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We're stoked

» We have the world’s #1 and #2 tourism destinations
- Milford Sound and Queenstown

* TripAdvisor.com’s recent survey
. ...very credible source: traveler-supplied reviews
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TOP 100 ‘?VE:;INATIONS

Milford Sound u Lake Tahoe u Dingle

n 1 New Zealand 10 Califoinla, United States 18 Ireland

n 2 Queenstown u 11 Seizburg u 19 LekeLouise
New Zealand Austila Alberta, Canada
Philipsburg Cape Town u Bruges

u 3 St. Maaiten 1 2 South Africa 20 Belglum

u 4 Cayo Largo
Cuba

u I Rhodes
Greece

u © Chariotte Amalie
St. Thomas, U.S. Virgin Islands
7 CruzBay
St John, U.S. Virgin Islands
n g Bridgetown
Barbados
Q Bantt
Albesta, Canada




...but wait!

...there’s more!

« 37th best destination?
« Auckland!

* 46th best destination?
- Wanakal!

* 48th best destination?
« Christchurch!
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We're stoked

» We've got the Aussies beat:

* New Zealand: Australia:
« 1: Queenstown 22: Sydney
« 2 Milford Sound 30: Byron Bay
« 37: Auckland 59: Melbourne
« 46: Wanaka 60: Port Douglas
« 48: Christchurch 78: Noosa

* Our visitors love us...
* So, if this is the best place in the world to be a tourist...

« ...this must be the best place in the world...
+ ...to be in the tourism business
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We're stuffed

» The world’s most competitive tourism destinations:
. ...says the World Economic Forum |

* #1 : Switzerland
* # 2 : Austria
+ #3 : Germany The Travel & Tourism

* #4 : Australia Competitiveness Report 2008
. ? o
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. #19 : New Zealand
- And last year?
« 15th




The top 25

SUBINDEXES

T&T Human, cultwal,

T&T Business environment

A word of caution

» The World Economic Forum does excellent rankings of competitiveness
- E.g Country Rankings

* But the criteria are judged by a mix of hard data and in-country surveys
* New Zealand respondents are notoriously self-critical...hard markers
» So we drag down our ranking

* However, the analysis is still valid and instructive

OVERALL INDEX T&T Regulatory ramework and infrastructure and natural resources

Country/Economy Rank Score Rank Score Rank Score Rank Score
Switzerland 1 5.63 1 594 2 5.55 3 539
Austria 2 543 4 586 8 521 P 516
Germany 3 541 6 567 3 543 9 513
Australia 4 534 30 523 1 5.18 1 561
Spain 5 5.30 28 5.24 5 5.32 4 533
United Kingdom 6 528 26 528 6 532 5 526
United States 7 5.28 49 475 1 5.58 2 552
Sweden 8 521 9 562 15 505 8 5.15
Canada 9 5.26 23 531 4 5.40 10 507
France 10 523 12 557 7 5.28 12 485
Iceland n 5.16 3 586 9 5.21 36 440
Finland 12 51 5 574 2 480 “ 478
Denmark 13 5.10 10 561 10 5.20 28 449
Hong Kong SAR 14 509 2 591 16 504 2 431
Portugal 15 5.09 4 5.50 2 483 n 493
Singapore 16 506 7 567 13 513 37 439
Norway 17 5.05 8 5.66 19 490 20 460

18 501 22 535 14 511 21 458
New Zealand 19 4.96 15 548 26 472 17 470
Luxembourg €0 495 u 5.28 12 517 35 441
Ireland 2 493 n 557 20 490 4 431
Greece 2 492 17 546 30 463 18 466
Japan 23 4.90 34 511 21 488 16 473
Cyprus % 487 2 524 17 504 0 434
Malta 25 486 13 5.56 2% 473 3 428

A proposition

» Competitiveness counts...

