
antibiotic prescriptions are written for
the treatment of human health issues.
The result of collective overuse is a
heightened risk of the emergence and
spread of antimicrobial resistant micro-
organisms. Anti-microbial resistance is
a concern for both animal and human
health; if food has been inappropriately
produced with antibiotics, there is

a risk that this could contribute to

AMR and result in long term and
potentially significant health issues.
Future production systems will need

to support efforts to maintain efficacy
of antibiotics; with new and proactive
ways of managing animal health.

There are also significant opportunities
for businesses to develop natural
alternative remedies to maintain

animal health in a sustainable manner.
Supermarkets and retail outlets such
asWaitrose, Marks & Spencer, Tesco
and Sainsbury’s in the UK, have
taken action to measure and limit the
use of antibiotics in farming systems.
Waitrose has publicly stated it has
banned the use of the last-resort
antibiotic, colistin, and is the only
supermarket that has committed to
publishing antibiotic-use data from
its suppliers.

Enhancing the nutritional
density of human food supplies
becomes a priority

The drive to scale-up food production
has often come at the expense of
nutritional quality. But as consumers
learn more about the therapeutic value
of food, they are demanding more

in terms of functionality and quality
nutrition. Given that nutrient-dense food
can make a significant contribution to

a population’s health, and thus reduce
the cost of healthcare, communities are
actively seeking ways they can better
produce foods that align with this. In
turn, producers are looking to ways they
can evolve their production systems in
order to supply products with proven
and desired health benefits. Sustainable
land management that encompass a
holistic approach to natural resources
promote soil health and have been
shown to create more nutrient-dense
produce. Medical providers and
education institutes, including the
likes of Harvard and Healthline.com,
are working to educate communities
on nutrient-dense foods that are easy
to adopt.

<~ Shrinking the number of people
\_* with nutritional deficits by
closing the food waste gap
Despite the fact that more than 800
million people experience undernutrition
and malnourishment every day, around
40% of the food produced globally is
wasted. This misalignment of resources
has placed the spotlight on underlying
failings in the food system. In developed
countries, consumers discard at least
20-30% of the food they buy, largely
because they buy too much or the
product expires before consumption.
Retailers often overstock, or discard
food that is not aesthetically pleasing.
Additional problems such as harvesting
practices, unnecessarily high quality
standards, poor storage and handling
practices, and shipping timeframes
all create food waste, particularly
in emerging economies. With a
combination of government regulation
and societal pressure, greater effort is

being made to lessen food waste via
supply chain improvements, recovery
of out-of-date food, and investment

in new innovations. Solutions to

food waste have attracted significant
investment in recent years as it is seen
as an area with many opportunities

to both mitigate malnutrition issues

and enhance the sustainability of the
global food system. Australia was first
country to set a target to reduce the
amount of food waste it generates by
50% by 2030.To help achieve this target,
the Australian Government invested to
support food rescue organisations such
as Second Bite, FareShare, OzHarvest,
and Food Bank Australia.

\ Molecular science is used to
/ recreate exclusive food
experiences

Some novel food producers argue

that food and beverage products are
nothing more in substance than a
combination of acids, fats, proteins and
other chemicals. They are using this
perspective to analyse the composition
of products, particularly products

like wine and spirits, with the goal of
reproducing them through blending

the composite chemicals. They argue
that molecular designed food offers the
opportunity to recreate storied products
at scale for the benefit of all consumers,
using the great wines of the world, aged
whiskeys or classic ports as examples
of the products they could supply.

The question about this innovation is
whether consumers will accept the
disconnection of the product from its
historical terroir, in favour of a mare
affordable option that is being produced
through a chemical engineering process
(although they argue that the process
of distilling spirits or making wine

is fundamentally an industrial scale,
chemical manufacturing process).

The US company, Endless West, is

an example of a start-up business
focused on producing molecular
spirits, it notes that it believes in

the creative capacity of science

to develop products where others
see boundaries.
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0CessIng and distribution

There is much discussion in this report about disruptive technologies and the
impact they will have on how we grow, process, distribute and experience food in
the future. More than ever before, purchasing decisions are driven by information.
This ranges from technical information on product functionality and authenticity
provided by the product manufacturer or a traceability solution, to reviews written
by users and social media commentary on the product and its competitors.

Highly-informed consumers are
steering innovation in agri-products,
to ensure the products they purchase
meet their expectations and fit within
their lifestyles. Many factors come
into play here. Some consumers want
products with strong functionality at
discount price points, while others are
looking for unigue and highly curated
experiences.

When it comes to distribution,
digitisation has totally transformed the
sector. Entirely new distribution models
have emerged that connect consumers
more directly to the producer —thus
shifting where margin is captured along
the value chain. Models are reflecting
the time and convenience pressures
consumers are under, and allow them
to filter for specific attributes (be that
price, nutrition, provenance, reviews
or any other criteria). The challenge

for retailers is remaining relevant in a
world of unlimited choice online, and
where delivery moves evercloser

to instantaneous.

E Integrated urban food
" systems increase the food

resilience of cities

Historically food was grown in the
country and consumed in a largely
subsistence manner. As cities have
expanded over the last century, the
disconnect between people and the
sources of their food has increased;
markets and supemarkets have
become the prime source of food for
many people. City authorities have
taken a relatively passive position in
respect of the food security of their
cities however we have observed that
more cities are looking to develop
food resilience strategies. There are
a number of reasons for this; the risk
to social stability if significant and

sustained food shortages occur, the
impact on the environment and roading
networks from having food distributed
around the city each day and the health
consequences that are being observed
in cities from poor diet and lifestyle
choices that residents are making.

As a consequence, city governments
are looking to develop integrated
strategies to ensure that sufficient,
nutritious food is available to their
residents while also looking to gain
enhanced environmental outcomes by
integrating food production areas into
the design of urban areas and tourism
benefits from building the profile

of a city as delivering distinct food
experiences. Strategies being used
include integrating food production into
cities to grow crops closer to citizens
{through the use of urban farms,
vertical farming technologies and green
veins along arterial routes), creation

of farmers markets so consumers can
engage with growers and investing

in city food stories and promotions to
attract visitors to a city. Singapore,

an island state with a population

of around 6 milllion people, has
recently created the Singapore Food
Agency (SFA) to connect all aspects
of the city’s food strategy into a
single agency.The SFA is responsible
for diversifying sources of food
imports, promoting grow local
initiatives and ensuring the safety
and security of the city's

food supply.

Plant derived technologies
replace products sourced from
fossil fuels and other non-
renewable commodities
Modern lifestyles increasingly rely on
access to a wide range of consumer
products which are made from non-

renewable resources. Many products
that are used in day to day life
including food packaging, toys, clothes,
homewares and household cleaning
products are created with the intention
of being used once and disposed of.
There are often no options available
for these products to be recycled.
Advances in materials science means
that new opportunities are becoming
available to utilise the properties
inherent within plants, including

waste biomass, to unlock sustainable
product solutions that could potentially
supersede products made from
plastics, metals, fossil fuels and other
non-renewable sources. The obvious
indicator of this trend is the emergence
of takeaway food packaging made
from bamboo fibre and drink bottles
made from bioplastics, which are
replacing products that have historically
been made from plastics. The more
transformational opportunities emerge
when focus is placed on converting
renewable biological resources using
green chemistry techniques and
biotransformation to create renewable
plastics, adhesives, coatings, pulp and
biofuels. Scion, the New Zealand
Crown Research Institute that works
with forest products, is developing
new bio-products that have specific
function properties than traditional
products, including lighter weight,
heat and water resistant, greater
strength and higher levels of flame
retardancy.

\ Personalising nutrition to the
/ individual disrupts traditional
agri-food value chains

Historically, food products have been
produced at scale, with a single
offering developed to meet the needs
of millions of customers. As health
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and wellness becomes top of mind for
many consumers, and they seek products
that fit their specific requirements,
meaning traditional one-size-fits-all
production methodologies are increasingly
becoming less relevant. Consumers can
now purchase kits to test their DNA and
other genetic markers to gain insight 1o
what they should eat to maximise health
outcomes. This has enabled unique

food prescriptions to be designed for an
individual addressing their requirements.
Traditional value chains will need to evolve
so they have the ability to deliver dietary
solutions in a world where the market for a
particular product spec may not be a million
people, but one person. This approach to
personalisation will require investment to
be meet the expectations of consumers.

It is no longer good enough to define the
pack size or flavour options for a particular
product, these choices are ones the
consumer wants to make and with a world
of infinite flexibility they expect to be able
to specify the format that fits their needs
online. We are also observing retailers
respond to this trend with their offerings,
a good example being quick service
restaurants (QSR) no longer defining the
flavours of drinks you can buy but giving the
consumer the option to personalise their
unigue flavour mix. 23andMe.com and
DNAFit are solutions that tune individual
diets, exercise regimes and lifestyle
choices based on medical DNA test.

~ Printing technologies offer game-
/ changing foodservice solutions

Food printing offers a wide range of
benefits including the ability to deliver
tailored product options to consumers

and the ability for restaurant operators to
tailor their product experience in a way
traditional foodservice products do not
allow them to do. Alternative ingredients
such as proteins from algae, beet leaves,
or insects can be utilised in the ink and
converted into nutritious products. Printing
technology means that by-products and
waste that would historically have been
thrown away can be converted into food
inks that can then be printed into edible
food. Foodservice operators, who now
account for over b0 % of food sales in
some markets, have been able to develop
their business by supporting restaurant
operators to deliver experiences by selling
replicable products at low cost. The
evolution of food printing technologies frees
restaurant operators from standard specs
and provides them with a chance to use
printing technelogies to create unigue food
offerings for their outlets, which could even
be 4D in nature, so that the product could
mature after printing. We expect to see
foodservice operators evolve their business
models in the coming decade to focus on
supplying printers and food inks. These
types of technologies can also boost the
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visual appeal of food products as they
enable new shapes and combinations to
be introduced to the market. BeeHex,
a company which specialises in
creating intricate bakery items, was
founded following a NASA project
to automate personalised meals for
astronauts on deep-space missions.
Foodini is currently selling their
smart kitchen appliance online

for USD400.

Incorporating ‘mobile meals”
into busy lifestyles drives food
innovation

As cities continue to grow and

expand, people are spending more
time travelling to and from work,

school and other activities than

ever before. Commute time has
overridden time traditionally spent

on food preparation, with meal times
often spent in transit; thus driving the
need for convenient and nutritious

food options. Dietary habits are also
evolving — with many consumers
adopting daytime fasting, multiple

small meals, or other alternatives to
three meals a day to enable them

to maximise their productivity or
achieve health and wellness goals.
Increased understanding of the nutrition
requirements of the human body will
drive innovation in product formulation,
packaging, and distribution to supply
sustenance solutions that fit seamlessly
into modern lifestyles. These products
will be desigred to fit within a specific
lifestyle niche and distributed in such a
way that makes them easy to access
by people wanting to use the products.
Significant innovation will occur in
packaging so that food solutions are
able to consumed more effectively

and tidily on the go; for instance the
processing of fresh fruit may extend
from chopped fruit in a pot to the
supply of gels or purees that contain
whole fruit but are cleaner and easier to
consume. A new era of ‘food shorteut”
innovations will emerge; responding
to how and when consumers find

it more convenient or nutritionally
optimal to eat.

International trade thrives
when the benefits are shared
amongst participating
countries

With consumers expecting that food
will be available all year round rather
than only being on the shelves when

it is in season, international trade
underpins food availability around

the world. At the same time, the
international trading environment is
becoming more complex as World Trade
Organisation rules have increasingly
been superseded by countries entering

into direct agreements with each

other {or multilateral agreements
between groupings of countries such
as the Comprehensive and Progressive
Trans Pacific Partnership Agreement
{CPTPPA). The importance of trade

and the impact that it has on the
economic fortunes of countries means
governments are taking strong positions
to protect their trading positions.

Some commentators suggest rather
than being mutually beneficial, trade

is contributing to inequality with parts
of a community winning and some
seeing no benefit and often being left
in a worse position. It is becoming
increasingly apparent that future

trade arrangements will be about
significantly more than the movement
of goods between countries; they

will signal the political relationship

the countries wish to have and will
need to clearly demonstrate that
benefits are distributed widely across
the economy. As a consequence an
agreement, although notionally
between governments, is actually an
arrangement between economies
and agri-food exporters need to be
actively engaged in the negotiations
as the arrangements around food
are usually sensitive, given the focus
most govemments place on ensuring
food security.

Big Food seeks to partner
with disruptive innovators to
maintain consumer relevance

Traditional food companies are finding
itincreasingly difficult to maintain
organic sales growth in their traditional
brands and product categories, as
consumers seek out novel new foods
and experiences. Historically, the

food companies and supermarkets
have curated the product ranges

that are being offered to the market
however technology now enables
consumers to seek out options that
they are interested in and curate

their own product ranges. By their
nature, traditional food companies

are heavily invested in infrastructure,
which makes it challenging to pivot
quickly in response to market signals.
The companies tend to tie innovation
activities to their existing brands

and manufacturing capabilities as a
consequence they find it difficult to
respond to challenger brands that are
often asset light and consumer led. Big
food companies are using a number of
strategies to respond to this challenge,
including internal incubators, partnering
with accelerators, or investing in
disruptive start-ups to access novel
products, innovators and their pipeline
of ideas. Partnering or investing with
nimble start-ups present win-win

opportunities for both parties. It allows
large companies to create disruptive
solutions outside of their traditional
portfolios; while small organisations
secure investment to scale their
products faster. Big Food giants
such as General Mills, Kellogg's and
Campbell Soup have

all been investing into start-ups,

or createdventure capital funds, to
gain access to innovative solutions
in food.

Concern about the
environmental impacts of
plastic waste accelerates
packaging innovation
The increasing evidence that recycling
systems for single-use plastics are
ineffective has come under the
spotlight recently. For decades,
policymakers have focused on
increasing the collection of recyclables
and raising the diversion rate, rather
than making a systemic change to
the nature of packaging materials
used. The weakness in the system
has been highlighted globally when
China closed its borders to importing
recycled materials from around the
world. The need to divert the majority
of used products from being sent to
landfill or ending up in the environment
(particularly the oceans) accelerates the
need to develop sustainable alternatives
in the food system. Organisations are
looking to natural products — such as
bamboo, stone wool, or mushrooms
— as a way to create packaging that is
not detrimental to the environment.
Bioplastics that are fully compostable
and provide food safety protections are
evolving, along with reusable packaging
systems. It is also opens an opportunity
for plastic waste or byproducts to be
recycled into new products. Algae-
based alternatives have been
developed as a biodegradable
alternative to single-use plastic
packaging. Mushroom-based
packaging has also gained
popularity with the likes of lkea.
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Consumers
And consumption

To cope with the increasing pace of life, consumers are seeking products
and services that help them to manage the challenges of everyday life;

from wearable technologies, artificial intelligence interfaces such as Alexia,
self-driving vehicles and personalised operating systems, the list goes on.

The distance that individuals travel

to work on a daily basis is a major
contributor to busier lifestyles. With
limited affordable options to live
closer to their place of work as urban
areas grow, commute times are
increasing meaning traditional meal
times are often spent in transit and
not in a kitchen. In a time poor world,
taking the time to stop for a meal is
becoming a luxury few can afford, and
as consequence an ever increasing
percentage of the food consumed will
be eaten on the go. However, when
we do stop for food it will be an event
to be shared with family, friends or
colleagues and, as a consequence,

it will take on greater importance.
Increased pace of life is also increasing
pressure on our bodies, with less
time to consciously eat and exercise,
recover and sleep. Emerging modern
health conditions are exploding and
the cost of our curative healthcare
systems are out of control. Food is
becoming medicine, and an integral
part of healthcare regimes as a key
tool used in managing the effects of
existing health issues and the stresses
associated with modern life.

Delivering clarity and
confidence to consumers
on food provenance

Increasingly, consumers want to
know where their food has come
and how it has been produced. This
is occuring for a range of reasons —
from simply enjoying the provenance
story behind the product, to ensuring
it aligns with a consumers personal
values their personal values (such as
animal welfare, social justice, or the
environment) to gaining confidence
about its safety, which is a dominant
priority for consumers across Asia.
This is being driven by an increased

level of product recalls, food fraud

and food sabotage events that are
occurring around the world. Ongoing
scares will intensify the efforts that
organisations need to make to be

able to provide consumers with the
confidence over the integrity of the
products they are offered. This will see
the adoption of digital, chemical and
bio-technology solutions all designed to
provide irrefutable proof of the integrity
of the product Other traceability
solutions, such as blockchain, will offer
streamlined data access to consumers
and provide all the information that
they could require in relation to the
ingredients used in a product, how

it has been produced and shipped to
the retailer. Proactive producers are
recognising that they will be asked to
provide information into blockchain
tools and are front-footing this issue,
to ensure that they are able to use the
data collected to provide a competitive
advantage. As these technologies
become mainstream, all producers will
be held accountable for the integrity
of their part of a value chain. In 2018,
an intemational scientific lab that
specialises in honey fraud detection
found almost half the samples
selected from supermarket shelves
was fraudulently marketed as
Manuka honey. Organisations such
as Midlands Apiaries, manufacturers
of Puriti manuka honey, have
introduced jars that contain 11
consumer security and anti-
counterfeit features, such as invisible
ink and laser etching, to combat

food fraud.
a rebalancing of protein

in the diet

The food system in many countries
has evolved with a heawy emphasis

Eating for the environment -

on protein {this is demonstrated in
the analysis prepared by the World
Resource Institute on page 90,

which shows that most of the world
eats more protein than they need

and in many regions the balance
between animal and plant protein

is close to 50:50). While protein is a
building block for cell growth, over-
consumption can have negative health
effects —including links to cancer

and other serious illnesses, which
consumers are becoming increasingly
conscious of. There is a growing
movement, particularly in Europe,

to educate consumers about the
impacts of eating too much protein
and encouraging them to consider a
transition in their diet to reduce animal
protein consumption and increase
consumption of nutrient dense plant
based foods. Earlier in 2019, the EAT
Lancet Commission released a report
on the impact that the diet can have
on the environment. Based on an
analysis of scientific evidence the
report concluded that there is a need
for consumers to transition their diet
from animal proteins to plant based
proteins to help mitigate the increase
in greenhouse gases. It was reported
that the global average protein
consumption was approximately
68 grams per person per day—
which is one-third higher than the
average daily adult requirement.

Food is fashion - the desire
for new tastes and textures
proliferates around the world

As with any other category of
consumer goods, food products
evolve in response to changes in
market preferences. In developed
countries, it is an inescapable fact
that food is fashion —and producers
need to be continually innovating with
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new tastes and textures to maintain
their relevance to consumers. This
offers an opportunity for producers to
front-foot the newest taste profiles
and food experiences. When it comes
to café-sweeping fads such as chia
seeds, Kombucha or cold-brewed
nitrogen coffee, it certainly pays to be
a pioneer. Not only is taste important,
but having an Insta-worthy aesthetic

is also critical. A current search on
Instagram for pictures tagged "food”
presents over 400 million searches.
Recognising that food is fashion means
afood producer can't expect to cash

in on a successful product for decades
as they have in the past; a successful
product is an indication that it is time
to start innovating to find your next
market shifting experience. What may
start out as food fashion can quickly
become big business. Not too long
ago, plant-based meat products
were viewed as a passing fad.

In 2019, pioneering company
Beyond Meat went public with

a USD1.5 billion valuation.