* ...even more so, as tourists’ standards and sensibilities keep rising
. ...on issues such as sustainability, climate change, social impact

* The lower we rank, the harder it is to:
. Attract customers and staff
- Attract capital
- Invest in plant and people
- Earn a return on investment

- Earn a living from tourism
. ...as a business, as a country

Competitiveness and success

» The more competitive you are, the higher your receipts
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Correlation: 0.75
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Travel & Tourism Competitiveness Index score

Source: United Nations World Tourism Orgenization; World Economic Forum.
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The key competitive factor

* “It is now widely accepted within the industry that those nations that will
ultimately become the most competitive in the Travel and Tourism sector
will be those demonstrating their ability to implement measures to
conserve the environment, or to correct possible damage to it, while
continuing to facilitate the sector’s healthy growth.”

« World Economic Forum’s Travel & Tourism Competitiveness Report 2008

« Strategies to achieve this are by necessity:
- Long term (10 to 20 years)

. The Travel & Tourism
Gradual ) Compatitiveness Report 2008
« Cumulative AR A

- Irreversible

The key competitive factor

* “More than two-thirds of U.S. and Australian travelers and 90 percent of
British tourists, consider active protection of the environment, including
support of local communities, to be part of a hotel’s responsibility.
According to a 2002 survey, these travelers are more likely to patronize
hotels with a “responsible environmental attitude.”

« World Economic Forum’s Travel & Tourism Competitiveness Report 2008

» Emissions from global tourism, 2005

Emission source C0; (metric tons) Percent
Transport subtotal 985 75

Air transport 517 40

Other transport 468 35
Accommodation 214 21
Activities a5 4
TOTAL 1,307 100
Total worldwide 26,400 —
Share (percent) — 4.95

Source: UNWTO et al., 2007.

Sustainability & competitiveness

Ferther expand TAT sector competitiveness The “Sweet Spat”:
by adoptisg eaviroam ental sustainability measures Environmental sustainability drives competitiveness

New Zealand
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Bettor levarage eavironm ental sustainability
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What's at stake

* Dr Adam Nieman www.adamnieman.co.uk

« All water: 1,390 km diameter (All fresh surface water: 62 km)
< All air: 1,999 km across

All the water in the world (1.4087 billion All the air in the atmosphere (5140 trillion

cubic kilometres of it) including sea water, tonnes of it) gathered into a ball at sea-
ice, lakes, rivers, ground water, clouds, etc. level density. Shown on the same scale as
Shown on the same scale as the Earth. the Earth.

Resource squeeze

“The world will no longer be divided by the ideologies of ‘left’ and ‘right’,
but by those who accept ecological limits and those who don’t”
Wolfgang Sachs, Wuppertal Institute
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Harvard Business Review
v

This is hard-headed strategy...

+ ...say Michael Porter and Forest Reinhardt
- « Harvard Business School
g - HBR, October, 2007 edition

DN
“Periodically, major new forces dramatically
- Harvard Business Review, October 2007 reshape the business world - as globalisation
- 18-page Forethought section and the information technology revolution have

on the theme been doing for the past several decades.

« Download: www.hbr.com Climate Business |
Business Climate

Sustainability - the big picture

- “Businesses that continue to sit on the sidelines
will be badly handicapped relative to those that
are now devising strategies to reduce risk and
find competitive advantage in a warming, carbon-
constrained world.”

: N
Harvard Business Review|
o

. ) “Climate change, in its complexity and potential
+ “If you aren't at the table. . impact, may rival them both. While many
---you're on the menu companies may still think of global warming as
B a corporate social responsibility issue,
business leaders need to approach it in the
same hard-headed manner as any other
strategic threat or opportunity.”

...this is a very demanding,
transformative, management discipline




Some news

Vicky Pryce — Advisory Council member & Co-Founder

Vicky is currently the Department for Trade and Industry’s Chief Economic
Adviser and Director General, Economics and Deputy Head of the UK's
Government Economic Service. Vicky was previously a partner at London
Economics, Partner and Chief Economist at KPMG, Corporate Economist at
ESSO Europe and Chief Economist at Williams and Glyn's Bank, later the Royal
Bank of Scotland

corporation

Vicky co-founded GoodCorporation, and was board chair until 2002. Due to her
new role in the government, she has stepped down from the board of
GoodCorporation Ltd to avoid any conflicts of interest. She now sits on the
Advisory Panel of GoodCorporation.