Premium consumers
seek out storied, artisan,
ultra-fresh products

As the number of affluent
consumers grows around the world,
there is an increasing number of
consumers with the financial capability
and desire to seek out and experience
highly-specialised choices around the
foods they eat. The significant wealth
that has been accumulated by the baby
boomer generation who have reached
or are approaching retirement and still
have their health and a strong desire to
experience new products, means they
are actively seeking out storied, artisan
and ultra-fresh products. It should

also be noted that some millennial
households are high-income with no
children and approach life with a "treat
myself mentality ” Both of these groups
have a willingness to pay a premium for
products that are perceived as having
health benefits andfor offer superior
quality. Market-savvy producers are
using story-telling techniques to create

intrigue around their products, and
build connections with consumers.
They may provide information on their
farming practices, the story of care at
every point along the production cycle,
and the ethics and quality that are
embedded into growing the product
and bringing it to market. For around
USD9,000, you can order the Very
Expensive Pizza from renatoviola.
com. The seafood-topped pizza will
be cooked by a master pizza chef at
your residence (if you live in Italy),
and is served with rare cognac

and champagne.
. as traditional culinary tours
expand in food tourism
For many people, food provides a
voyage of discovery through the
diverse range of global cultures and
lifestyles. As well as exploring ethnic
foods in restaurants where they live,
more people are being encouraged
to travel, with food tourism being a
burgeoning sector of the travel market.
Culinary tourism is no longer just for
the elite —with a full range of local
cuisine and indigenous experiences,
including AirBnB Experiences that
showecase local street foods. Research
from the World Food Travel Association
reports that 81% of respondents say
they learn about food and drink when
they visit a destination; while 47%
shopped for food at local grocery or
gourmet stores. For most travellers,
food is not the only reason that they
travel but having the opportunity to
try the local cuisine is an aspiration
for over 90% of travellers. This gives
food producers in host countries the
opportunity to provide visitors with
immersive food experiences while they
are travelling and try to send them
home as ambassadors who will seek
out the food they have experienced
and promote it to friends and family.
Organisations are creating food
tourism offerings at a range of
levels - from individual operators, to
regional networks, and national level.
Eat New Zealand, launched in 2018,

Reimaging food experiences

is a collaborative platform that's
designed to put Aotearoa cuisine
on the intemational traveller's map.

= The primary focus on protein
3] | . -

./ is progressively superseded

by a focus on broad

nutritional density

Over the last decade, the food system
has focused on the amount of protein
being produced and consumed.
Whether it is Masterchef or social
media, everybody has been focused

on the sources of protein on the plate.
This has been compounded by many
diet and lifestyle plans, especially
those related to health and fitness,
placing their primary focus on the
protein sources and the amounts being
consumed each day. It is our view

that the focus on protein has been
overplayed, while it is undoubtedly an
important attribute of food, it is only
one element of food and we expect the
next decade will see focus move onto
a wider range of attributes inherent

in the product. This shift in focus will
emerge as individuals become more
educated on wholefoods and balanced
diets and understand protein is only one
component of a food product. There

is a growing recognition that it is the
balance of nutrients, minerals, fats and
other elements that determine a food's
long term impact on health and vitality.
The focus on broad nutritional density
will result in a rebalancing of the protein
equation within diets. Consumers

are becoming more educated and
doing their own research into
understanding the optimal level

of macro and micro nutrients to

be included in their unique diets
through the use of apps and creating
tailored diet plans that have broad
nutritional density.
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INe Cal 1o action

Having acknowledged the significant progress that New Zealand's agri-food sector has made
over the last decade, evaluated the opportunities and challenges facing the sector today

and explored the dynamics of disruption that necessitate organisations to accelerate into
the future, the obvious question is what do we need to do now, to set the industry up for

a prosperous future. We have concluded on nine actions that we believe have the patential
to create a platform that positions New Zealand's food and fibre producers, processors

and marketers to play the infinite games ahead in a sustainable and successful way.

This call to action is an
Agenda that has been a decade in the making.

It is an Agenda to fuel the prosperity of New Zealand
in 2020s. Whatever form the KPMG Agribusiness
Agenda takes moving forward we commit to play
our part in realising this Agenda. We also commit
to continue to hold the wider agri-food sector
to account for the progress it is making
in creating a better New Zealand,
for all New Zealanders.

Mew Zealand can’t afford to continue to be home to one of the world’s most unhealthy communities. As producers
of the best natural food and fibre products in the world, every participant in the agri-food sector should recognise the
benefits they will derive from working with the government, schools and community organisations to ensure that
every Kiwi has access to the food they need to sustainably improve our health outcomes before the first tonne is
exported. Inadequately feeding our five million is not an option if we want to tell the world about the natural, healthy,
nutritionally dense food we grow in New Zealand.

Creating a vehicle to evolve and enable New Zealand's primary sector vision

The Primary Sector Council is consulting extensively across the agri-food sector on the fundamental elements that
need to be captured in a compelling vision that the majority of the industry will commit to realising. Once the vision
is launched, there will be much work to be done to align policy settings and investment to enable it to be realised.
An adequately resourced organisation, with statutory influence, is required to enable realisation of the vision and to
ensure it remains relevant.

The industry faces a massive investment programme into infrastructure, technology and science to transition to zero
carbon as quickly as possible. At the same time debt is becoming scarcer and more expensive. Banks, processors,
exporters, the Superfund and others should establish a Green Bank to provide sustainable financing, with preferential
terms, 1o accelerate this transition. The Government must exempt the vehicle, which should operate as a not for
profit entity, from the tight capital constraints the RBNZ is proposing to impoese on banks.
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Our goal should be to make a New Zealand meal the dining option people aspire to around the world. There is

something unigue d fibre we produce, and this must be valued by Kiw d visitors alike. A

concerted effort is needed to position ourselves nctively on the global food map; restaura nd food

producers need to partner 1o ensure t very visitor to our country enjoys a New Zealand food experience, and
ar experiences are delivered around the world.

Establishing a shared platform to unlock the value of data

The desire to held data clo value can be extracted from it costs the secto

economy real mo s maximised by aggregating with unrelated information to find
the insights that gi % .The time for rding da d; the industry and the country
will benefit from a coalescing 5 3 it enables everybody to maximise the
commercial value of their data.

Opening a new market always takes more time and money than expected. With infinite consumer niches, the cost

of securing product recognition i iralling. We sell our preducts to similar consumers around the world and they

arely eat only salmon, cheese or kiwifruit; they eat diverse diets. ablishing a go to market model built arcund our
ket of food and fibre products and aligned with diets of consumers will make their purchasing decisions

deliver better experiences, spread promotional costs and secure premiumn market growth for all

To most people the agri-food sector is not sexy; it never will be. Itis not likely to be a top of mind career option
for most people, but it does need a wi capitalise on the growth opportunitie

n a highly competitive labour market, the industry needs to be more co-ordinated t

QOld recruitment strategies no longer work, it is time to blueprint a bold plan for a "Year of New Ze

Fibre’ that engages and immerse every part of our community, showi at the sector can offer them.

Listening, responding and reporting on the complete impact of the industry

The industry receives its license to cperate from the community. Organisations must respect this and work

to strengthen it. This requires deep engagement to really listen to community expectations and then action to
deliver on these expe very company must be open about what it does well and where it has challenges
The scener companies deliver comprehensive reporting on their environmen nd eccnomic impacts

the sooner they demaonstrate to the community how they value the license they are granted

New Ze \ \ / id
ves. We need to ensure there are many channels disruptive inn g
globally. There i opportunity for organisa to pt me of their investment in disruption in aborative venture
fund. This would take positions in s ups, t e developing technologies that will benefit producers, processors
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Maintaining social license to operate
requires companies to demonsirate that
they are about more than just the bottom
line. Young people want to work with
organisations that aspire to make the
world a better place for everybody:

Globally, the United Nations Sustainable
Development Goals (UN SDGs) are
being used by many organisations
(governmental, civil society and
commercial) as a framework to
determine how they can maximise their
contribution to society and to articulate
the impact their actions have on society.
KPMG analysis suggests 4 in 10 of the
top 250 companies globally are already
actively using the SDG's for this purpose.

The 17 SDGs, released in 2015, grew
out of the Millennium Development
Goals fwhich lifted a billion pecple out of
poverty) but they have a wider purpose;
the development of a sustainable,
resilient and peaceful global society. As
a consequence their relevance beyond
government and development agencies
is significantly greater.

Many organisations in New Zealand
have associated the SDG's with worthy

DECENT WORK AND
ECONDMIC GROWTH

o

14 i v

>

13 2

4

geals like eliminating global hunger and
providing universal access to sanitation,
that while important are not practical
goals for their orgarisation. They have
consequently not engaged with the
agenda in a substantive manner. On

a recent trip 1o the Netherlands, a key
takeavways was that every organisation
we visited used the SDG’s to direct
their social engagement strategy and to
articulate their purpose and impact;

we simply do not hear companies

in New Zealand talking about their
purpose in this way.

The SDG framework provides a blueprint
for strengthening any community and
they are as relevant to ensuring our

rural communities in New Zealand are
vibrant as they are tolifting communities
in sub-Saharan Africa out of poverty.

The SDG framework provides agri-food
organisations with a framework they can
use to help guide them in determining
where they can have the greatest impact
on all the communities they are part

of; the towns and villages they source
products from, the wider New Zealand
community and the global community to
which we sell our products.

QuALITY
EDUCATION

L]
10"’:"..&31“

(=)

v

1 PEACE. JUSTICE
AND STRONG
INSTITUTIONS

=

Not using the globally recognised
SDG framework puts NZ organisations
at a competitive disadvantage.

When faced with 17 goals, all of which
make important centributions to the
functioning of society, the tendency is to
try and do something for every goal. The
reality is that no organisation can address
all the challenges the SDG's seek to
make progress on themselves. Effective
users of the goals recognise their impact
is amplified by going deep rather than
wide. Focusing actions on two or three
goals aligned to organisational capability
and working with like-minded partners
will deliver greater impact and benefits
for communities, for consumers and

for organisational stakeholders.

For the agri-food sector, the SDG's
provide many opportunities to design
programmes to deliver the impact
that this Agenda has suggested
organisations need to have to ensure
they attract talent, maintain their
license to operate and develop
sustainable positions in the infinite
games they are playing.

1 PARTNERSHIPS
FOR THE GOALS

SUSTAINABLE
DEVELOPMENT

GOQALS
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Ve IMPact opportunities

—

10r a0rHood organisations

2.4: By 2030 ensure sustainable food production systems and implement resilient
agricultural practices that increase productivity and production, that help maintain
ecosystems, that strengthen capacity for adaption to climate change, extreme weather,
drought, flooding and other disasters and that progressively improve land and soil quality.

New Zealand can't feed the world but we have a role to play in helping the world to feed itself.
twel during this transiticn can not only be

v to help emerging economies develop robust,
climate resilient food production systems that help to eliminate hunger by 2030.

By 2030, reduce by one third premature mortality from non-communicable diseases
(NCDs) through prevention and treatment and promote mental health and wellness.

at. The need to focus on having a clear plan for ensuring that the five million
MNew Zealanders are able t cess and eat the right nutrition in the right way every day is
| to the long term stability of the country and the future prosperity of the agrifood sector.
tive action to ensure the right food is able and people have the skills to prepare and
cook the food in the correct ways must be a priority for every organisation in the sector.

Ensure women's full and effective participation and equal opportunities for leadership
at all levels of decision making in political, economic and public life.

Women are 50% partners in most agri-foed production businesses but their influence on the
lership of the sector is imited due in part to history. Organisations should ensure they are
king active steps to diversify the thinking and perspectives that shape their strategies and
ons and this means that more women need to be given opportunities to take on leadership
roles in organisations across the industry. Given the industry’s customers are very often women
utilising the knowledge and insight already in the industry just makes sens

12.3: By 2030, halve per capita food waste at the retail and consumer levels and reduce
food losses along production and supply chains, including post-harvest losses.

ain presents organisations with
ilability and quality of focd
ge makes economic and
ay, that there

maintain in
supply chains. Small interventions can make major contributions to halving food waste globally.

Provide access for small-scale artisanal fishers to marine resources and markets.

Censumers are looking for products that have authentic stories attached to them. The oppertunity
to connect iticnal fishers to markets presents opportunities in the industry, whether it
is the fisherman themselves, indigenous cormmunities that ha cess to fishing rghts or the
commercial fishers tha e supply c ] ilities. Locking for new business
models that = VE al in the industry through connecting authentic harvesting stories to
customers presents nities for value to collected and shared across the industry.
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Agribusiness

genda 2019

Contribu
Ver (e fast 10 ves

The KPMG Agribusiness Agenda has reflected the
opinions agri-food sector leaders have shared with us so
freely over the last ten years. We're grateful to all 457 of
them. We would like to particularly thank the contributors
to the 2019 Agenda who we have bolded below.
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Minister’s foreword

| am pleased to release the latest Situation and Outlook for
Primary Industries (SOPI] for December 2019. Primary sector
export revenue is expected to rise by 3.3 percent in the year
ending June 2020 and it's forecast to further increase in 2021 as
our sectors continue to build on a number of years of stellar
growth.

When our primary sectors do well, New Zealand does well and
this Government wants to work alongside industry to develop
sustainable and valuable pathways forward.

Mew Zealand's future wellbeing depends on an economy that is
both environmentally sustainable and delivering high value.
Growing food in the volumes and gquality we've come to expect
depends both upon the availability of land and the quality of our soil and freshwater.

Many of New Zealand’s farmers and growers are modelling fantastic environmental practice,
and we need to work together across the food and fibres sector to lift everyone’s operations.
Best practice needs to become normal practice.

To support the sustainable growth of our primary sectors and the Government consulted to
protect our best land for growing & range of fruits, vegetables or fibre, or pasture for livestock,
on the proposal for a “National Policy Statement for Highly Productive Land ™. In addition, to
improve water quality within a generation, we also consulted on the “Action for Healthy
Waterways™ discussion document throughout New Zealand.

Our work is being further supported by that of the Primary Sector Council, which | appointed last
year to establish a shared vision for the future of our primary sector. Following 18 months of
extensive consultation, the Council will release its vision for the future of the sector.

We are continuing to explore a range of initiatives to support farmers and growers to respond to
regulatory changes and to improve wellbeing for rural communities. Innovation, from small
grassroots community projects to large-scale industry development, will continue to play an
important part.

We must continue to build the foundations now to deliver an enriched future for all
New Zealanders.

Hon Damien O"'Connor
Minister of Agriculture
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Director-General’s introduction

As Director-General, it is my job to ensure that the MPl is in the
best possible position to build the trust and confidence of

New Zealanders in the important work that we do, and enable the
primary industries to continue to

thrive well into the future. Essential to that work is having
up-to-date, reliable information on the challenges and
opportunities facing New Zealand's primary industry sectors.

The December Situation and Outlook for Primary Industries

[SOPI), produced by MPI's Economic Intelligence Unit, outlines

the current state of New Zealand's primary industries and their
i~ = prospects for growth over the next four years.

The December report highlights the continued success of the

primary industries, with export revenue forecast to reach $47.9 billion in the year ended June
2020, up 3.3 percent on the previous year. Our traditional areas of strength continue to grow
with dairy export revenue forecast to rise 8.4 percent to $19.6 billion for the year ending June
2020. Meat and wool exports remain robust with export revenues forecast to reach $10.4 billion
- up 2.3 percent. Some of our other star performers this quarter include horticulture with a

4.7 percent rise in revenue forecast, driven by increases in kiwifruit, wine, apple and pear
exports. Meanwhile seafood annual export earnings could surpass $2 billion for the first time,
with growth forecast at 6.3 percent. Innovation continues to be a big factor in this growth, with
processed foods such as dairy blends being particularly popular in our South Korean and
Japanese markets.

{I’

There have been plenty of gains for the primary industries over the last few months. We 've made
huge strides in market access this quarter, with the Regional Comprehensive Economic
Partnership [RCEP] text agreed in Novernber. RCEP participants take 62 percent of

MNew Zealand's primary sector exports, so it is a high priority for us to get the full agreement
concluded and signed in 2020.

MPI has also successfully established its new Agriculture and Investment Services branch,
designed to partner with the sector on emerging issues and sponsor investment in ideas and
innovation. We're already starting to see how a joined up branch, focused on the needs of the
agriculture sector, can have real benefits.

An example of MPI's support for innovation is through Sustainable Food and Fibre [SFF) Futures
co-investment funding. With $40 million available each year from MPI, SFF Futures supports
problem-solving and innovation in New Zealand's food and fibre industries that will make a
positive and lasting difference. It offers a single gateway to apply for investment, and provides
grants of less than $100,000, right up to multi-million dollar, multi-year partnerships.

We are here to back the Primary Industries to win and to support them in a changing world.

Ray Smith
Director-General, Ministry for Primary Industries

2 « MINISTRY FOR PRIMARY INDUSTRIES
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I/m’\ New Zealand's dairy export revenue is forecast to rise 8.4 percent to $19.4 billion for the _
‘_‘” year ending June 2020. Expectations of anather strong production season, combined with

5 T robust global dairy prices and a weak outlook for the New Zealand dollar, are expected to

Dairy support solid export revenue growth in the year ahead. For New Zealand's dairy farmers,

this is expected to translate into higher farmgate milk prices, supporting robust sector
profitability for the season ahead.

The outlook for meat and wool exports remains robust with export revenues forecast to
reach $10.4 billion for the year ending June 2020, 2.5 percent higher than the previous

year. The positive outlook for the sector is being driven by high international meat prices

as a result of African Swine Fever [ASF) reducing China’s pork herd and increasing

Meat & Wool demand for imported protein. Strong schedule prices as a result of international demand |
have also helped maintain on-farm profitability.

$6.0 billion compared to the year ended June 2019 when prices and volumes were at
record highs. This is $0.2 billion higher than the September forecast for year ending June

Forestr’y 2020 as log prices are recovering more quickly than expected from their sharp fall over
June and July of this year.

' Forestry exports for the year ending June 2020 are forecast to fall 12.8 percent to

Horticulture sector revenue is forecast to rise 4.7 percent for the year ending June 2020
driven by increases in kiwifruit, wine, and apple and pear exports. This will elevate the
@ horticulture sector to be the third largest primary sector industry by value, edging ahead
of the forestry sector. Kiwifruit exports are expected to rise by 8.6 percent to $2.5 billion,
Horticulture while wine exports are predicted to rise by 1.8 percent to $1.8 billion, and apple and pear
export revenue to rise by 7.2 percent to $0.9 billion.

Seafood export earnings are forecast to grow 6.3 percent in the year ending June 2020 to

$2.1 billion, the first time annual export earnings will surpass two billion dollars. This

growth is expected to be underpinned by an increase in export prices and rising
aguaculture production. Increasing demand from key markets along with Limited supply

Seafood growth, particularly of wild capture fisheries, is expected to keep prices high. The
forecast growth in aguaculture production is expected to result in higher export volumes
in the coming years.
) The 2019/20 year has begun positively with export revenue up 43 percent for the —
% September 2019 quarter compared to September 2018 quarter, and a reasonable

growing season to date in most areas. Export sales in all categories increased with |
Arable vegetable seeds the main contributor, up $16.4 million on the September 2018 quarter. .
As a result, arable export revenue is expected to rise 10 percent for the year ending June =

2020 to $2460 million with slightly Lower levels forecast for 2021.

Export revenue for New Zealand’s other primary sector exports and foods is expected to
increase to $3 billion for the year to June 2020, up 7.3 percent from 2019. This builds on
the 5.3 percent growth for 2019 This growth is being led by the other products [such as
dairy blends and soft drinks), innovative processed foods and live animals categories.
Demand for these products is expected to continue to develop in coming years.

e == —
— e — ~  _SOPIDEEEMBER 201953 —

i —
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Overview

Primary industries export revenue 2015-21 (NZ$ million)

2015 2016

Dairy 14,050 13,289

. Meat and Wool 3,000 9,200
. Forestry 4,683 5,140
Horticulture 4,185 5,000

. Seafood 1,662 1,768
. Arable 181 210
. Other primary sector* 2,417 2,714
Total 38,079 37,323

% Change year on year -8.8% +34%

Export revenue is forecast to reach $47.9 billion in the year
ending June 2020, up 3.3 percent from the previous year.
This forecast is $1.7 billion higher than the previous
forecast round, with upward revisions to dairy, meat and
wool, and forestry. A lot of these gains can be attributed to
rising global commadity prices and the drivers behind
rising prices are likely to be sustained through 2020 and
2021

In particular, a weaker New Zealand dollar over the course
of this year has helped support strong returns for

New Zealand exporters. Since June, the NZD/USD rate has
declined from 0.47 to 0.44 boosting commodity prices in
MNZDterms.

For the dairy sectar, following a period of initial early
seasanweakness, commodity prices have been on the
rise. After a strong start, growing conditions across the
country have become more variable in spring, with
production of milk solids in the month of October falling
behind last season’s exceptional result. This will feed into
an international market characterised by tight global
supply. Due to strong demand out of Asia, this should
sustain continued price strength for the remainder of the
seasan. Red meat prices continue to exceed expectations
due torising demand from China that is transforming
global protein markets. The African swine fever [ASF]
outbreak in China is the main driver of increased import
demand, and the drought in Australia has further reduced
global beef and sheep meat supply. The situation in those

& « MINISTRY FOR PRIMARY INDUSTRIES

Actual Forecast
2017 2018 2019 mm
14,638 16,655 18,107 19,630 19,450
8,355 9,542 10,176 10,430 10,680
5,482 6,382 6,883 6,000 6,600
5,165 5,392 6,111 6,400 6,530
1,744 1,777 1963 2,090 2,210
197 243 236 260 255
2,639 2,709 2,852 3,060 3,140
38,220 42,700 46,328 47870 48,863
+2.4% +11.7% +8.5% +3.3% +2.1%

countries is unlikely to reverse soon, so it is expected that
the current run of high red meat prices will persist over at
least the next two years.

Following a sharp fall in June, log prices are recovering
faster than expected. However the flow on effect on export
volumes is expected to restrict forestry sector export
revenues in the year ahead.

Variable weather impacting production
Following a hot dry summer and autumn, New Zealand
had the seventh warmest winter on record. Awet end to
winter returned soil moisture levels to normal, but did not
catch up the annual rainfall accumulations which
remained below normal in many regions. During spring
the North Island received lower than normal rainfall and
higher than normal temperatures, resulting in lower soil
maisture levels than normal. In parts of the South Island,
spring brought a lot of wet spells, making farm
management challenging.

Ahailstorm in November caused considerable damage to
Canterbury cereal, seed and vegetable crops, while in
Hawke's Bay an October hailstorm caused significant
damage to early summer fruit crops. Heading into
summer, the El Nifio/Southern Oscillation is neutral and
does not look like it will play a significant role. Over the

3 months to February 2020, the National Institute for Water
and Atmospheric Research predict near normal rainfall
and soil moisture levels.
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Rural confidence

The positive export outlook and the flow on effects to
farmer incomes appears to be starting to reflect in
sentiment at the farm level. After a series of rural surveys
indicating declining rural confidence, ANZ's November
Business Outlook has indicated that profitability
expectations in the agriculture sector have improved
significantly in the past few months. While employment
and export intentions are strong relative to other parts of
the economy, investment intentions remain weak,
potentially weighed down by uncertainty associated with
the pace and scale of change of some environmental
requlatory policy proposals.

In September 2019, the Government consulted on &
package of freshwater policy proposals. This Essential
Freshwater programme has three main objectives:
stopping further degradation and loss, reversing past
damage, and addressing water allocation issues. Some
farmers are concerned that these policies will be costly to

implement and that farming systems will need to change
in some areas of the country.

The Zero Carbon Act, passed in November 2019, include
targets for agricultural methane emission reductions of

10 percent by 2030 and 24-47 percent by 2030. The
Government has also announced that it will enter into a
world first programme of action with the agriculture sector
aimed at introducing farm gate emissions pricing by 2025.

Farm debt remains high, particularly in the dairy sector.
Banks have been tightening lending policies over the past
year, and a RBNZ policy requiring banks to hold more
capital may add to that trend. This could reduce farmers’
ability to borrow money to invest in environmental
mitigations where required.

At the international level, key risks to the sector’s export
performance in the years ahead remain. Global economic
growth is beginning to weaken, driven in part by the effects
of increased geopolitical uncertainty and heightened trade
protectionism.
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Brexit

Currently a major source of international uncertainty are
the timing and terms of the United Kingdom [UK]'s
planned exit from the European Union [EU). The UK and
EU recently agreed to an extension of the Brexit date to 31
January 2020.

However, the concerns for New Zealand exporters are the
risk of supply chain disruption, the new trading
emvironment that will emerge, and a possible decrease in
UK consumer expenditure, especially if the UK were to
leave the EU without a deal in place.

Inan effort to mitigate these risks, MPI has continued to
work closely with other government agencies to ensure,
where possible, that trade disruption is minimised. In the
meantime, the existing conditions for primary sector trade
between New Zealand and the UK are expected to remain
the same during the extension period. Advice on the
implications of Brexit for primary industry exporters and
what they can do to prepare can be found on MPI's
website.

Other trade disruptions

Currently, a range of indicators is pointing to weaker GDP
growth for two of New Zealand’s key export trading
partners: the US and China. These two countries
accounted for 40 percent of New Zealand's primary sector
export revenues in the year ended June. Trade tensions

& « MINISTRY FOR PRIMARY IND

have also had an impact on global prices. The avoidance of
further tariff escalation or timely retraction of the current
set of tariff measures may help lift confidence about
future growth prospects.

Regional Comprehensive Economic
Partnership (RCEP)

In November 2019, the RCEP completed negotiation of the
text of the agreement, and agreed virtually all market
access issues between 13 of the 16 participating
countries. RCEP comprises the 10 ASEAN countries
|Brunei, Cambodia, Indonesia, Laos, Malaysia, Myanmar,
Philippines, Singapore, Thailand, and Viet Nam] and six of
its existing FTA partners - Australia, China, India, Japan,
Korea, and New Zealand. The RCEP participants take

42 percent of New Zealand's primary sector exports.

With the text negotiations completed, negotiations on
market access will now continue with the aim of
concluding and signing the full agreement in 2020.

While India still has some outstanding concerns, all RCEP
participants are continuing to work with India to enable it
to join the agreement in 2020.

The agreement is expected to increase New Zealand
exporters’ security in the region, while protecting their
competitive interests in countries which include seven of
New Zealand's top 10 trading partners.
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Dairy’s growth and vulnerability

The New Zealand dairy industry has grown rapidly over the
past two decades, driven by land conversions and productivity
improvements. Since 2003, these shifts have resulted in:

20%

25%

Increase in

98%

Increase in the
size of the total
dairy platform
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total milk solids
production

the size of the
national dairy
herd

- -

JaR

MILK
[

MET

7.0

5.0

Dairy cattle [millions)

M Dairy cattle population M Dairy preduction

Milk solids tonnes/hectares [millions)

Dairy Industry Growth 2003 - 2019

2003 2007 2011 2015 2019

SOUrCe: SIatSNE and DairyNZ

! Dairy platform increase

The national total dairy platform has steadily
increased, rising significantly between 2006 and
2015, before stabilising at its current level of
1.744 million hectares, with much of this growth
being driven by dairy farm conversions.

Productivity drivers

In addition to growth in the total land area,

improvements and advances in herd genetics,
- breeding technigues, on-farm management

practices, forages, and new technology

have driven consistent increases in on-farm

productivity for the dairy sector. ‘

SOPI DECEMBER®D19 + 7
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Financial
vulnerability

This increase in national dairy production
has largely been funded with bank debt.
On-farm bank debt has increased by

Of th e d a i ry :fggﬁ;tgﬁ[}:;r_me 2003 and currently stands
sector

/Z
ill

= 267%

increase since

2003

Agricultural industry bank debt 2003-2019

70

$NZ Billion

Other agricultural debt

2003

Source: Reserve Bank of New Zealand

How does this affect the financial
vulnerability of the dairy sector?

While use of debt to fund business and industry growth can play an important role in
economic success, it appears that the Llevel of financial risk associated with the recent
expansion of New Zealand's dairy production has increased significantly in recent years.

In the 2017-2018 season dairy farms
on average had a debt-to-asset ratio of
50.7 percent.
Equit However, many farms are holding high
autty // @ levels of debt:
" 24 percent have 4 percent have
Debt A ratios over ratios over
70 percent; and 70 percent.

oy

8 « MINISTRY FOR PRIMARY INDUSTRIES
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The level of debt held relative to farm assets and production has
increased significantly across the sector.

Debt to production Debt per hectare

Relative to production, farm debt The average level of bank debt

levels have more than doubled held per hectare has more than
from $9.48 per kilogram of milk- tripled since 2003, rising from
solids in 2003 to $21.99 in 2019. $7,700 to $23,600 in 2018.

Source: StatsNZ & ReserveBank of New Zealand

In addition, the number and proportion of farms Distribution of dairy sector debt per kg of milk solids 2014 and 2018
holding high levels of debt have also increased. 2013/2014 W 2017/2018

In particular, the percentage of farms holding greater than
%30 of debt per kilogram of milk solids produced annually has
increased from 16 percent in 2014 to 30 percent in 2018.

Despite falling interest rates over recent years, the burden
of servicing this elevated debt has increased. Since 2014,
the average annual cost of servicing this elevated debt has
increased by 11 cents to $1.22 per kilogram of milk solids
in2018.

Percentage of Dairy Farms

'

st!J $10.$20 $20.$30 ssu!m s&o-!sn >$50

Source: DairyNZ

Debt to income ratio by sector 2018
Relative to its income, the dairy industry holds a
lot more debt than other agricultural producers.
\ ‘ In fact, despite having enjoyed relatively good milk price
N 7 . pay-outs in recent years, the dairy industry still currently
{  Other agrlcu“ure holds 60 percent more debt compared with other agricultural

producers.
[ 0 175 [ 55 ]

Ratio of debt to income

Source: Reserve Bank of New Zealand

Non-performing loans as a percentage of total sector debt
Early warning signs may now be beginning to 2015-2019
appear, with the number of farms experiencing m Dairy M Horticulture & Other 1 Sheep & Beef
financial distress increasing in recent years. Ea

The ratio of non-performing loans in the dairy sector has a
doubled over the past three years. Currently at 2.1 percent of g
the dairy sector total, this figure is three times higher than E
that of other comparable primary sector industries. g
5
g
=z
[ 0%

Jan15 Oct15 Jul16 Apri17 Jan18 Oct18 Jul19

Source: Reserve Bank of New Zealand

SOPI DECEMBER 2019 « 9
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The high levels of debt currently held

by vulnerable dairy farms may inhibit
their ability to successfully meet the
challenges ahead and adapt to changes in
their operating environment.

Upcoming

challenges

Financial pressures associated with this highly indebted These new regulatory constraints may have the effect of
sector may constrain the ability of financially vulnerable limiting future intensification of farming practices and
farms to invest and adapt to the changes associated further growth in the national milking platform area.

with increased environmental and other regulatory
requirements on the sector over the longer term.

The national milking platform area’s size, total dairy
herd, and level of intensification are thus expected to
experience modest declines in the medium to long term.

These changes include
investment in

on-farm technology and
infrastructure, to reduce
the sector’'s impact on
freshwater quality and

As a result, further
investment in on-farm
productivity gains will need
to continue if the sector

is to achieve future
industry growth.

climate change.

The appetite of banks to keep funding sector growth through the provision of credit is
decreasing. Evidence indicates that the banking sector is positioning itself with a more
conservative approach to dairy sector debt inits portfolios, reducing credit lines and requiring
active repayment of loans. This has the potential to increase the cash flow burden on many of
those farmers who are already facing squeezed margins.

1]
14
1]

In addition, for some financially distressed farmers, their options for addressing these

problems are becoming increasingly constrained by falling demand for dairy farm land and
w signs that rural asset values may be falling.

The Government MPI's Agricultural and Investment Services business unit is supporting work to increase
has introduced farm business resilience by linking farm advisers and accountants with farmers to enable
several initiatives better strategic and financial planning and create effective business cases where required.
to support the The farm debt mediation scheme recognises the pressure debt places on farmers and rural
primary sectors communities. The scheme will help farmers by addressing the power imbalance between
through these farmers and banks and providing a consistent platform for constructive discussions. The aim
upcoming is to improve outcomes for both farmers and banks through early engagement.
challenges.

The Productive and Sustainable Land Use package promotes farm land-use practices that
deliver more value and improved environmental outcomes.

10 « MINISTRY FOR PRIMARY INDUSTRIES
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Top 10 Export Destinations

. Dairy .Other

. Meat & Wool

. Forestry
. Horticulture

. Seafood
. Arable

China

$14,377m Jepan $4.217m

$2,662m

$1,357m
EU
$3,167m
Hong Kong N
$1,087m Taiwan
J $1,155m
L /7
Malaysia Australia
$1,000m $6,553m
]
A Q)
@ &
Dairy Meat & Wool
7,000 apoo
5.000 3L% - =
5,000 3pao
1,000 19%
2p00
3,000 14% 13%
oo T 5%
1,000 A% 4% 3% 39 3% 3% 3% 2% 2% %
0
] §F 38 3% 2@ 2 BEE=§2 § 3 B z
sgﬁg%‘-;g%ggg R §§§§§§§ 2
RT LAY SR F BRI EA 1

©

Horticulture

1,200

&

Seafood

B 2 5o 7%
SERyEsRIIEd EYSEREERERY SERRFEESEL O BQESRECRERY
AN R A EE R RER N R Tk E R E I B b
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Dairy

New Zealand’s dairy export revenue is forecast to rise 8.4 percent to $19.6 billion for the year ending June
2020. Expectations of another strong production season, combined with robust global dairy prices, and a
weak outlook for the New Zealand dollar, are expected to support solid export revenue growth in the year
ahead. For New Zealand’s dairy farmers, this is expected to translate into higher farmgate milk prices,
supporting robust sector profitability for the season ahead.

Dal | y export revenue 2015-21 [NZS million)

P
n
@)

Actual Forecast

Year to 30 June 2015 2016 2017 2018
Whole milk poveler 5385 4609 5,271 5,818 6,675 6,380 6,460
Butter, AMF, and cream 2219 2378 2794 3812 3612 3530 3730
Skim milk & butter milk poweler 1762 1,347 1,385 1,228 1323 1720 1,630
Casein & protein products 2129 1,834 1735 1,601 1574 1810 1,740
Cheese 1557 1,720 1,830 1,905 1,965 2150 2140
Infant formula 415 685 778 1,240 1,641 1,900 2,000
Other dairy products* 582 716 845 1,050 1318 1,550 1670
Total 14,050 13,280 14,638 16655 18,107 19,630 10,450
9% Change year on year -21.0% -54% +10.1% +38% +B.7% +8.4% -09%

Source: Stats NZ and MPI.
* Other dairy products include: liquid milk and cream, ultra-high temperature milk, yoghurt, and ice cream.

Figure 1: Dairy export volume growth has been mixed
for the first three months of the 2019/20 season
15 (5 16.1%

Dairy production has made a positive start to the 2019/20
season. Mild winter conditions have supported pasture
growth which, combined with increased winter milking,
have boosted early season production. However spring
growing conditions have been more variable in
September and October, with below average
temperatures and wet conditions across some key
dairying regions.

11.8%

o

L

(15}

Expaprt valume {thousand fonnes)

This has resulted in total milk solids collections as at
October tracking 0.4 percent higher than at the same

(25}

time last year. However, we do not expect production to 135 296%
match the record levels achieved during the December - - _ "
R . A R 3 % 5 5 2 E =
2018 guarter and accordingly, are forecasting milk solids i e & ES g 5 =
= g o=
production to be up only 0.2 percent for the 2019/20 = E z g B
season, compared to the previous year. g %‘ .
!
&

Despite the strong start to the season, overall export

volume growth has been relatively mixed for the
September quarter, compared to the same period as last
year. Volume growth for whole milk powder (WMP],
butter, and liquid milk products were offset by falls in
skim milk powder [SMP) and casein products (Figure 1].

Expectations of relatively flat New Zealand milk solids
production growth this season will feed into a global
dairy supply chain that remains relatively constrained.
Modest milk production growth in Europe (up

0.3 percent] and the US (up 0.1 percent] over the year to
date, is being offset by weakness in Australia [down

6.9 percent] so far this season.

12 « MINISTRY FOR PRIMARY INDUSTRIES

Change in dairy export volumes: September quarter 2019 compared to the sam;

m

period in previous year.

Source: Stats NZ.

* As aresult, global dairy markets have remained
relatively resilient in the face of slowing global growth
and the ongoing US-China trade dispute. In particular,
despite slowing economic growth in China (the world's
largest dairy importer] and a weakening in the
purchasing power of its currency, there appears to be
resilience in the China’s household sector which is
underpinning demand.

This has helped support prices for global dairy
commodities. Despite some initial weakness in dairy
prices for butter and cheese early in the season, Global
Dairy Trade auction prices have subsequently firmed in
September and October, with WMP prices now

3.9 percent higher and SMP prices 18.7 higher than the
start of the season [Figure 2].
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Figure 2: Global commodity prices have risen since * Given the strong demand from key Asian markets and
September weak international supply growth, we are expecting
global dairy markets to remain resilient and supportive
of strong dairy prices over the short term. Combined
with a soft outlook for the NZD, this is expected to
support an 8 percent growth in export revenues for
New Zealand producers to $19.6 billion for the year
ended June 2020. In particular, we expect to see strong
T o e revenue growth in higher added value dairy products
fox the 2019419 such as infant formula [forecast rise of 12.9 percent] and
liquid milk products [forecast rise of 15.1 percent] in the
year ahead, driven by continued volume growth into
China.

1100

1000

@
i
=
2
=}
]

These factors should support the profitability for

Mew Zealand's dairy farmers in the current season.

We have accordingly adjusted upwards New Zealand's all

. i ) company average milk solids payout forecast (including

* St!'ong milk solids pr_oductlon supported by @hust global dividend] for the 2019/20 season to $7.25 per kilogram of
prices and a weakening NZD has translated into a

$261 million [8.4 percent] increase in export revenues for
the September guarter compared to the previous year.
Across our major markets, export growth into China,
Indonesia, and SrilLanka has been somewhat offset by a
significant fall in exports to the US. 2001 g4 P

milk solids (Figure 4).

Figure 4: Farmgate milk solids price outlook revised
upwards from previous forecast

For China, our largest export destination, exports rose .00
9.1 percent to $993 million for the first three months of
the season, driven by volume growth in butter (up

18.3 percent], liquid milk products (up 12.6 percent],
improved prices for infant formula (up 11.2 percent] and
WMP [up 7.5 percent). However, this has been offset
somewhat by a 40 percent decline in SMP volumes
[Figure 3].

6.36 . 6.28

Farmgate payment {N2% &g ms)
=
o]

2014 2015 2016 2017 2018 2019e 2020 2021
Figure 3: Growth in export revenues to China and ew Zeals
Indonesia have been partially offset by declines to the ear ended May 2014-2
us e: DalryNZ a
Hang Kang
Thailand
United Arab Emirates
Indanesia

Philippines

Malaysia
Japan

United States
Australia

China

(&0} (&0} {40} (20} 0 pil 40 &0 80
Export value {NZ$ million}
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ICE CREAM IN

The retail value of the New Zealand ice cream market is estimated at $419 million in
2019 and is expected to reach $533 million by 2024.

Home ice cream still leads the category, with bulk ice cream enjoying the highest rate of growth,

which totalled 5 percent in 2019. Single portion ice cream enjoyed faster growth compared with this
category in previous years. This was driven by impulsive supermarket and convenience store purchases
during summer, a trend that is expected to continue. Other significant market trends also shaping the
New Zealand industry are listed below.

96%

Take-home
ice cream

42%

Impulse ice
cream

[single portion
dairy, single
portion water)

[bulk dairy, multi-
pack dairy, ice
cream desserts)

0.9%

Unpackaged
ice cream

0.6%

Frozen yogurt

KEY TRENDS

Shift to premium products and
product innovation is driving
value and increased customer
interest.

Growth in health and wellness i
product [e.g. with non-dairy, low
calories, high protein benefits).

Asia Pacific is a key export market,
with 42 percent of exports by value i
2018 going to China.

Rize in demand for unique flavors such
as “matcha” to cater specifically to the
Asian population

Mess-free, single-portion formats [cups,
bars) gaining traction as “convenience™
continues to gain importance

Innovation in visual and sensory features
of ice cream to target new social media
and “eat-with-your-eyes” focused
customers

SV PV PV PV FVRC PV
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KEY TRENDS

=25 25 {25

Global production of
11.5 million tonnes in 2018

Global market estimated at
$US77 billion in 2018

Global market enjoying
an average growth rate
between 4.1 percent and
4.9 percent

{000, 000)

New Zealand ice cream exports to China

have experienced dramatic growth in
the last few years. This leap in growth

isin part driven by catering to the China

market demand for unique flavours

[as noted in the key trends).

30

W China

W Japan @Australia

ASIA-PACIFIC ICE CREAM EXPORTS

2010

2013

2016

2019
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Meat and Wool

The outlook for meat and wool exports remains robust with export revenues forecast to reach $10.4 billion for
the year ending June 2020, 2.5 percent higher than the previous year. The positive outlook for the sector is
being driven by high international meat prices as a result of African Swine Fever [ASF] reducing China’s pork
herd, increasing demand for imported protein. Strong schedule prices as a result of international demand

have helped maintain on-farm profitability.

Year to 30 June 2013 2016

Beef & veal 2,980 3,006

Lamb 2,504 2,569

Mutten 418 419

Wool 805 760

‘fenison 174 182

Other meat™ 466 503

Hides & Skins 570 509

Animal by-products 578 ]
Animal fats & oils 118 125
Animal products for feed 216 247
Carpets & other wool products 172 192
Total 9,000 9,200

+10.3%

%% Change year on year

Source:Stats NZ and MPL
* Other meat includes: edible offal, processed meat, and poultry.

* The impact of ASF gutbreaks in China has changed the
face of global protein trade. China is the world's largest
producer and consumer of pork, home to just over half of
the world's pig population. Over 40 percent of China’s pig
herd is estimated to have been lost as a result of the
disease. This gap in domestic protein production is being
met by increased imports of all meat products, not only
pork.

Growing demand from China for New Zealand meat
products as a result of ASF continues to support export
growth and schedule prices. Since September 2017
exports to China have grown from 20.8 percent to

39.9 percent of New Zealand's total beef and sheep meat
exports (Figure 5. The shift in trade to China can also be
seen in an increase in the proportion of Chinese yuan
denominated trade for meat products. From October
2018 to June 2019, 7.5 percent of beef and sheep meat
trade was denominated in Chinese yuan, compared to
1.6 percent for the same period the previous year.

The value of beef and veal exports is surging due to
increased demand from China. Beef and veal exports are
forecast to reach $3.6 billion for the year ending June
2020, & 7.2 percent increase from the previous year. The
increase in revenue is predominantly driven by prices
that are forecast to increase by 6.8 percent, while
volumes are forecast to remain flat. This growth builds
off the strong previous season that saw massive spikes
in demand in China for beefas a result of ASF. Growth in

16 « MINISTRY FOR PRIMARY INDUSTRIES

Meat & Wool .ort revenue 2015-21 (28 mitton)

Actual Forecast

017 2018 2019 2020 2021

2706 2043 3324 3,560 3,570
2441 3018 3227 3,280 3,410
417 575 576 560 600
522 543 549 490 490
162 196 186 180 190
513 543 610 600 660
416 196 354 130 130
587 700 729 770 780
156 147 115 120 120
273 132 376 400 400
163 148 130 130 130
8,35 9,502 10,176 10430 10680

Chinese demand for prime cuts and manufacturing beef
has continued in the early season, creating competition
with the US, resulting in rising global beef prices.

Figure 5: Red meat exports shifting to Asia

8000

@ Asia @ Eurape

Middle Exct @) Oceania and Antarctica The Americas

7000

-

Expart value {NZ$ millian)
=

- 88§

200 2011 2012 2013 2014 2015 2016 2017 2018 2019

019, year ended June.

* The changing consumption trend for beef in China
predates ASF as boneless beef exports to China have
been rising steadily since late 20135. This is alongside a
rising chilled beef trade to China which has nearly
doubled in the past year from $32 million to $61 million.

Mew Zealand's beef herd is expected to remain relatively
static with beef cattle numbers expected to be at

3.66 million for the year ending June 2020. This isa

0.5 percent fall from the previous year of 368 million.
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New Zealand's sheep meat exports have also continued
to perform well with lamb and mutton exports expected
to reach $3.3 billion and $5460 million respectively for the
year ending June 2020. Export quantities are expected to
be flat, while prices are expected to increase as a result
of ASF.

The retention of lambs from last season has increased
the hogget population while ewe numbers are falling.
This is forecast to result in 2 percent fewer lambs being
born this coming year, assuming a similar lambing rate
to last season. Global sheep meat productionis also
constrained as Australia’s sheep flock shrinks fram
drought creating upward pressure on prices.

Figure é: Strong wool export prices remain lLow while
fine prices remain variable

2400 Les than 24.5 micrans
= 2200

5]
g
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16.00
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24.5ta 31.4 micrans
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400

200 Mare than 31.4 micmns o
0.00

Expart price (NZ$fg) (clean equivalen

Ma Jun Sep Dec Mar Jun Sep Dec Mar Jun Sep Dec Ma Jun Sep
2016 2017 2018 2019

Source: Stats NZ

* Wool export revenue Is forecast to fall to $490 million for
the year ending June 2020, an 11 percent decrease from
the previous year. Export quantities are expected to
remain stable as a result of the stable sheep flock
looking forward. Strong wool export prices remain low,
whereas fine and mid-micron wool prices remain
variable [Figure 6). This is due to reduced demand from
China as they are exporting fewer clothes and textiles to
the US due to trade tensions.

T

Figure 7: Schedule prices remain high early in the

season
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Schedule prices for steers and heifers, cows, mutton, and lamb: Year ending
December 2011 -201%

Source: Beef and Lamb NZ

* Schedule prices for livestock are at near record levels
resulting in continued strong on-farm profitability
[Figure 7). Although a small drop is expected compared
to last season as higher on-farm revenues are being
offset by rising farm expenditure. Beef and Lamb NZ
forecast earnings before interest, tax, and managers’
wages, are expected to be 0.7 percent lower for the year
ending June 2020,

Poultry exports to Australia have been falling as a result
of Infectious Bursal Disease Virus (IBDV) being
discovered in New Zealand. Last year poultry export
revenue reached $91 million, of which 56 percent went
to Australia. Poultry meat must now be heat treated to
remove the virus before it is exported to Australia, which
reduces the range of products available to export.

SOPI DECEMBER 2019+ 17
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A

Forestry

Forestry exports for the year ending June 2020 are forecast to fall 12.8 percent to $6.0 billion compared to the
year ended June 2019 when prices and volumes were at record highs. This is $0.2 billion higher than the
September forecast for year ending June 2020 as log prices are recovering more guickly than expected from
their sharp fall over June and July of this year. If prices continue their sharp recovery, export volumes may

increase faster than currently forecast.

Year to 30 June 2015 2016

Logs 2,059 2224

Sawn timber & slespers 751 860
Pulp 628 683

Paper & paperboard 473 522
Panels 451 512

Chips 52 64

Other forestry products® 268 275
Total 4,683 5,140

hange year on year

Source: Stats NZ and MPL
* Other forest products include: structural or moulded wood, furniture, and prefabricated buildings.

Figure B: Log prices are beginning to recover
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* Forestry exports for the year ended June 2019 reached
$6.9 billion. Just over half of this value was from log
exports, through record high export volumes and prices.

Log export prices for A grade logs dropped sharply [down
11 percent to a low of $138.0/m?in July due to a build-up
of softwood inventories in China following very high log
export volumes from New Zealand. At the same time, the
supply of logs increased from Europe and Russia. Prices
recovered to $143.5/m® in September (Figure 8], and are
expected to continue rising to $155-5165 m? by the
middle of 2020. This has driven a forecast fall of

$726 million [nearly 20 percent] for New Zealand log
export value for the year ending June 2020.

The price recovery during August and September was
driven by log inventories at China’s ports declining much
quicker than expected. This recovery is unlikely to
continue over the next few months as sales to China
traditionally slow in January and February. High volumes
of logs from beetle-damaged forests are continuing to
arrive in China from Europe. As these have a similar use

18 « MINISTRY FOR PRIMARY INDUSTRIES

Forest FY export revenue 2015-2021 [$N2 million]

Actual

Forecast

2017 2018 2019
2687 3337 3,806
830 890 936
651 828 812
488 401 491
476 501 514
59 56 67

200 281 257 250 260

5,482 6,382 6,383 6,600

as New Zealand logs they are slowing the export volume
recovery. However, we are expecting to see volumes
increasing in subsequent years as both small and
corparate growers respond to the log price recovery by
increasing harvest volumes.

China’s construction market remains active and there is
no sign of decreased demand. Therefore, industry is
expecting export volumes to China to recover over the
next year, but for prices to be slightly lower than recent
levels. However, any increase in shipping costs resulting
from new requirements on the sulphur content of fuels
from 2020 could slow down the export volume recovery
by impacting the marginal returns on harvest.

Longer-term, the recent log price drop has underlined
the importance of increasing domestic processing and
diversifying export markets. Interestingly, the price of
wood products has not followed the log price drop, and
demand from other export markets such as Japan, South
Korea, and India, has remained stable with potential to
increase.

Additionally, log exports have grown from 24 percent of
forestry exports in 2009 to 55 percent in 2019 Figure 9).
With 75 percent of New Zealand's exports going to China,
forestry is heavily exposed to risks of changing demand
in this market. The key drivers for this are New Zealand's
increased log supply, the increasing log demand from the
China’s construction industry and New Zealand's wood
processing capacity remaining relatively static over the
last decade.
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Figure 9: Log exports continued to gain proportion of new dwellings consented was 34,804, up 6 percent from
export share until the June 2019 year the June 2018 year. The number of consents is
100 TE R R R RN accelerating, with an increase of 20 percent for the
; Septemnber 2019 quarter compared with the same
o quarter in 2018.
E ]
E 50 Figure 10: Sawn timber production remains robust
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* Exports of pulp, paper, and panels remain steady

a
2008 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

despite pulp prices decreasing by 15 percent in the last @ Productin @ Cmsumotin @ Bt @ lmport

12 months [to $766/t from $904/t). The key reasons for
the PUlIJ price drop were increased supply from Brazil to :;::i":::; production, consumption, and trade, year ended June 2006-1%
China and a slowdown in China’s paper exports to the

US, due to increased tariffs applied by the US.

Sawn timber export revenue for the year ended June
2019 increased 5.2 percent to $934 million. Both export
and domestic market demand remains stable (Figure
10). Domestic market demand is expected to increase
due to an increase in the number of new dwelling
consents. In the year ended June 2019, the number of

SOPI DECEMBER 2019+ 19
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Horticulture

Horticulture sector revenue is forecast to rise 4.7 percent for the year ending June 2020 driven by increases
in kiwifruit, wine, and apple and pear exports. This will push the horticulture sector to the third largest
primary sector industry by value, edging ahead of the forestry sector. Kiwifruit exports are expected to rise by
8.6 percent to $2.5 billion, while wine exports are predicted to rise by 1.8 percent to $1.8 billion, and apple
and pear export revenue to rise by 7.2 percent to $0.9 billion.

O

Year to 30 June 2015 2018

Kiwifruit 1,182 1673

Wine 1408 1558

Apples & pears 571 701

Fresh & processed vegetables® 588 612
Other horticuture** 436 456

Total 4,185 5,000

% Change year on year +10.0% +19.5%

Source: Stats NZ and MPL.

Horticulture export revenue 201521 [NZ§ million)

Actual

2017 2018 2018
1,664 1861 2302
1,661 1,604 1,807
701 745 839 900 910
614 622 696 650 660
525 a71 166 510 560
5,165 5,30 11 6400 6530
+33% 4% +133% HT% +20%

* Fresh vegetable exports include onions, squash, capsicum, d other fresh

Processed etable exports include frozen vegetables [including frozen potatoes,

peas, sweeicorn, eic.), dried vegetables, drylegumes, prepared and/for preserved vegetables, and vegetable juices.

*++ Dther horticulture exports include: other fresh fruit including avocados, cherries, blueberries, etc ), frozen and processed fruit, fruit juices, nuts and ornamentals.

Apples and pears

* The 2019 apple and pear export season is near
completion, with new records being set for export
volumes and prices. Exports are expected to reach
395,000 tonnes (21.9 million cartons) and $870 million
for the year ending December 2019. Favourable climatic
conditions during ripening and harvest helped Lift the
proportion of export-grade fruit.

Strong demand from Asian markets, in particular China,
driven in part by a reduction in China's 2018 apple crop
by an estimated 23 percent, increased the average
export price to a new high of $39.50 per carton. A lower
New Zealand dollar also assisted. Asia will account for
around 50 percent of New Zealand apple exports in 2019,
up from 40 percent in the prior year. The increased
demand in Asia helped offset lower demand from Europe
due to large domestic stocks from the 2018 harvest
[Figure 11].

Apple and pear exports are forecast to increase in 2020
and beyond due to trees maturing and the ongoing
increase in planted area. However, there may be some
downside risk to the 2020 crop forecast once the impacts
of several localised spring hail events are fully realised.
The lower prices received for Bragburn in 2017 will likely
speed up growers’ timelines for the replacement of
Braeburn with apple varieties in higher consumer
demand. Orchard replanting and new plantings are
expected to continue, with the total planted area on track
to reach 11,000 hectares by 2021.

Export revenue for the year ended December 2020 is
forecast to be similar to the 2019 year, with higher export
volumes offset by a slightly lower price forecast of
$38.00 per carton. Price expectations for New Zealand

20 - MINISTRY FOR PRIMARY INDUSTRIES

apples and pears in the year ended December 2020 are

influenced by:

— areturn to normal production levels in China in 2019;

— areduced apple crop in Europe in 2019 due to adverse
weather, estimated to be down by 20 percent on the
prior year, although production is up in France and
the Netherlands;

— tariffs on US apple imports into China and India; and

— a slightly lower New Zealand dollar against the US
dollar and Euro compared with the 2019 exporting
Sedason.

Figure 11: China’s reduced apple crop provided more
opportunities for apple exports to Asiain 2019
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Kiwifruit

* After emerging from the impact of Psa, the kiwifruit
industry is in a period of strong growth. Kiwifruit export
revenue is forecast to grow to $2.5 billion in the year
ending March 2020, based on total export volume of
149 million trays. While this overall volume is forecast to
be down slightly on the previous season’s crop volume,
the balance continues to shift from green [down
14 percent] to gold (up 11 percent]. Sustained growth is
forecast based onimproving prices and maturing Gold3
vines further increasing production.

Figure 12: Monthly export value for gold kiwifruit, year
to date (March to September 2017 - 2019)
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* A hot, dry summer produced an early start to the Gold3
season with increased dry matter and taste, but these
conditions also reduced fruit size. A favourable exchange
rate and growing demand has seen prices above those of
last season in five out of seven months, despite the
smaller fruit size, which is a great result given the
increasing supply. For the March to September year to
date Gold3 volumes and prices were up 8 and 2 percent
respectively, resulting in 11 percent more revenue
compared to the same point last year [Figure 12).

The tail of the export season sees remaining green
kiwifruit from the reduced crop facing increasing
competition from northern hemisphere grown fruit as
summer production comes on line [Figure 13).

Figure 13: Global kiwifruit exports are dominated
by four countries; southern hemisphere countries
generally supply to the northern hemisphere during
their production off season.
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* As production switches from green varieties to gold, the
green producing area is decreasing alongside some
variability in yields. This season’s green yields are down
on the previous year, which were close to the record.
Gold yields have climbed steadily for the last three years,
and it is yet to be seen what the long term average yield
might be for mature Gold3 orchards.

While the smaller fruit size this season has not reduced
prices, larger kiwifruit are generally mare highly sought
in premium markets. As the crop for the coming season
establishes, growers will be carefully managing vines to
maximise value from a balanced yield, fruit size and
taste.

Although Gold3 has consistently outperformed Hayward
green kiwifruit in terms of orchard gate return, there are
opportunities to exploit other segments of the fruit
market with new kwifruit varieties. The new red kiwifruit
variety will be available in New Zealand and other
international markets, after being well received in a
Singapore trial this season. This variety is likely to be
popular in other Asian markets, where the shorter
shipping times make this a8 more realistic destination
than Europe. Earlier maturing varieties such as Sweet
Green enable green fruit to reach the market earlier in
the season, ensuring longer seasonal supply of

New Zealand grown fruit.

SOPI DECEMBER 2019+ 21
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Wine

* Wine exports are forecast to reach $1.84 billion in the
year ending June 2020, up 1.7 percent from the previous
year. In the September 2019 quarter, export volumes
were up 4 percent from the same period last year,
continuing the strong export volume growth seenin the
first half of calendar year 2019.

Given that the 2019 vintage is down 1.4 percent from the
previous year, it is unlikely this pace can be sustained
throughout the current export season. As a result, export
volumes are expected to rise just 0.5 percent during the
year ending June 2020. While export volumes are
maintained, the reduced vintage will likely result in
falling inventories and less New Zealand wine consumed
domestically.

The main markets driving growth are the U5, UK, and
Europe, with export revenues up 9.3, 13.1, and

4.8 percent respectively, inthe year to September 2019.
Wine sales to the US are expanding again following a lull
in mid-2018. The UK has been a strong market for

New Zealand wine over the past year, although exports
have slowed in the past few months, possibly due to
uncertainty created by Brexit (Figure 14).

While wine export revenues from Australia have held
constant in recent years, Australia remains our third
largest export market.

Figure 14: Wine exports strong to UK and US
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Wine production and trade, .. cnssune 201021

2014 2013 2018
Arsa harvested (hectares) 35,511 35,463 36,226
Grape production (metric
tonnes) 445 000 326,000 436,000
Wine production (million
litres) 3204 2347 3139
Export volume {million litres) 186.2 206.7 2114
Expott price (NZ$ per litre) 711 6.81 737

* The latest Vineyard Benchmarking Report was released
in August 2019, covering Marlborough vineyard
profitability for the vintage harvested in early 2019. The

report shows profit before tax of $8,700 per hectare for a

30 hectare vineyard model.

year of falling returns after an excellent result in 2016.
Incomes have fallen slightly as production has slipped,
while working expenses continue to increase.

Thisis 13 percent lower than 2018, and the third straight

Production per hectare is the largest source of variability
invineyard income, and is largely out of growers’ control.

After bumper crops in 2014 and 2016, the weather hasn't

been as cooperative, and as a result, yields have fallen.
[Figure1 5]. At the same time, production expenses have
increased, rising by 10 percent in the past year alone.

Increases in the minimum wage are a significant factor,
contributing to higher labour costs for pruning, canopy/
crop management, and other wages. This trend is
expected to continue with further minimum wage rises
scheduled in 2021. Expenditure has also increased on
electricity, fuel, and fertiliser over the past year.

Figure 15: Vineyard profitability hindered by lower
yields and rising expenses

$35,000 @ Income (per hectral @ Vineyard working expensas per hactare

@ Veid (Tannes per hectgra)
$30,000

$25,000
g 0 &
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2 $15000 2
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R
$10,000
$5,000
0
2011 2012 2013 2014 2015 2016 2017 2018 2019
Actual Forecast
36,943 38,073 38,680 39,200 39,600

396,000 419,000 413,000 431,000 436,000

2851 301.7 295.0 310.0 3150
2522 2539 269.0 270.5 2718
6.59 6.67 6.70 6.80 6.75

Source: MPI, New

vers, Stats NZ.
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Other horticulture

* After topping a record $170 million in export revenue in
the year to December 2019 [Figure 16], onion growers
are anticipating a return to more typical export market
conditions for the 2020 crop, with the planted area
remaining stable. Brown onions are the predominant
onion type grown with red onions accounting for around
10-12 percent of the total planted area.

The 2019 avocado harvest is underway and estimates are
for a moderate crop, though up on last year. Two years of
increasing volumes following the low bearing crop of
2017-18 shows a disruption to the biennial bearing cycle.
Industry has been working on stabilising the bearing
cycle using new horticultural manage ment techniques
and expansion into warmer growing areas in Northland.
Export prices in the September 2019 quarter are down
slightly on the same quarter last year, consistent with
the increased supply, resulting in a rise in forecast
export revenue of 14 percent to $118 million in the year
to June 2020.

Traditionally, over 80 percent of our avocados were
exported to Australia. However, New Zealand’s avocados
are likely to face increasing competition in Australia,
with the removal of tariffs following the CFTFP
agreement and expansion of global exports from Mexico
and other large South American producers. There has
also beenanincrease in avocados exported from South
America to Asia, particularly to South Korea and
Thailand [Figure 17].

Figure 16: A shortage of onions in Europe led to strong
market demand and record prices for New Zealand
onion exports in 2019
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Figure 17: Proportion of avocados exported to Asia
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Seafood

Seafood export earnings are forecast to grow 6.5 percent in the year ending June 2020 to $2.1 billion, the
first time annual export earnings will surpass two billion. This growth is expected to be underpinned by an
increase in export prices and rising aguaculture production. Increasing demand from key markets along with
limited supply growth, particularly of wild capture fisheries, is expected to keep prices high. The forecast
growth in aquaculture production is expected to result in higher export volumes in the coming years.

&>

Year to 30 June 20135 2018
Wik Capture 1,242 1,380
Aquaculture 321 388

Total 1,562 1,768

ge year on year

Source: Stats NZ and MPI.

Figure 18: Strong prices and growing aquaculture
lifting export earnings
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New Zealand wild capture export volumes are likely be
slightly down at least in the short term due to an
expected decrease in Hoki catch volumes following the
Government's decision to reduce the catch limits for the
2019/20 fishing year to ensure recovery of the stock. The
industry had already been implementing a voluntary
catch reduction.

Despite an expected fall in export volumes, export
earnings from wild capture seafood are expected to
increase by 5.2 percent per year over the next two years.
The main driver for this growth is an expected increase
in export prices resulting from limited global supply of
wild capture seafood, combined with increasing demand.
Export earnings from wild capture fisheries grew by

10 percent in June 2019 compared to the previous year,
mainly due to increased prices despite a small decrease
in export volumes [Figure 18]

Sguid export earnings have increased by an average of
34 percent per year over the last five years, reaching just
over $202 million in June 2019. The growth in export
earnings is driven by increased prices over the past five
years, and a spike in volume in the past year. Actual

24 « MINISTRY FOR PRIMARY INDUSTRIES

SeafOOd export revenue 2015-21 [NZ§ million]

Actual Forecast
2017 2018 2019 2020 2021
1,338 1372 1,500 1,580 1670
406 406 154 500 540
2210

catch levels have remained well below the allowable
commercial catch limit (quota level), which was set at
82 thousand tonnes in the 2016/17 fishing year. Squid
prices have increased by 16 percent per year over the
last five years, driven by strong demand and global
shortages in supply due to overfishing and possible
stock depletion. Key markets driving demand include
China, the US, the EU, and South Korea [Figure 19).

Figure 19: Rising prices contributing significant growth
in squid exports
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Global supply of wild capture seafood is constrained by
sustainability and environmental factors and production
is expected to remain stable in the coming years. The
Food and Agriculture Organisation [FAQ] Organisation
for Economic Co-operation and Development (OECD]
Agricultural Outlook 2019-2028 estimates total seafood
(including aquaculture) production growth of just over

1 percent annually over the next decade, with
aguaculture contributing all production growth. A key
driver of this slow global growth is the restrictions
placed by China's 13th five-year plan (2016-2020) on its
seafood production.
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New Zealand's aquaculture export earnings are
expected to grow by 10.2 percent in the year ending June
2020 to $500 million on the back of both rising prices
and volumes.

Aguaculture export volumes are expected to increase
over the short to medium-term. The supply for hatchery-
bred mussel spat is expected to gradually lift mussel
production, with trial results showing faster growth than
wild capture varieties [16.7 months to reach market size
rather than 28 months). Salmon productionis also
expected to grow gradually as recently established farms
begin to reach their full capacity The Government
recently released its Aquaculture Strategy, with a goal
for the industry achieving $3 billion in annual sales by
2033. Research and investment towards open ocean
aquaculture and land-based aguaculture systems are
important components of this strategy.

Overall, aquaculture export prices have performed well
in recent years [up 13.9 percent in the year to June 2019)
due to strong demand in key markets. Salmon prices, in
particular, have led the way with a 19.4 percent up in the
year ended June 2019. Prices improved across all the
key export markets. This is mainly due to supply
shortages caused by production losses at Norwegian
farms following an algal bloom in mid-2019 [Figure 20).
Reports also suggest worsening biological performance
at Chilean farms due to high levels of sea lice. As a
result, salmon prices are expected to remain strong in
the short-term.

Figure 20: Supply shortages, along with strong demand,

driving salmon prices up
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Strong prices have been lifting export earnings up in the
key markets in recent years. Over the past four years,
export earnings have increased 7 percent annually in
China and Europe, 7 percent in the U5, and 2 percent in
Australia and Japan. Given the strong demand along with
limited global supply of seafood, particularly of wild
capture production, prices are expected to remain strong
during the forecast period [Figure 21].

Figure 21: Strong prices driving export earnings up in
key markets
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Arable

The 2019/20 year has begun positively with export revenue up 43 percent for the September 2019 quarter
compared to September 2018 and a reasonable growing season to date in most areas. Export sales in all
categories increased with vegetable seeds as the main contributor; up $16.4 million on the September 2018
quarter. As a result, arable export revenue is expected to rise 10 percent for the year ending June 2020 to
$260 million, with slightly lower levels forecast for 2021.

p
.
g Arable .ot revenve 201521 (nz mittion) Actual Forecast

Year to 30 June 2013 2016 2017 2018

Vegetable seed 62 74 64 92
Ryegrass seed 49 46 46 55 60 60 60
Clover/legume seed 22 20 23 20 25 25
Other grains and seeds® 48 70 63 69 70 70
Total 181 210 107 238 260 255

Change year on year

* Seasonal conditions were favourable in Canterbury with Figure 22: NZ total hectares planted for 2019 harvest
crops looking exceptionally good until a hail storm inlate  and predicted for 2020 harvest
November caused considerable damage to cereal, seed ) gz ot 2000
and vegetable crops. A mild winter allowed autumn and a0
winter sown crops to come through it well, but the cool 15
spring delayed some spring planting. Conditions in g ®
Southland have been more difficult with a cold wet T o
spring making it difficult to get crops planted, and E o,
similarly in the North Island the cool spring delayed Z "
planting.
10
» Nationally, areas sown in feed wheat and feed barley are 5 J I
estimated’ to be down 7 percent and 12 percent on last 0
season, while areas of milling wheat and malting barley Milling iwhet Fead whedt "‘“’::i Fead barky
are up 20 and 23 percent. Areas of maize planting in the
Morth Island based on seed sales are expected to be up -
for silage and similar to 2018 for grain [Figure 22]. Figure 23: Domestic spot grain prices
» Demand for feed wheat and barley has been subdued .
with unsold stocks up on this time last year. Prices for 450
feed wheat and barley are about $30 per tonne lower a0
than last year but remain above the four year average by :
about $50 per tonne, while milling wheat prices have E =0
held [Figure 23]. End user contracts for maize grain have i 100
been difficult to negotiate due to carry over stocks from £ @ Wiling Whest
the influx of maize imports from Romania last year. &0 @ Canterbury feed tarkey
- @ Canlerbury fead wheat
* Domestic demand for forage seeds is strong while the
dairy and dry stock sectors get good returns. Bl p p

Arecent economic impact assessment report
commissioned by the Arable Food Industry Council
found that for 2018, the value of grain and seed sales
was $781 million, split 42:38 percent between grain and
seed production. Adding indirect and induced impacts®
mﬂaﬂmtinq Initiative [AIMI) New Zealand Survey of Cereal Area and Volumes: October 10,2019 [Foundation of Arable Research]

2 Source: BERL Arable Production 2018 - Economic Impact Assessm ent

3 Impacts: Direct - initial i Indirect - additional inter-industry spending as a result of the direct impact; Induced — the impact of additional household expenditure

resulting from the direct and indirect impact.
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the gross output was 9, 2,089 million and contributed
0.3 percent of national GDF.

* The bulk of the grain crop (including maize silage] is
sold directly to farmers as animal feed with feed mills as
the next largest consumer [Figure 24).

Figure 24: Grain flows to farms and industry, 2018

@ Tofames @ Feed mils
@ Humen miling @ Other Inestock
Source: BERL Arable Production 2018 — Economic Impact Assessment

* Export revenue for the 2019 September quarter was up
43 percent on the previous year to $ 73.5 million, due to
higher export volumes and prices.

Returns for all the arable export categories rose with
vegetable seeds being the greatest contributor. There
has been an improvement in the global vegetable seed
market following a slowdown last year and the outlook is
good for the next few years. Export revenue for the 2019
June and September quarters [the main export period
for vegetable seeds| was $91.0 million, up from

$62.8 million and $75.9 million for the same periods in
2018 and 2017 (Figure 25).

Figure 25: September quarter arable exports
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Source: Stats NZ

® Anincrease in ryegrass seed to China and clover seed to
the EU drove the 30 and 62 percent increases in export
returns for the September on September quarter for
these categories. The forage seed market is buoyant in
Europe with @ mixed 2017 harvest following three poor
years, and regrassing following the dry years driving the
demand for seed.

Arable export revenue is expected to rise 10 percent for
the year ending June 2020 to $280 million with smaller
increases forecast for the years out to 2024.
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Other primary sector exports

Export revenue for New Zealand's other primary sector exports and foods is expected to increase to

$3.0 billion for the year to June 2020, up 7.3 percent from 2019. This builds on the 5.3 percent growth in 2019.
This growth is being led by the other products (such as dairy blends and soft drinks), innovative processed
foods and live animals categories. Demand for these products is expected to continue to develop in

coming years.

=

||J] Othermm revenue 2015-21 [NZ$ million) Actusl Forecast
Year to 30 June 2015 2018 2017 2018 2018

Innowative processed foods 471 681 664 755 788 820 840

Honey 233 315 329 348 355 340 350

Sugar & confectionery 283 312 306 263 225 230 230

Cereal products 255 274 285 306 304 310 310

Live animals 370 242 274 241 239 310 270

Soup & condiments 183 187 186 184 196 200 210

Other products* 612 704 535 ] 745 850 920

Total 2417 2714 2709 2852 3,060 3,140

hange year on year

Source:Stats NZ and MPL
* Other products include: beverages, vegetable-based dyes, and spices.

* Innovative processed foods exports are on track to build
on the growth in 2019 into 2020. Exports to Australia
continue to be lower than 2018 and previous years,
balanced by increased exports to China, Singapore, and
Hong Kong.

The other products category is continuing to exceed
forecasts, with the forecast for the year to June 2020 up
from $830 million in the last quarterly forecast to

$850 million for this forecast. The key categories driving
this increase are various niche food products, mineral
water and soft drink exports [Figure 26). Various niche
food products are mostly dairy blends [for example
mixes of milkfat or butter and vegetable oil, lecithin or
salt] and premixes of food ingredients (for example for
cakes or biscuits]. The top markets for various niche
food products are South Korea and Japan (Figure 27).

Figure 26: Various niche food products, mineral water
and soft drinks leading growth in Other Products
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Figure 27: South Korea and Japan are key markets for
various niche food products
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The value of live animals is expected to increase

29 percent in the year ended June 2020 to $310 million,
mainly due to more cattle expected to be exported to
China than in 2019.

Over 9,000 cattle were exported in the September 2019
guarter, and a further 14,000 are expected to leave in the
December gquarter. The total for the year to June 2020 is
expected to top 40,000 as compared to around 25,000
cattle in recent years. These cattle will be used to
improve genetics in China’s dairy herds to increase
productivity. High numbers of cattle exported in
particular years have historically not continued in
following years, so we expect cattle export volumes to
drop back again from 2021 onwards.

Exports of live poultry reached $3¢ million for the year to
June 2019, a 20 percent increase on the previous year,
with growing demand from China continuing to be the
key force driving this increase. We expect this growth to
continue into future years.
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» Honey exports are now only forecast to reach
$340 million [down from $340 million in the previous
forecast] in the year to June 2020. Export volumes are
expected to continue to recover from just over
8,063 tonnes in 2019 to levels similar to those of earlier
years at around 8,300 tonnes.

Growth in the average honey export prices is looking less
likely to continue, so the average export forecast price
for 2020 onwards has been reduced. The average export
price for monofloral manuka honey is expected to
remain steady or increase, while the average export
price for multifloral and non manuka honey is expected
to remain soft. Prices for multifloral manuka honey and
non manuka honey are expected to remain soft, or
decrease, as long as surplus inventories of honey
continue to overhang the market.

MNew export codes were introduced in 2018 to capture
honey exports by three floral types: monofloral manuka,
multifloral manuka, and non-manuka honey. A review of
these new codes earlier this year identified that industry
needed more assistance with the new process. Now that
more assistance has been provided, the data is much
more reliable [particularly since the beginning of July
2019] and it is feasible to explore the data at a more
detailed level. Figure 28 shows a detailed analysis of the
1,983 tonnes of honey that was exported in the
September quarter 2019: the UK was our largest export
partner, followed by China, and 75 percent of this honey
was retail, while 54 percent was monofloral manuka
honey.

Figure 28: Most honey exported inthe
September quarter 2019 was retail packed
monofloral manuka honey

Japan 180

St

Muttifloral manuka United

Retail honey naney 511
1,483

China 334

United Kingdom
396

Bulk haney
488

Advance Snapshot:
Apiculture Monitoring Programme 2019

* MNew Zealand honey production for the year to June 2019
has been estimated at 23,000 tonnes, up 3,000 tonnes
from last season

This rise is due to increasing hive numbers and a
modest increase in the average hive yield.

The number of registered beekeeping enterprises in
2019 increased 8.3 percent to 7,282 registered
beekeeping enterprises, up from 8,552 registered
beekeeping enterprises in 2018.

Figure 29: Apiculture monitoring programme statistics

Mew I i Mew I Mew Zealand had
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23,000 tomnes beshives beekeeping enterpries
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Sauth Island

keeping enterprises and hives under the

The full apiculture monitoring programme report on the
2019 honey production year will be released in early 2020.
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Forecast tracking -
The export forecast of $47.9 billion for the year to June 2020 is Figure 30: MPI export revenue forecasts 2015-23

up $1.7 billion from the previous forecasting round in 50 @ S0P ne2019 @ SOPISept 2019 (@ SOPI [ec 2019
Septernber 2019. The main drivers for this revision are
expectations of a solid production season, a strong outlook for
red meat prices and favourable exchange rates.

=
n

NZ§ bl lian

Expectations of a solid production season, combined with
strong global dairy prices, has pushed the dairy forecast
upward by $1,010 million.

Strong global red meat prices are driving an upwards revision

of $340 million in the meat and wool sector.

A faster recovery in log export prices than expected last
quarter resulted in the forestry forecast being revised upwards 5508 26 2H] 20
by $190 million.

Source: Stats NZand MPI.

Small revisions across the remaining sectors have been driven
by expectations of a solid horticulture and arable production
season, rising prices for seafood and increasing demand for
other agricultural products including innovative processed
foods, soft drinks and dairy blends.

Year to 30 June Forecast
Forecast round 2015 016 2017 2018 2020 2021

Dec 2019 14,050 13,289 14,638 16,655 18,107 19,630 19,450

Sept 2019 14050 13,289 14,638 16,655 18,120 18,620 18,940

Difference - - - - -12 +1,010 4510

Dec 2019 9,000 9,200 8,355 9,542 10,176 10430 10,680

Sept 2019 9,000 9,200 8,355 9,542 10,168 10,070 10,150

Difference - - - - +8 +360 +530

Dec 2019 4683 5,140 5482 6,382 6,883 6,000 6,600

Sept 2019 4683 5,140 5,482 6,382 6,931 5810 6,350

Difference - - - - -48 +190 +250

; Dec 2019 4185 5,000 5,165 5,392 6,111 6,400 6,530
E Sept 2019 4185 5,000 5,165 5,376 6,110 6,340 6,510
:16; Difference - - - +15 +1 +60 +20
Dec 2019 1562 1,768 1,744 1,777 1,963 2,090 2210

Sept 2019 1562 1,768 1744 1,777 1,963 2,070 2,180

Difference - - - - - +20 +30

Dec 2019 181 210 197 243 236 260 255

Sept 2019 181 210 197 243 236 240 245

Difference - - - - - +20 +10

Dec 2019 2417 2714 2,639 2,709 2,852 3,060 3140

Sept 2019 2417 2714 2,638 2,706 2,852 3,000 3,000

Difference +60 +50

Dec 2019 47,870 48 B65

Sept 2019 16,150 47 465
Difference +1720 +1 400

30 - MINISTRY FOR PRIMARY INDUSTRIES
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32 . MINISTRY FOR PRIMARY INDUSTRIES
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Economic Intelligence Unit
online resources:

More primary industry data can be found on the MP1 website: www.mpi.govt.nz/EIU

Market insights

Reports that provide insights into consumer preferences and
purchasing behaviour, as well as in-depth research into the
channels that supply them.

Situation and Outlook for Primary Industries
The latest update and underlying data for our outlook on the
primary industries, plus access to previous SOPI reports.

Farm monitoring
Reports assessing the annual production and financial
performance of typical farm or orchard businesses.

Data
Arange of publically available data covering primary industry
production and trade.
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New Zealand Government
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| INTERGENERATIONAL ST

EDNZ: Delivering Inclusive Growth

www.tetauihu.nz
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Heke

Our Past
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Manaaki

&
Whenua
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AuOra
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HOEA KI TE PAE TAWHITI

Papa Ngakau

Taiao Whanau Putea

Whenua Hihiko
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WHY DEVELOP AN INTERGENERATIONAL STRATEGY?

To connect our decision
making and priorities
across Te Tauihu

To unlock the potential of
the region

To create transformational
change across people,
environment & the economy
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IN THE BEGINNING

Wakata Strategic Business Survey Steering Group PGF Approved &

I;/Ilae';rt'ii:gg & Workshops Formed Stage One Begins
© © O o
Early 2018 2018 2019 2019
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WHAT WILL BE IN THE INTERGENERATIONAL STRATEGY?

Our Intergenerational Vision

Our Wellbeing Framework
Overview of our Engagement process
Key themes / movers for our Strategy

The Action Plan
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THE JOURNEY SO FAR

Over 20 Live Events with 10,000+ reached through
Over 1,000 Participants social media

Success stories are already
beginning to emerge
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REGIONAL SNAPSHOT

. 5 Key Economic Drivers:

o Oceans economy

o Horticulture / Food & Beverage
o Forestry & Wood processing

o Tourism

o Research, Science & Technology T
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INTERESTING INSIGHTS - ECONOMY

Our regional GDP per filled job is $79,707k compared to $97,174
for Total NZ — a difference of 18%.

Mean earnings for Te Tauihu are $53,001 compared to $60,891 for
Total NZ — a difference of 13%.

Our unemployment rate is much lower than the national average.

We have a fairly high number of people who do not work.
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INTERESTING INSIGHTS - INFRASTRUCTURE

. ) Of all initiatives tested in the survey... employers rated keeping up with
» Top three identified: infrastructure, improving understanding of our business sector and
affordable housing as the most vital to focus on

O Housing
o Transport
o Water

» Resilience from Climate
Change

Snapshot from recent employer talent research
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INTERESTING INSIGHTS - MAORI

« Maoriin Te Tauihu are receiving worse outcomes than non-Maori,
although the inequality is not as bad as other areas of NZ.

o 4 times more likely to be unemployed than non-Maori - but are
50% more likely to be employed than Maori across NZ

o 16% more likely to be earning below $20k pa than non-Maori

o 30% of Madri students left school with no qualifications
compared to 22% of non-Maori
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INTERESTING INSIGHTS - HOUSING

o Te Tauihu housing is less affordable than Wellington and Canterbury.
O For Te Tauihu, the mean house price is 9.7 times the mean earnings.

O For New Zealand as a whole that figure is 10.5 times. Auckland is 15.7 times.
Wellington is 9.2 and Canterbury is 8.2.

« Rental costs are just as high:
O In Te Tauihu, average weekly rent is 34% of average weekly earnings.

O New Zealand as a whole is 34%. Auckland is 40%. Wellington is 32% and Canterbury
30%.

T
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FEEDBACK - OVERARCHING THEMES

« Adesire to lead the way as an exemplar for the region and the world, showing a different way of
doing things for the future.

« Asense that a re-set is needed that will be difficult but necessary to rebalance economic,
environmental, cultural and social goals in a different way.

* Aninterest in placing the health of the environment and the health of people at the centre of
planning.

« There is an expanded role needed for business in being a driver of this change.

«  Giving young people a greater voice in planning the future of Te Tauihu

«  Many of the issues that must be addressed are large and complex, and therefore require expanded
and different forms of collaboration in order to address them.

T
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FEEDBACK - PUTEA (ECONOMY)

. Significant theme on how to grow a weightless economy and intellectual property

. Diversification of sectors to increase resilience.

. Centre of excellence in environmental / Food and Fibre areas with international connections i.e.

Te Tauihu Climate Change Centre, Nutrition Centre etc.

- The importance of workforce development. Need to invest in the region’s own talent through

education. Also a need to attract new talented people, by creating a vibrant region.

Regulation and local government are important to delivering change.

Access to capital.

New models and systems.

We need to constantly listen to our global customers - they are sending us strong messages...

Are we listening? T
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FEEDBACK - TAIAO (OUR NATURAL WORLD)

Our Taiao and what we have said so
far...

From our conversations...

\ 4 v v v

Whakarukea o Taonga
wai Whenua S S Ecosystems Moana

food and waler reducing businesses to

security carbon drive change collabaration

emission

centre of individual and

excellence household self

sustainabilit
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FEEDBACK - WHANAU (COMMUNITY)

- Addressing inequality across many aspects - housing, health (especially mental health),
education and income.

« Importance of cultural connectedness, with language, history and connection to
environment.

« Importance of increasing connectedness of people (particularly across generations) and
reducing isolation (particularly among the elderly and other vulnerable groups).

- Affordable housing (and emergency housing using spare infrastructure) vital given
impact it has on overall living standards.

« Everyone is responsible for the challenges that we are facing in our economy,
environment and community.
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FEEDBACK - MANAAKITANGA (LEADERSHIP)

« Te Tiriti o Waitangi — restoring the balance.

« Knowledge of who is doing what across Te Tauihu and joining the dots / more collaborative
approach.

« Better regional policy development — water, soil, education, housing.

« Proactive infrastructure planning.

« Re-think our current leadership models and plan for new one(s).

« Decision making that is not limited to 3 years.

- Diversity among decision-makers — where are the young people?

« Advocacy and lobbying for the region to central govt and international aligned partners for
identified opportunities / priorities i.e. tax, RMA, water etc.

« We need to take more calculated risks to contribute to a better Te Tauihu because the real risk is
that our entities / leaders / industries are continuing to the same things that they have done in
the past.

« As communities we will need to be tolerant and supportive if we are to try new ways of doing
things and they don't work! But if they do .... Imagine that!

« Courageous and ambitious leadership is required.

T
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YOUNG PEOPLE OVERVIEW

Climate, Whenua, Water, Biodiversity,
Wildlife & Marine Life

v

Taiao Environment

Inequality, Poverty, Health, Drugs,
Education & Accessibility

Whanau People >

Participation, Consumerism, Strengths
Focus, Legislation & Youth Voice

4

Manaakitanga Leadership

Sustainable Fishing, Technology, Circular

Putea Economy
Economy, Environment & Transport

Te Reo Maori, Our History, Cultural
Tikanga Culture & Identity g Identity, Diversity, Te Ao Maori &
Interconnected
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Te Tauihu
Wellbeing
Framework

Values
Equity
Legacy
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Identity

The New Wor\®
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OUR STRATEGIC OUTCOMES

WHAT WE WANT TO ACHIEVE

: Our relationship with the
ENVIRONMENT natural worl Is healthy

@ ECONOMY ]

& IDENTITY
009

COMMUNITY
%|
@

INFRASTRUCTURE

Dur resilient economy allows our
people, places, communicies, and
businesses to thrive

Our people are proud of their individual
and shared identity and feel a strong
sense of belonging. We treat each other
with kindness and respect.

Our people and communities are
welcoming, healthy, and safe. Our people
are connected across generations,
cultures, and distance.

Our people can access affordable and
quality places to live. Our shared spaces
are places where people want to be.

‘Our decision-making is collaborative,
courageous, inclusive, respectful and acts
forf the long term, We uphold the values and

: rights of the people and taonga of our region., :

Our people have resilient transport,
communications and energy netwarks,
and water and waste systems.

Our people are knowledgeable,
curlous, and creative.

Corbon Te Joulhu
ey Vi, Whenta &

ngo Feo-Systems

Zero Waste & Circulor Systems

increosed Progucts
Aceeierated innovor)
Aftroction & Retent
Development of Knowledge ¢
& Green Fconomies

ity &

ased

Become o Truly

increosing Understanding of our

shared Hrstory ond Stories

Reducing Inequality

« Equity of Access (o Health

& Faucaton
Healthry Vehdnau with @ Hoi

ic Ve

Community Representation

Collab arotion
self-derermination and Advocacy

sport & Lower Carbon

Soiid Woste & Material Recavery
Systems
Provision of Warer

Innovition, Science and Techn

Trussted Duto & Knowiedge

For o
the Rutu

m and Skitls Development for
re of Work
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NEXT STEPS

. October and November - Engage with stakeholders to
develop and finalise our Strategy and Action Plan. Second
Youth Summit in Marlborough and whanau, hapd, Iwi hul.

December — Presentation of Strategy and Action plan and
adoption.

Now through to May 2020 - Stage 2 begins which is the
agreement and implementation of the Action Plan.
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THANK YOU

www.tetauihu.nz

710  AttachmentD Page 294



Community and Strategy Committee 06 May 2020

«= TAVIHV

INTERGENERATIONAL STRATEGY

Draft Strategy
Dated 23 December 2019

MARLEOROUGH NELSON TASMAN ) \ - ! ] NGATI TAMA
CHAMBERO= CHAMBERO™ > e 1 )
COMMERCE COMMERCE ati Rarue LARRLLN AP g

NELSON |

=2 | DISTRICT COUNCIL DEVELOPMENT | tetaio Aorere

AGENCY |

v Counc N New 2 -
™% | MARLBOROUGH . Nelson City Council REGIONAL | N NIE.'W fealcnd \
@ % R | KingSaimon Aadtasman

7.10 AttachmentE Page 295



Community and Strategy Committee 06 May 2020

e r

7.10  AttachmentE Page 296



Community and Strategy Committee 06 May 2020

TABLE OF CONTENTS

Table of Contents 3

Executive Summary

6
Overview of the Strategy 8

Background to the Strategy 9

Our Engagement Process 12
Our Vision 16
Our Wellbeing Framework 18
Our ﬁriorityAreas and Actioﬁs 7 7 7 34
Nemstepsmueyourwews PRSP 3?
Appendix A: Membership of the Steering Group and Project Management Group and Team 38

Appendix B: Engagement and Strategy Development Process 40

Acknowledgements 42

Please note: This is the DRAFT Te Tauihu Intergenerational Strategy. It has been provided to
the community of Te Tauihu in DRAFT so that there is an opportunity to provide feedback by
28 February 2020. This DRAFT, has not been endorsed by any group, organisation or individual.
Once all feedback from the community has been collated and considered, the Steering Group
of the Te Tauihu Intergenerational Strategy will approve and publish the final Strategy in June
2020. It will then be up to each group, organisation or individual to determine how they may
adopt, use, align or incorporate all or parts of the Strategy into their plans moving forward.

T SN T~—— T

PHOTO CREDITS:

COVER
Looking out over Whakati Nelson.

INSIDE COVER

Top Photo - Johny O'Donnell Speaks to attendees at the Nelson Community Hui;

Middle Left - Yasmine el Orfi live illustrates during the Youth Summit;

Middle Right - Zoe Palmer speaks with a young person during the Youth Summit;

Bottom - Attendees at our Te Tauihu Stakeholders Workshop exploring what it means to be good ancestors.
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FOREWORD

E rere rd te reo powhiri ki ngd tai e ngunguru nei. Nga tépito o Te Pitau Whakarei-a-Maui Tikitiki,
e kiia nei, ko Te Tauihu, mihi mai, mihi mai ré.

Moe mai ra te hunga wairua i te ao o te pd, moe mai, moe mai ra.

E te tini, e te mano, ngd hapori o te Tauihu i huri noa, téna koutou, téna koutou, téna koutou katoa.

Welcome to the Te Tauihu Intergenerational DRAFT Strategy (the Strategy). This has been an
opportunity to take a different approach to regional development for Te Tauihu (the top of the
South) that is collective, collaborative and intergenerational. The Strategy has been developed
and delivered by people who love this place, Te Tauihu. Throughout the Strategy we hope that
you can hear the many voices of the people of Te Tauihu - their concerns, their insights and their
aspirations for now and for the future.

Before we get started however, we asked two people who have been actively involved in the
Strategy to provide a voice of their experiences and expectations for the Strategy - Zoe Palmer
and Paul Morgan. Here is their voice.

ZOE PALMER

| am 19 years old and | have spent nearly half of my life in Te Tauihu. My involvement
in my community is broad, ranging from the arts, sport and the outdoors, to youth
development and health.

| think the question “are we being good ancestors” allows us to consider those that will
come after us. We start having conversations that move away from the mindset of owning
the land and resources, (and therefore the relatively recent idea that ownership allows us
to change things without consequence) and instead takes usinto the mindset that we are
kaitiaki of it, and how we can pass it on in better condition than we received it in.

As a facilitator at the Youth Summit | realised this was the first time that many young people
had been able to voice their opinions on the things that matter to them. They asked the
hard questions about issues like climate resilience, having limited access to public transport,
and not enough employment opportunities. We shared our vision too, ideas like having a
community that embraces Te Reo Maori, that provides affordable housing and that has a
high focus on wellbeing. Out of these hui has come a very special blueprint for not only our
futures, but those who will come after us.

The world is changing, but Te Tauihu can be a leader, and | believe we need all of us.
Kaumatua can teach us the ways of the tides and how they have changed. The scientists,
innovators and researchers can provide solutions to the challenges we face. The business
owners and the workers can implement change at the coal face, and the rangatahi can
become the drivers for change by asking the hard questions.

At the Te Tauihu talks for the Strategy | said that| love Te Tauihu. The parks, the whenua,
the people ... We are special. The Strategy provides us with an opportunity to re-prioritise,
what would happen if we changed our KPIs to resilience or quality of life? It is doable in this
region and it's time to be courageous leaders. | think we are ready!

©WAKATU - Te Tauihu Intergenerational Strategy 2019
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PAUL TE POA KARORO MORGAN

My connection to Te Tauihu is through my father and our whakapapa (genealogy), Ngati
Rarua. Wakatt Incorporation (Wakatt) was created in 1977 and | was elected on the Board
in 1986 by my Aunties at the age of 32, which was very young in the Maori community!

At Wakatu, we have a 500 year intergenerational vision that serves our purpose which is

to preserve and enhance our taonga for the benefit of current and future generations. We
are a family business that serves the 4,000 owners who descend from the original Maori
landowners of the Nelson, Tasman and Golden Bay Regions. We will always be here and we
have a responsibility to ensure that our whenua (land and water), our people (tangata) and
our business activities (patea) are well now and into the future.

In 2018 we started a conversation with Maori, lwi, councils, and the business community
across Te Tauihu. We asked, “how can we work together to address some of the key
challenges facing our region?” Of particular concern to me is the fact that our regional
productivity is 18% below the New Zealand average and we are not catching up. Likewise,
our mean average earnings are 13% below the New Zealand average. Many of our social,
educational, housing, health and equality wellness measures indicate we have much work
to do in the region.

Wakatn proposed a collaborative and coordinated approach to developing a new regional
strategy, underpinned by strong community engagement, which was supported by
ourselves, our three councils, the Provincial Growth Fund and business sponsors.

Working in partnership, and with the support of a Steering Group comprising our three
Mayors, lwi, education and business leaders across Te Tauihu, we developed a programme
of work and agreed some bold and aspirational goals. The Strategy that you are reading is
the culmination of the first phase of our work, which has comprised primarily of capability
building, data analysis, development of a collaborative leadership model, and a programme
of community, stakeholder and business engagement.

| would like to thank the thousands of people of Te Tauihu who attended our engagement
events and contributed to the debate either in person or online. The engagement with

our community has, for me, been a highlight of our work to date. We have participated in
many interesting, energetic, impassioned and sometimes challenging conversations. It is
very clear to me that the people of Te Tauihu want to have the difficult discussions, want
to contribute to setting a strategic pathway for our region, and want to help in delivering
change. The message regarding collaboration and coordination was also clear: our
residents want our regional leaders and our businesses to work together more, so we can
better address the complex issues that our people, our region, and our planet are facing at
this unigque point in our history.

Our next phase of work will develop a range of projects and actions around six key priority
areas that have been identified. There is still much work to do. Some of it will be very hard
work. Some of our most complex challenges may even take a generation to solve, but this

does not mean we shouldn't start.

The Te Tauihu Intergenerational Strategy is not owned by one group. It is our intention that
itis a pathway forward that creates space for every person in Te Tauihu to engage in a new
ambitious and courageous conversation about our collective wellbeing and our future. This
is our way forward and we welcome you to be part of the journey!

©WANKATU - Te Tauihu Intergenerational Strategy 2019 5
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EXECUTIVE SUMMARY

The ancient hero Maui was known for innovation and courage. His incredible
deeds are recounted in many places across our landscape. One of those places
is our combined region - Te Tauihu. It is the prow of the waka of Maui.

Te Tauihu is the name of the rohe made up of Tasman, Nelson and Marlborough. The Te Tauihu
Intergenerational Strategy (the Strategy) is intended to be a new approach to regional development
from Mohua (Golden Bay) in the west to Kapara Te Hau (Lake Grassmere) in the east, that has a life
span not of years, but of generations.

We live in a special place. We have a history, culture, beautiful landscapes and opportunities, and
our leaders, Iwi, businesses and community organisations are already working hard to protect and
enhance our region. However, like the rest of Aotearoa, New Zealand, and indeed the world, we have
some big issues thatwe are facing, for example, climate change, social inequality, and anticipated
changes to the way we work. We need to plan together to solve these problems.

The Vision for the Strategy is: To Be Good Ancestors, Tupuna Pono. At the heart of the Strategy

is the wellbeing of the people and places in Te Tauihu, with a particular focus on the wellbeing of
current and future generations and the responsibility we have, as the current generation, to pass
on the taonga of Te Tauihu in a better state than when these taonga were placed in our care. This
means that we as the people of Te Tauihu need to think about what wellbeing means to us, which
things are the important taonga that need to be protected for future generations, and how these
things can be achieved together.

In the process of developing the Strategy, we have developed the first iteration of a wellbeing
framework for Te Tauihu. To Be Good Ancestors, Tupuna Pono, it is necessary to effectively

manage a wide range of different cultural, economic, environmental and social outcomes. Effective
managementimplies measurement and without a good sense of how Te Tauihu is doing, where it is
making progress, and where progress still needs to be made, it will not be possible to plan, to target
resources effectively, or to hold our leadership or citizens to account. Measuring the wellbeing of
the people of Te Tauihu and the state of our taonga which underpin the wellbeing in the future is
therefore essential to the success of the Strategy and of Te Tauihu itself. An important question to
ask ourselves as we implement the Strategy will be:

How might we put the Wellbeing Framework at the centre of every
decision we make in Te Tauihu ?

An integral part of the development of the Strategy has been the engagement that has taken place.
We have endeavoured to foster a positive, inclusive and uplifting community conversation. We have
started most of our engagement events by asking the question, "how can we be good ancestors?”
This question has resonated strongly with the residents of Te Tauihu and our communities have
relished an opportunity to think and prioritise across an intergenerational horizon which reflects the
perpetuity of our natural world, and which gives us a mandate to tackle some of the major issues

of our time. It has also allowed us to celebrate the things that connect us, to acknowledge the mahi
(work) that we all do, and to really think about the things that matter most to us, as the people in Te
Tauihu as we attempt to build a fairer and more resilient future together.

Over 1000 people attended our 25 engagement events, and over 10,000 people engaged on social

media. Some consistent themes emerged from our many discussions. The key messages we received
from our engagement were:

* There is a desire for our region to lead the way as an exemplar for the nation and the world,
showing a different way of doing things for the future.

6 ©WAKATU - Te Tauihu Intergenerational Strategy 2019
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. Are-set is needed to rebalance economic, environmental, cultural and social goals in a different
way. This will be difficult but necessary.

. We need to increase cultural connectedness, with language, history and connection to our
environment. Related to this was honouring Te Tiriti o Waitangi and embracing tikanga and
Te Reo Maori.

. Our residents have an interest in placing the health of the environment and the health of
people at the centre of planning.

. There is an expanded role needed for business in being a driver of this change.
. We must give young people a greater voice in planning the future of Te Tauihu.

. Many of the issues that must be addressed are large and complex and therefore require
expanded and different forms of collaboration in order to address them.

. We have lower productivity than the New Zealand average, our median earnings are low and
this is contributing to an underlying inequality in wealth in our region. We must turn problems
into opportunities and find smart and sustainable ways to grow our regional productivity
and prosperity, by applying technology and innovation.

. A productive economy is an enabler that will allow us to invest in environmental and social
transformation.

. Develop better coordinated data on the current state of Te Tauihu quickly, so it can inform
decision-making and allow us to track our progress.

. Constraints drive innovation - if we aren't set constraints, we won't change.

. We need a regional/community approach to transformation. Individuals cannot deliver
the pace of change required.

From our engagement we have collated and grouped hundreds of individual ideas that came from our
engagement events and our next phase of work will develop an action plan for six key priority areas
that have beenidentified. The six priority areas are as follows and they are in no particular order:

Improved Climate Change and Regenerative Agriculture Outcomes
Strengthening our Regional Economy

Regional Identity (Our Stories, Te Reo and Culture)

Working Together to Improve Social Equity

Smart Housing Solutions

Leadership Forum for Ongoing Collaboration

awnm h W N =

This Strategy is intended to be additional to existing plans and strategies that are operational
across our region, and our Steering Group who have been leading this work has been established
as an additional form of regional leadership. We acknowledge that our Councils, Iwi, businesses,
community groups and individuals will continue to carry out functions and deliver projects at a
national, regional and community level. Improved and enduring regional collaboration will focus
on developing unified positions on key issues and collaborating on key initiatives where there
is deemed to be an advantage in developing or delivering work together - “Doing Things
Better by Doing Them Together.”

The members of our Steering Group, including our three Councils, may individually incorporate and /
or refer to this Strategy into their ‘business as usual’ in different ways. The priority areas and actions
outlined in the Strategy, however, may not necessarily be formally endorsed or delivered by Councils
or Steering Group members.

The journey to develop this Strategy has been difficult at times. We have tried a new way of working
together, we have collected some good learnings along the way, and we acknowledge that we could
always do better.

The Strategy is just one milestone in our journey and it will continue to evolve as we evolve. The
work required “To Be Good Ancestors, Tupuna Pono” will be ongoing, and the priorities and actions
will need to be developed and delivered by a regional leadership model alongside a range of
entities across Te Tauihu.

Collaboration, scale, energy and courage will ensure that the vision, the intergenerational outcomes
and the priority areas and actions of the Strategy are delivered. We look forward to the next stage -
He waka eke noa!
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' OURINTERGENERATIONAL OUTCOMES

F @ ENVIRONMENT

: IDENTITY

i . each other with kindness and respect.
;. 0@

: PEOPLE &

E COMMUNITIES

OVERVIEW OF THE STRATEGY

TO BE GOOD ANCESTORS

We are the people of Te Tauihu. We care for the health and wellbeing of our people
and places. We will leave our taonga in a better state that when itwas placed in our
care, for our children and the generations to come.

WHATWE WANT TO ACHIEVE

Our ralationship with the
natural world is healthy.

Our resilient economy allows our
people. places, communities, and
businesses to thrive.

@ ECONOMY
=
oo

Ourpeople are proud of their
individual and shared identity and feel
astrong sense of belonging, We treat

welcoming, healthy, and safe. Our
people are connected across

Our people can access affordable
and quality places to live. Our
shared spaces are places where
people want to be.

A) S
% =2

% INFRASTRUCTURE

~ Ca

,@\ KNOWLEDGE
=

- Dur decision-making is llaborative,
courageous, inclusive, respectful and
acts for the long term. We upheld the
values and rights of the people and
taonga of ourregion.

Our people are knowledgeable,
curious, and creative.

TE AO TUROA ENVIRONMENT
Improved Climate Change and Reg ive Ag: o
Organise a Reg Taskforce to develop actions to encourage

land-owners to adopt good land management practices; share regenerative
agriculture insights and foresight.

‘Connect and build partnerships to accelerate existing activities and
initiatives that improve climate change and water stewardship outcomes.

Develop and share best practice tools and business models through
identified fora and channals.

PUTEA ECONOMY
Strengthening our Regional Economy

Develop an oceans economy strategy that indudes inshore and open oceans
aquaculture.

Connect and build an innovation acosystem that builds on existing activities
and initiatives that supports the incubation, acceleration and commercialisa-
tion of technologies and high value food, ingredi nd veell ions.

TE TAUIHUTANGA IDENTITY

Our Stories, Te Reo and Culture

Improve our narrative and build on initiatives relating to our local stories
{past and present), our regional provenance and appellations. We wil
remember toinclude the stories of all migrations and refugee communities.

Support the development of a Te Reo Maori Strategy for Te Tauihu.

TANGATA PEOPLE AND COMMUNITIES
Working Together to Improve Social Equity
Collaborate and build parmerships to accelerate existing activities and

initiatives, and develop new initiatives, that improve health, wellness,
education. access to employment. and partidpation in sodety.

TE RAKAU TAUMATA PLACE
Smart Housing Solutions
Support the development of a regional housing forum that will collabor ate

and build partnerships to share knowledge and information, lobby. identify
and develop new housing models and papakiinga and develop pilot projects.

RANGATIRATANGA LEADERSHIP

Leadership Forum for Ongoing Collaboration

A forum will be required to enable discussion, debate, and collaboration
across Te Tauihu to deliver the priorities identified in the Strategy.

We value relationships and will work together
We are honest, open and accountable
We are excellent in everything that we do

We are innovative and passionate about what we do
We care and support one another
We are inclusive and strive for equality

We honour respect our legacy

8 ©WAKATU - Te Tauihu Intergenerational Strategy 2019
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BACKGROUND TO THE STRATEGY

Wakatd Incorporation (Wakata) is a Maori family business with a purpose to preserve and enhance
their legacy for the benefit of current and future generations. In early 2018, the Board of Wakata
decided that it was time to have a conversation with Iwi, hapt, councils, and the business community
across Te Tauihu to look at a new approach to regional development that was business-convened to
ask the following patai (question):

People and groups that attended the conversations also shared the following whaakaro (feedback).

TODAY, OUR UNIQUE QUALITIES OF OUR REGION ARE:

. Producers of premium food and beverages (wine and seafood)
Fantastic climate

Our beautiful and diverse natural environment

Lifestyle offerings

Arts, craft and creativity

WE ARE CONCERNED ABOUT THE FOLLOWING FOR THE FUTURE:

IN MARLBOROUGH

Sustainable environmental management
Climate change

. Over reliance on sauvignon blanc
Ageing population

. Housing

IN NELSON AND TASMAN

. Labour supply, talent attraction and retention
. Social inequality
Climate change
. Environmental degradation
. Ageing population
Lack of coordinated leadership across the region
. Narrow economy and low productivity
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It was clear from this initial engagement that Te Tauihu is a special region in which to live and work.
We are a global visitor drawcard, with three national parks, the scenic Marlborough Sounds and

over one-fifth of New Zealand’s coastline. We are New Zealand's leading wine region. We lead the
way in the ocean economy. We have high-value engineering and design in areas such as horticulture
and viticulture, aviation, marine, forestry and wood processing. We undertake a range of research,
development and innovation, including hosting New Zealand's largest independent science and
research centre. We also have the highest per capita employment in these fields. We have much to
celebrate, and we have a range or organisations already working hard in our region to both grow and
protect our collective assets. Our environmental management is, broadly speaking, very good.

However, we are facing some strong challenges. While our natural resources have helped fuel

our high-quality primary industries, this has placed stress on our environment, including water
quality and biodiversity. We also recognise the importance of moving to a low emissions society

and economy. We have low productivity and a high dependence on low-value jobs and industries,
compared to the New Zealand average. This has contributed to an underlying inequality of outcomes
across health, education and incomes across our region. Housing affordability is a key challenge, as
is tired infrastructure in some parts of our region that is not keeping up with changing demands.

Our businesses are consistently telling us that attracting talent (people) and investment to our
region is a major barrier to growth. We also have a declining working-age population which could
exacerbate our traditionally tight labour market.

From those initial conversations, Wakatt proposed a collaborative and coordinated approach to
developing a new regional strategy, underpinned by strong community engagement. With the
support of our three Councils (Marlborough District Council, Nelson City Council and Tasman District
Council) and the Nelson Tasman Regional Development Agency, Wakatd applied for government
funding in June 2018 to help undertake this work. Working in partnership, and with the support of

a Steering Group comprising our three Mayors, lwi and regional leaders, together we developed a
programme of work and agreed some bold and aspirational targets which has culminated in this
Draft Te Tauihu Intergenerational Strategy. A timeline of our journey is outlined below.

OUR JOURNEY

Wakati Board Business Survey Steering Group PGF Approved &  Draft Strategy

Meeting & Workshops Formed Stage One Begins Released
Stage One Ends
Early 2018 2018 2019 2019 2019

10 ©WAKATU - Te Tauihu Intergenerational Strategy 2019
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The people, leaders and the community who have been involved in the development of the Strategy
have been generous in time, thinking, feedback and resourcing. This programme of work has been
driven by a belief that “business as usual” will not serve us well in the future.

The Strategy has been led by a Steering Group which has included representatives from Wakatu,
Marlborough District Council, Nelson City Council, Tasman District Council, lwi, Chambers of
Commerce, business and NMIT.

The engine room of the development of the Strategy has been the Project Management Group
and Team. Team members have worked on the development of the wellbeing framework,
communications and engagement, project administration and have captured, reviewed and
condensed all the feedback and ideas that have been generated throughout the process.

Members of the Steering Group and Project Management Group and Team are provided in
Appendix A.

We have been supported by the Government's Provincial Development Fund along with our
sponsors: Cawthron Institute, Fuji Xerox, Nelson Airport, Nelson Forests, NIWA, New Zealand King
Salmon Company, Pharmalink, Plant and Food Research and Westpac NZ Ltd. We are extremely
grateful for this support.

Tapuae-o-Uenuku overlooking Tohu vineyard, Wairau Marlborough
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OUR ENGAGEMENT PROCESS

Our engagement process started in 2018 with an initial survey of businesses to discover what

they thought was significant about our region and important for the future. In 2019, once funding
was secured, we undertook engagement with businesses, whanau, hapt and Iwi, stakeholders,
specialists, the general community, and young people. We established a website for people to
register on, and social media channels to gather feedback and to keep everyone abreast of progress.
Throughout this process we collated the problems, goals and ideas that were raised and developed a
Wellbeing Framework to provide structure.

The details of this engagement process are given in Appendix B. A video summary of our Fireside
Chats can be viewed here hitps.//tetauihu.nz/talks.

We started our engagement events with the question "how can we be good ancestors?”

The most common responses to our question referred to leaving ‘our place’in a better state than
it was in when we inherited it. Most often this referred to the environment (reducing carbon
emissions, freshwater quality, marine environment, species protection and less waste/ intensive
resource use). But it also captured general wellbeing and treating others with care and respect.
This included cultural and social connection, inequality and inclusiveness.

Another significant theme was about the values people lived by - for example, being caring, taking

personal responsibility and showing courageous leadership (e.g. not being afraid to challenge
something if needed and acting quickly to create change).
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HOW CAN WE BE GOOD

NCESTORS?

THE BIG THEMES THAT CAME OUT OF OUR ENGAGEMENT PROCESS

The overarching theme that came out of from the engagement process was the need for new
courageous leadership models that provide collaboration and combined regional decision-making
for the long term. The things that mattered most to the people who engaged could be grouped
into 5 key themes:

. Te Ao Taroa (Environment)

. Tangata (People)

. Patea (Economy)

. Papa Whenua (Infrastructure)
. Rangatiratanga (Leadership)

Many ideas, actions and recommendations were provided which are outlined under the key themes.

TE AO TUROA

. Reduce carbon emissions and waste.
Inform and educate to drive behavioural change.

. Put the environment and people at the centre of the economy.

. Reconnect to the land and develop food and water security through sustainable practices.
Develop self-reliance through actions such as rainwater collection, solar power, food gardens.

. Support and encourage businesses to drive change, e.g. via water audits or reducing
emissions.
Develop catchment focused environmental care and kaitiakitanga initiatives across the region.

©WAKATU - Te Tauihu Intergenerational Strategy 2019 13
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TANGATA

Develop affordable housing solutions as an urgent priority.

Address inequality across many aspects: housing, health, education and income.
Increase cultural connectedness, with language, history and connection to environment.
Reduce isolation particularly among the elderly and other vulnerable groups.

Education and skills for all.

Create a momentum built on values.

Encourage non-financial accounting to prioritise wellbeing.

Protection and prioritisation of Te Reo Maori.

PUTEA

Develop an innovation ecosystem and hub to enhance innovation, increase the
commercialisation of technology and increase productivity.

Enhance our region’s competitive advantage and host national and international pilot
initiatives. Provide a platform to “collaborate to compete”.

Pivot our food and fibre sectors towards high value ingredients and extracts for nutrition
and wellbeing.

Grow a ‘weightless economy’ selling services and IP alongside our existing physical goods
economy.

Establish a Centre of Excellence for the well-being of our environment that will solve
challenges in the region and potentially develop and commercialise technical solutions to solve
environmental problems.

Prioritise workforce development and talent attraction to combat skills shortages, the ageing
population; to enhance our competitiveness; and to attract investment.

Grow our light footprint (low / zero-carbon) journeys visitor sector that will contribute to
reducing seasonality, creating higher-value careers and make a positive contribution to the
community and our environment.

PAPA WHENUA

.

Develop a regional infrastructure strategy that provides long-term proactive plans and land
use strategy based on our vision of the future while meeting the needs of today.

Collaborate between councils for more efficient and effective use of resources.

Present a united front to advocate and lobby for central government investment.

RANGATIRATANGA

There is a desire for our region to lead the way as an exemplar for the nation and the world,
showing a different way of doing things for the future.

©WAKATU - Te Tauihu Intergenerational Strategy 2019
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* Avre-setis needed to rebalance economic, environmental and social goals in a different way.
This will be difficult but necessary. Our residents have an interest in placing the health of the
environment and the health of people at the centre of planning.

* We need to discuss Te Tiriti o Waitangi and this needs to be reflected in our leadership
models. Is it time to think about restoring the balance for our collective wellbeing?

. We must give young people a greater voice in planning the future of Te Tauihu.

. Many of the issues that must be addressed are large and complex and therefore require
expanded and different forms of collaboration in order to address them.

. Develop better coordinated data on the current state of Te Tauihu quickly, so it can inform
decision-making and allow us to track our progress.

. Constraints drive innovation - if we aren't set constraints, we won't change.

. We need a regional/community approach to transformation. Individuals cannot deliver the
pace of change required.

. “The art of transformation is translation.” We need to tell the story of our desired future
state, so we can change people’s perceptions and horizons.

Maitai River, Whakatd Nelson
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OUR VISION

Our vision statement was developed with support of the rangatahi (young people) of Te Tauihu

at our first Youth Summit in September 2019. Our vision recognises what is important to the
generations of Te Tauihu - that we seek balance and sustainability, leaving a legacy and contributing
to a higher purpose beyond ourselves.

Our rangatahi will inherit our legacy - the wellbeing of our environment, our communities and our
economy. Their vision, aspirations and ideas need to drive what we do today.

THE VISION THAT INSPIRES THIS STRATEGY IS:

We are the people of Te Tauihu. Together, we care for the health and wellbeing of our people
and our places. We will leave our taonga in a better state than when it was placed in our
care, for our children and the generations to come.

Expanding on this, three main themes to the Vision were identified by the rangatahi.

1. RESTORE AND VALUE OUR CONNECTION TO THE NATURAL WORLD

Rangatahi have a strong recognition that our planet has existed for billions of years, while we

are only recent additions. There was an understanding that the natural world not only physically
nourishes and sustains us, but that people are part of it, and have a connection to it that is part of
our holistic wellbeing.

Rangatahi are worried that consumerism and technology are leading to a loss of connection to the
land, and this needs to be addressed. They want to ensure they leave the world's environment
‘better off for future generations.

There is a recognition that a wide-scale change of behaviours and practices is needed across
everyone in society - both people and businesses need to reduce their environmental footprint.

2. AN INCLUSIVE SOCIETY WHERE NO ONE IS LEFT BEHIND

Rangatahi emphasised that we are all part of humanity. By understanding our shared histories and
different cultures, we can be united rather than divided. We need to include diverse groups around
our decision-making tables and allow for people to engage in a range of accessible ways. Young
people need to be at the heart of decision-making.

Te Reo Maori should be a living, vibrant and widely spoken language in our region. Related to this
was honouring Te Tiriti o Waitangi and embracing tikanga Maori.

Finally, rangatahi, people and those on the fringes are not a problem to be solved, but a potential to
be harnessed. We need an inclusive society, and look to reduce inequality in income, health, housing
and education. Rangatahi also recognise the mental health issues we face as a society.

3. ARESILIENT SUSTAINABLE ECONOMY

Rangatahi want to support the transition of businesses to a lower environmental footprint, to the
provision of the living wage and the provision of opportunities so that people do not have to leave
the region. They want to bring the humanity back into the economy.

They also want an education system that supports this, seeing the current system as too narrow and
creating unhealthy pressure for rangatahi.

Te Tauihu Engogement Summary
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OUR WELLBEING FRAMEWORK

The Vision for the Strategy is: To Be Good Ancestors, Tupuna Pono. At the heart of the Strategy is the
wellbeing of the people and places in Te Tauihu, with a particular focus for the wellbeing of current
and future generations and the responsibility we have, as the current generation, to pass on the
taonga of Te Tauihu in a better state that when these taonga were placed in our care. This means
that we as the people of Te Tauihu needed to think about what wellbeing means to us, which things
are the important taonga that need to be protected for future generations, and how these things can
be achieved together.

In the process of developing the Strategy, we have developed the firstiteration of a wellbeing
framework for Te Tauihu. To Be Good Ancestors - Tupuna Pono, it is necessary to effectively
manage a wide range of different cultural, economic, environmental and social outcomes. Effective
managementimplies measurement and without a good sense of how Te Tauihu is doing, where itis
making progress, and where progress still needs to be made, it will not be possible to plan, to target
resources effectively, or to hold our leadership or citizens to account. Measuring the wellbeing of
the people of Te Tauihu and the state of our taonga which underpin the wellbeing in the future is
therefore essential to the success of the Strategy and of Te Tauihu itself. An important question to
ask ourselves as we implement the Strategy will be:

How might we put our Wellbeing Framework at the centre of every
decision we make in Te Tauihu?

The Wellbeing Framework shows the broad intergenerational cutcomes of Te Ao Tdroa
(Environment), PQtea (Economy), Te Tauihutanga (Identity), Tangata (People and Communities), Te
Rakau Taumata (Place), Rangatiratanga (Leadership), Papa Whenua (Infrastructure) and Matauranga
(Knowledge) against which progress will be assessed for the strategy and illustrates how these relate
to the more specific priority areas and actions that are more the immediate focus.

Although the wellbeing framework is developed for Te Tauihu by the people of Te Tauihu, the
wellbeing framework that is presented here is also consistent both with the broad approach taken by
national and international organisations such as the New Zealand Treasury and the OECD.

While the wellbeing framework provides a clear picture of “what good looks like” for Te

Tauihu, simply outlining desired outcomes for the region does not in itself address the issue of
measurement. Itis important to identify a suite of indicators that can be used to assess wellbeing
outcomes in Te Tauihu. This involves both identifying the best available measures, identifying gaps
that will need to be filled and ensuring that the data for the indicators is available.

The next sections will provide a more in-depth overview the Wellbeing Framework and how it will
underpin the Strategy and identified priority areas and actions.
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THE COMPONENTS OF OUR WELLBEING FRAMEWORK - ORANGA TE TAUIHU

The following diagram shows the main components of the Wellbeing Framework, Oranga Te Tauihu.

TAIAD e

TERG ENERATIQpN
W uTcomes AL

WHAIAO

ENABLERS
FOR CHANGE &
TRANSITION -

+....; Tupuna Pono

| Good Ancestors

T e
Taulhu -Te Ta

Each of the components will now be explained in more detail.

OUR VISION AND VALUES

At the centre of the Wellbeing Framework is our vision and values. These guide the direction of
the Strategy and serve as a touchstone for how the intergenerational outcomes of the Strategy will

be pursed.

o
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OUR VISION:

To Be Good Ancestors, Tupuna Pono

OUR VALUES:

Whanaungatanga: We value relationships and will work together
Pono: We are honest, open and accountable

Rangatiratanga: We are excellent in everything that we do
Auahatanga: We are innovative and passionate about what we do
Manaakitanga: We care and support one another

Mana Taurite: We are inclusive and strive for equality

Nga Taonga Tuku lho: We honour and respect our taonga, our legacy

TE WHAIAO

The Maori philosophy of Whaiao means daylight, the world of light. In the context of the Strategy, in
order to transition into a state of wellbeing, there may need to be change and any change will
require the necessary support (enablers) in order to achieve a collective wellbeing for Te Tauihu.

THE ENABLERS OF CHANGE

We recognise that many parties must come together to achieve the necessary change. For our
economy, there must be collaboration and cooperation between consumers, workers, lwi and
hapii, businesses, community and central and local government. For our environment, we need
Iwi and hapi, businesses, community and local government to work together. For our identity,
we need all of us to help to make change.

To achieve our collective wellbeing there are supporting tools and resources that will be needed.
Trusted data will be required, so that we can measure where we are and our progress, using
shared data that everyone can access and rely on. We need investment from many different
sources - money, time, skills and knowledge - so that our plans can progress. Science, Technology
and Matauranga (Customary Knowledge) coupled with Market Knowledge will be key to
innovation and the development of our industry sectors and local economy. And finally, Policy
and Regulations frame the operating environment for businesses, the economy and community
wellbeing from water supply to public transport to digital communications etc.

In Aotearoa, our practices have tended to focus on solving issues regarding wellbeing in isolation
with untended consequences. By bringing together Te Ao Maori (knowledge and systems),
community based knowledge and modern science and technology we have the opportunity to
form a body of UNIQUE Te Tauihu based knowledge that can guide practice and empower us to
elevate ourselves above compliance and develop the most exemplary practice in Te Tauihu, Aotearoa
and the world. However, it will be very important that we maintain the integrity and truth that
recognise these unique knowledge systems that have been built up over generations by Maori.

TE TAIAO

The Maori concept of Taizao encompasses all of the environment and its offspring. Taiao can establish
the basis for the holistic view of the wellbeing of our environment, our people and our economy.
There are eight intergenerational outcomes that are shown in the outer black circle that captures

the wellbeing outcomes that matter to the people and places of Te Tauihu. These are Te Ao Taroa
(Environment), Patea (Economy), Te Tauihutanga (ldentity), Tangata (People and Communities), Te
Rakau Taumatua (Place), Rangatiratanga (Leadership), Papa Whenua (Infrastructure) and Matauranga
(Knowledge). They are the areas against which wellbeing is assessed.

TE AO MARAMA

The Maori concept of Te Ao Marama is the world of life and light. We will reach this when we see an
improvement in any of the intergenerational outcomes which in turn constitutes an improvementin
wellbeing - Oranga Te Tauihu.

Our detailed Wellbeing Framework Report can be found on our website www.tetauihu.nz
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TE TAUIHU INTERGENERATIONAL OUTCOMES

OUR INTERGENERATIONAL OUTCOMES

WHAT WE WANT TO ACHIEVE

- Our relationship with the
D ENVIRONMENT natural world is healthy.

@ : Our resilient economy allows our
v people, places, communities, and
ECONOMY : businesses to thrive.

Our people are proud of their individual

: and shared identity and feel a strong

IDENTITY """t sense of belonging. We treat each other
: with kindness and respect.

=

: Our people and communities are
PEOPLE & ...+ welcoming, healthy, and safe. Our people

. are connected across generations,
COMMUNITIES : &

cultures, and distance.

Our people can access affordable and
quality places to live. Our shared spaces
are places where people want to be.

Our decision-making is collaborative,

. courageous, inclusive, respectful and acts
LEADERSHIP ©""70 for the long term. We uphold the values and
- rights of the people and taonga of our region. :

Our people have resilient transport,
INFRASTRUCTURE B& communications and energy networks,

and water and waste systems.

= - o Our people are knowledgeable,
ra ~ KNOWLEDGE curious, and creative.
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DESCRIBING OUR INTERGENERATIONAL OUTCOMES

This next section aims to provide some brief narrative to support each of our intergenerational
outcomes for Te Tauihu.

L Our relationship with the
0 ENVIRONMENT natural world is healthy.

When we talk of Te Ao Taroa, our environment, this means all aspects of our natural, social, physical
and material worlds. In relation to our natural world, our wai (water) in the rivers, lakes and oceans; our
whenua (land); our air; and all living things such as species of flora and fauna that inhabit them.

We have a unigue environment in Te Tauihu, with over a fifth of New Zealand's coastline, three national
parks and the Marlborough Sounds. However, approaches to soil management, habitat loss and
pollution is creating significant stress on ecosystems.

Humanity and the natural world are interconnected and sustain each other in a relationship of
mutual respect. Underpinning this relationship is responsibility and reciprocity, where our natural
world is acknowledged as a living entity. The first right must be the right of the environment to
thrive without overuse. Any use of the environmentthat is granted, is treated as a gift or a privilege.
A healthy relationship is about finding a sustainable use of our natural resources and reversing
degradation that has already taken place. This includes reducing carbon emissions, enhancing
freshwater quality and our marine environment, as well as protecting our taonga species, having
thriving landscapes and producing less waste.

Whakapapa, Natural World - We are connected to everything and we need to ensure that
philosophy is front of mind which will allow us to see the true value of our environment. The
natural world has a voice, we just need to listen. When we see that, we will start to do things

differently and that is the change that is required.

Aneika Young, Te Tauihu Talks, Nelson
https.//vimeo.com/345397807

Climate Positive Te Tauihu - This is a really exciting opportunity, it will be difficult, but the
recent strikes show that little actions can make a big difference on the world stage. I think
there is huge potential for Te Tauihu, if we could be the first region in the world to become
climate neutral- people would be looking to us as leaders for future solutions which would have
a positive impact on our economy and our people. If we want to be good ancestors, this is an
action that we really need to take.

Florence van Dyke, Te Tauihu Talks, Motueka
https://vimeo.com/349985675

Collaboration - It is really hard for individual businesses to make changes alone. With the size

of our region, if there is an agreed issue, we are able to bring all parties together to come up

with a solution to solve the underlying system i.e. transport, waste disposal etc. For example
there are businesses that are working on sustainability right now which is great, | think the next
step is to all come together and collaborate on sustainability as a lot of businesses have shared
problems and goals. That's where we find real, good solutions that make the biggest difference.

Fiona van Petegem, Te Tauihu Talks, Blenheim
https://vimeo.com/34584289
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: Our resilient economy allows our
een people, places, communities, and
ECONOMY . businesses to thrive.

The current economy of Te Tauihu relies on primary production and manufacturing (aquaculture,
horticulture, viticulture and forestry), supported by the visitor sector, high value engineering and
design. People are working hard in these sectors and we should be proud of that, however we can
do better.

Our economy has some weaknesses in that it is quite narrow, and we have lower productivity than
the New Zealand average. Related to this, much work is seasonal, and our median earnings are
low, contributing to an underlying inequality in wealth in our region. We also have growing skills
shortages in some areas.

Our economy exists to serve our people. lwi settlements have not yet been fully realised within
Te Tauihu and we want all our people, communities and businesses to prosper from raising our
regional productivity.

The world is also continually changing, and there is always more to be done. We cannot continue to
rely on our natural resources to grow the wealth of all our people. We need to be smarter, take more
pride and celebrate what we can collectively deliver. This will ultimately provide our competitive
advantage. We need to work with businesses to help them drive the change that will be required if
we are to remain relevant.

Nutrition & Health - Te Tauihu has a thriving food sector that needs to transition into a high
value add nutrition and wellness sector that can meet the current global demand for these
products. Our greatest economic opportunity right now is to tap into that, and we have the

means to do it. Te Tauihu can lead the world in this but we need to collaborate and get smarter
about how we're working.

Andy Elliott, Te Tauihu Talks, Nelson
https://vimeo.com/345397807

Innovation - We need to honour our past and create our future. Nelson has long been a place
of innovation and we can carry that legacy forward. Our identity is centered around primary
industries, but we really are a centre of innovation and thought leadership and that can be an
economic engine for us.

Richard Brudvik-Lindner, Te Tauihu Talks, Nelson
https.//vimeo.com/345397807

Farmers Sustainability - | have been fortunate enough to talk to farmers all around NZ in the
last year and some have already made the changes over the last 3-4 years. They have adopted
sustainable farming practices and you can feel their mind-set change when you are speaking
with them on their farm. They themselves are feeling more healthy and mentally well. We need
to increase storytelling and make coaching more accessible for all (dairy, meat, horticulture &
wineries) and provide data and evidence to encourage more to get on board.

Jan Hania, Te Tauihu Talks, Blenheim
https://vimeo.com/345842895
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Our people are proud of their individual
: and shared identity and feel a strong

IDENTITY """ sense of belonging. We treat each other
. with kindness and respect.

Ko wai koe? N& hea koe? Understanding who we are and where we come from is critical in order
for people to understand their identity, particularly for Maori. Linking back to our roots, speaking
our language and understanding our history is an important contributor to the wellbeing of people

and communities.

Our connection to our land, history and culture defines who we are. It also connects the
generations, bringing young and old together. Our language, Te Reo M&ori, is a unique taonga for
New Zealanders, as well as being fundamental to our national identity, and a gateway to better
understanding the rich history and culture of Aotearoa. This includes our knowledge and awareness

of Te Tiriti o Waitangi.

Te Tauihu is a beautiful region, with a rich history. We have a strong sense of collective identity, yet
people can also express their own individual identity. We welcome new migrants, including refugees,
to our region, and want everyone to feel they belong here.

Te Tiriti o Waitangi - | think it's a very beautiful framework that sets the tone for how we were
to develop as a country. It is not something that can be seen in isolation, it sits alongside our
other really important human rights documents. It is not just about the relationship between
Maori and the Crown. The treaty provides the framework for all of us. I am proud of the
document and its potential, it requires people to understand our history, and what it means to
be a New Zealander.

Kerensa Johnston, Te Tauihu Talks, Richmond
https://vimeo.com/348750514

Identity - Understanding how our narrative as a region can give you a sense of home. You are
welcome here if you contribute yourself and we will contribute ourselves to you.

Te Puoho Katene, Te Tauihu Talks, Motueka
https://vimeo.com/349985675

Maori Wellbeing - We as Maori have lost a lot of our own cultural knowledge and strength
and it’s not an easy path to find your way back. We need to acknowledge and share our dual
cultural heritage. How do we turn around a whole 2-3 generations of lost knowledge and get it
back and be willing to share it with everyone else? The more that we can learn about ourselves
and our connections, the closer we can become to healing.

Rita Powick, Te Tauihu Talks, Picton
https://vimeo.com/352640122
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: Our people and communities are

PEOPLE & . welcoming, healthy, and safe. Our people

are connected across generations,
cultures, and distance.

COMMUNITIES

When we talk of community, we mean all the people and whanau (families) in Te Tauihu interacting
and supporting each other. By working together, communities can tackle bigger problems than they
can as individuals working on their own. We know in Te Tauihu we have inequality when it comes to
health, education, income and housing. We will need better coordination and action to address the

issues as well as new models that are holistic in their approach.

Humans are social creatures and cannot thrive without a healthy social and physical connection
to each other. The places we live in need to feel safe, secure, and welcoming; providing support
and opportunities to share and grow. Our communities need to be able to participate in family
life, socialise with friends, join in with community activities and take part in recreation and leisure
pursuits as well as the arts and culture.

Education - We need to educate the diversity of students in Aotearoa and not just certain
types. We need something that is more flexible and recognises the needs and wants and not
necessarily university, things like apprenticeships should be encouraged as everyone has
different strengths and weaknesses. There are some really creative models happening in the US
at the moment, you need a different kind of teaching and parenting. The models are out there,
and they give us more flexibility and scope to be creative about what our children need.

Julie Fry, Te Tauihu Talks, Motueka
https://vimeo.com/349985675

Mental Health - Drugs and alcohol are creating a greater mental health problem than we have
ever seen before. We have a system that doesn’t support those people. We need a system that
allows those people to become clean and then we need another system that covers their mental
health issues. We have a huge shortage of this care in NZ. There is a real lack of support. We
need to invest in the infrastructure.

Tina Porou, Te Tauihu Talks, Picton
https://vimeo.com/352640122

Community Connection - It's important to stay connected to each other, things like the decile
school system that separate us, it means we are less exposed to difference and uniqueness.
Our people and our children cannot be what they cannot see. We need to tell stories to
connect with them and enable their dreams to come through. If we achieve our ambitions
and succeed for our people to see, they can aspire to the same lofty goals and in doing so we
can all rise together.

Te Puoho Katene, Te Tauihu Talks, Motueka
https://vimeo.com/349985675
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Our people can access affordable and
quality places to live. Our shared spaces
are places where people want to be.

People are likely to experience better wellbeing if the places and spaces that we design and provide
are accessible and of quality. This influences how we live, work and connect together. Shared spaces
increase vibrancy and connection if used well. Smart and innovative design of our places and spaces
also supports our ability to be resilient to natural events and climate change. We consider housing

as a part of ‘place.’ The quality and cost of housing has a huge impact on the wellbeing of people,
whanau and community and affordability, access and quality of housing is a major issue in Te Tauihu.

Housing - Major issue, the traditional housing model is not working for our communities. As
an employer we pay fair wages, for our people to be able to afford housing is hard.. To have a
thriving community we need young people in our communities, we need children in the schools,
we need people to engage in community activities.

Jane Dixon, Te Tauihu Talks, Takaka
https://vimeo.com/347448909

Housing - There have been many changes, the prices have gone up because it is a popular
retirement area, this affects young families being able to house themselves and there are few
work opportunities. There is a need for social housing, if you don’t have a home that you can't

sustain yourself in that creates a very rocky foundation.

Rita Powick, Te Tauihu Talks, Picton
https://vimeo.com/352640122

Housing - We need to go deeper. Do we need a housing model that emphasises individual home
ownership as the only way to economic wealth? Having continuity of housing is more important
than having to have a capital gain.

Tina Porou, Te Tauihu Talks, Picton
https://vimeo.com/352640122
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Our decision-making is collaborative,
. courageous, inclusive, respectful and acts
LEADERSHIP """ forthe long term. We uphold the values and
- rights of the people and taonga of our region. :

Leadership not only considers our local government leadership, but leaders across all parts of our
society, including Ilwi, hap, businesses, workers, young people, the voluntary and community sector
and many other organisations.

Te Tauihu currently has strong leadership, as well as high voter turnout and trust in many public
institutions. However, our local government structure can create silos or a perception of silos. At our
engagement events a need for more collaboration was emphasised.

Te Tiriti o Waitangi, the Treaty of Waitangi, is the founding document of New Zealand, and
recognises tangata whenua and decision-making by partnership.

Given the scale, speed and systemic change needed, our engagement also stressed the importance
of courageous leadership. Courageous leadership is about leading by example, standing at

the front with a strong vision, bringing people on the journey, and being able to make difficult
decisions and not backing down when things get too hard.

No Soft Landings - In the regulatory systems, especially council, there has been a lot of talk
about soft landings, making sure that everyone is comfortable in the transition to sustainability,
and | just don't believe it because I've lived it. The crunch requires you to innovate and people
are clever and agile and will adjust or they just won't make it, and if they don't then it wasn’t for
them anyway. And the people that do will create great opportunities and they have a vision for
the future. Soft landing are an excuse to not make brave decisions. It's about the understanding
that we are in a crisis and we can no longer continue to operate in an economic model that uses
natural resources as a tool, rather than having a relationship with them. We need to be stewards
who are businesses, not businesses that happen to be stewards.

Tina Porou, Te Tauihu Talks, Picton
https://vimeo.com/352640122

Being Courageous - We need to be told the information to decipher where we can make the
biggest impact. How do we steer the people that we elect? How do we inform them of our top
priorities? We need to be courageous in asking the questions that matter and not just engaging
in the easy wins that may not necessarily make a big impact.

Agnieszka Grudzinska, Te Tauihu Talks, Takaka
https://vimeo.com/347448909

Vision for Te Tauihu - | love Te Tauihu, the parks, the whenua, the people .. We are special. |

would like to see us re-prioritise, what would happen if we changed our KPIs to resilience or

quality of life? It is doable in this region. My vision is to stop hiding behind ignorance, start
changing, be courageous leaders. | think we are ready.

Zoe Palmer, Te Tauihu Talks, Richmond
https://vimeo.com/348750514
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Our people have resilient transport,
VS0 s l:IW --© communications and energy networks,

and water and waste systems.

There are several trends impacting infrastructure and transport. This includes an increasing need
for investment due to ageing assets in some parts of our region, and growing populations; a need
to reduce emissions from transport; as well as a need to make infrastructure resilient to extreme
weather events and adapt to technological disruption.

Infrastructure is also an enabler of economic activity and individual and communal wellbeing, so

it's important to have clear long-term vision of what needs to be enabled, for example, we expect
to need strong digital infrastructure to support a changing economy, reliable and resilient lifeline
infrastructure to support basic wellbeing, and well-planned urban and rural infrastructure to combat
social isolation and facilitate community engagement.

There are significant trade-offs, so we will need to look for ways to be more efficient and effective
e.g. using technology and non-traditional solutions to facilitate change within the limited resources we
have to fund infrastructure. Sustained and active communication of the key trade-offs of cost versus
service versus environmental impact to the community will be critical. Infrastructure is as much about
the demand as it is about the supply.

Investment will be one of the biggest enablers of this Strategy. This includes gaining investment capital
to facilitate improvements and looking to new diverse sources of capital as well as traditional ones.

During our engagement process we have identified a strong urge for change. Many of the key themes
outlined in this Strategy are closely connected to infrastructure: for example, reduced emissions,
security of lifeline infrastructure (resilience), sustainability and circular use of materials. The community
has repeatedly asked for greater cooperation among key stakeholders and has a strong appetite for
new projects and approaches which cut across existing primary areas of responsibility, and which offer
innovative alternatives to business-as-usual.

Te Tauihu Infrastructure - There are many changing parameters, and everyone will have an opinion.
We must look to the future and consider what is fit for purpose’ for our children & grandchildren?

Resilience to Climate Change - We are not resilient to climate change. The biggest impact in the
next few years will be fresh water. We have not made ourselves resilient to that. We do need to
be realistic about the affordable level of resilience. To be fully resilient we would have to spend
incredible amounts. We need to start thinking in different ways and engaging communities
in the decision making process. Mix the green & grey approach - tried and tested green ideas
with the grey ideas. Threats to the world order would have a huge impact on us so we must not

forget to build resilience to this.

Agnieszka Grudzinska, Te Tauihu Talks, Takaka
https://vimeo.com/347448909

Circular Economy - We currently operate in a linear economy that involves resource
extraction to produce products and then more use of energy for packaging and shipping
before we finally throw away the goods before the whole process starts again. That is
inherently unsustainable when you live on a planet with finite resources. We're overusing our
precious resources and turning them into single-use products that are often harmful to our
environment. We need to transition into a circular economy that eliminates waste entirely
and promotes the continual use of resources. This is the way nature operates and we need to

align our economy to natural eco-systems.

Fiona van Petegem, Te Tauihu Talks, Blenheim
https://vimeo.com/34584289
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Our people are knowledgeable,
e ~ curious, and creative.

=2

In this strategy the term “knowledge” is used very widely. It includes not just understanding history
and data about our region to make better plans, but also how we innovate, learn and apply
knowledge for the benefit of Te Tauihu.

Knowledge helps us to be productive, enables people in Te Tauihu to gain employment and start
their own businesses, and allows businesses to employ the skills to grow. Knowledge also helps us
understand our region to know what to change, and also advocate for our region. It enhances our
creativity, our awareness of our own and each other’s cultures and histories, and our tolerance and

spirit of citizenship.

We need to grow knowledge across all these components of our broad definition. We may ned to
find new, creative ways to grow our knowledge.

Innovation Hubs - To unlock the potential of Te Tauihu, we need to develop innovation hubs
around our key industries to enable more sustainable growth. We are at risk of sun strike -
being too complacent and missing the biggest opportunities right in front of us or relying on an
economy that will be challenged into the future.

Young People - All young people deserve to have a future in Te Tauihu. Young people need to see
a future for themselves in Te Tauihu. We want them to see the world, but we need to ensure there
are opportunities here and that we give young people more power and a more viable future.

Richard Brudvik-Lindner, Te Tauihu Talks, Nelson
https://vimeo.com/345397807

Values - We have an amazing set of values which have remained intact throughout history -

manaakitanga, kotahitanga and kaitiakitanga. We are yet to translate these so they can be

used day-to-day. Our cultural wisdom can be used to help us make decisions where we don't
have data.

Jan Hania, Te Tauihu Talks, Blenheim
https://vimeo.com/34584289

Intergenerational - How we can capture the knowledge of our elders before we lose them and
build on that before we move forward. We have this wealth of knowledge and understanding that
we are losing. | would love to find a way to pass that knowledge on.

Julie Fry, Te Tauihu Talks, Motueka
https://vimeo.com/349985675
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TE TAUIHU

CONNECTING OUR LAND & COMMUNITIES

Members of our par;e!dl.ﬁ'ﬁ 5
event held in Blenhein 1t
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MEASURING OUR WELLBEING - THE WELLBEING MONITOR

Our Wellbeing Framework shows the different Intergenerational Outcome Areas that collectively
make up our wellbeing. We need to know how we are performing in each of these areas compared
to total New Zealand, so that we can see which areas are mostin need of attention, and how we are
improving over time. To provide this insight, we have created the Wellbeing Monitor.

We have selected measures for each of the Intergenerational Outcome Areas, although in some
areas there is not as much nationally-collected data available as we would like. We will be working
to fill these gaps over time. When selecting measures, quality criteria were used to ensure that the
indicators are technically sound. Statistics New Zealand and other Government entities are the
primary sources of the data that we have used.

The measurement approach must achieve three things. First, it mustincorporate the full range of
Intergenerational Outcome Areas - the things that matter to the people of Te Tauihu. In other words,
it must present a picture of “what good looks like” that resonates with the people of Te Tauihu.
Second, it must be able to support intergenerational decision-making over the long term. Finally, the
approach taken to monitoring and evaluation must go beyond simple averages: how we think about
life in Te Tauihu is intrinsically affected by how outcomes are distributed across different people and
places - equity. We can have high levels of regional GDP for example, but if that regional income is
not distributed in an equitable manner we will still have many families receiving poor outcomes.

In the diagrams below, we have shown how Te Tauihu compares to average New Zealand in the
measures we have selected. The dotted green circle shows how New Zealand is performing, and
the blue lines show how Te Tauihu is performing. If our blue line reaches beyond the green circle
towards the outside of the diagram, it means we are doing better than total New Zealand. If our
blue line stays close to the centre of the diagram, it means that we are doing poorly. For example,
our voter turnout is quite good, but our housing affordability is poor, with too many families
spending more than 30% of their income on housing costs.

This measurement tool will evolve over time, as new datasets become available.

It is important to understand that the Wellbeing Monitor provides a long-term means for tracking
Te Tauihu performance against total NZ. Comparisons will move only very slowly over time, and

we will use a supporting level of detailed datasets that will allow us to observe change at an annual
level. This work will be carried outin the next phase of work and will provide a Data Repository that
everyone can use.

OUR WELLBEING MONITOR

This diagram shows how the Te Tauihu average outcome for all people compares to the average
for New Zealand. As can be seen, we have data gaps for environmental measures. We are a region
where it is easy to express one's identity, and where life expectancy is better than the national
average. Our unemployment rate is good i.e. low, but our median hourly earnings are below the
national average.

e Ta Tavihu = —  Naw Zealand

Mean PMLO levels

Exparisncad discrimination z Macraimartibrate indee

Speakers of Te Reo CO2 emissions per capita

Easy to mxprass identity Biodiversity (thc)
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Violent offences Mean trust in education system

Female life expectancy Mean trust In health system

Mals life axpactancy Muan trust in the Police

Shared s paces (the) Real GOP per capita

Household crowding Median bourly earnings

Dwenlling cold Employmant rate
High housing costs (>30%) Unemployment rate
School entrants with ECE School leavers with MCEA 2+
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