Jane Arnott - Country Manager in New Zealand

Prior to being appointed Country Manager for GoodCorporation in New Zealand,
Jane was the executive director of a nationwide charitable organisation working
closely with the corporate sector and a government department. She founded
New Zealand first cross cultural consultancy representing Pacific Island
communities and has run her own communications company specialising in
investor relations, business marketing strategy and branding. Her clients
included listed companies, state owned g D:

and health agencies.

Jane has a post graduate qualification in professional ethics. She is a member of
the Institute of Directors and is an associate trustee for the New Zealand

Conservation Trust.

...because UK retailers are finding it hard to get the sustainability information
they need from the New Zealand supply chain

[13 : : ”»
Our “wingprint
« NZ: 7th in the world by departures per 1,000 people per year

Source: Worldmapper. 2006 SASI Group (University of Sheffield) and Mark Newman (University of Michigan)

£ The Treasiry

Oops, we helped ruin the planet

« Travel: 2nd thoughts by NEW SERIES!
- Mark Ellingham, Rough Guides Wa tva prood o prassat
« Tony Wheeler, Lonely Planet .

h.unnwsnm;um
with 25 ulimate
« Ellingham: e, o o your
« Binge flying.
.airlines pushing an addiction
.just like tobacco industry

« Tax flying:
« £100 (NZ$270) within Europe
« £250 (NZ$800) places beyond

« ‘Fly less, stay longer’

z .
THE ROUGH BUIDE to

Climate Change

* Rough Guide to Climate Change
« Excellent source

« Air New Zealand working on issues
- Slow to offer voluntary offsets
« $250 per passenger?

NZ: 2nd largest greenhouse gas emitter
* We’'re #2 in the OECD, measured by GHG relative to GDP

1.0
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Note: Data not available for Korea or Mexico.
Source: United F C on Climate Change.




Attack

« Dairy Crest launched $20m UK
ad campaign in July 2006
. ...backed by the UK’s

National Farmers’ Union

* “Crimes of consumption”

 The facts are on our side...
...but perceptions on theirs’

when you can choose Country Life?
Before Anchor Butter reaches vour table it’s frozen and shipped over
11,000 miles frvin New Zealand.
2%, Country Life, however. is made with milk [rom Briush farms
and is proud to carry the Red “liactor logo for food standards.
So why choose anything clse?

How vulnerable?

« In 2001, the Ministry for the
Environment commissioned
research into the

economic value of NZ's
clean green image
Researchers showed
consumers overseas these
pleasant, pastoral pictures...
then asked them how they
felt about NZ

The responses were very warm...
...yes they were buyers of

NZ dairy products...

and planned to buy much more

Highly vulnerable

* Then they were saw these images
. Cows polluting a stream
- Hillside erosion
- Weed-ridden areas
- Unsightly farms
. Filthy watercourses

* The impact?

» Aversion, disgust...

« ...translating into much lower,
if any, purchases

* The researchers estimated the dairy industry would lose
< $563m in earnings just from its Asian markets...if it could not redirect
the products into other markets

» The impact on tourism would be $1bn

Tourism 2015 - two key drivers
« Manaakitanga (Hospitality) and Kaitiakitanga (Sustainability)

TOURISM IS AT THE FOREFRONT OF A GLOBALLY
COMPETITIVE AND SUSTAINABLE NEW ZEALAND

Environmental management Environmental management
en route offshore
TOURISM TAKES A LEADING ROLE
Quality IN PROTECTING AND ENHANCING i ﬂ,f.";f:‘z:m
experiences NEW ZEALAND'S ENVIRONMENT funding
NEW ZEALAND DELIVERS “""u-mmn
AND s
A WORLD CLASS. e
VISITOR EXPERIENCE nmmmml
VALUE OF =
Effective il
Visible
c;a'r’:l:\:iled contribution to
9 TOURISM 15 PROSPEROUS AND communities
Investment ATTRACTS ONGOING INVESTMENT
:‘nlﬁz"e Skilled
2 people
visitors Year round High performing

tourism




What does NZ business think of sustainability? Agenda

« It's very confused...it misses the point
« PWC'’s “Clever Companies” report, 2007

» We're stoked
» We're stuffed

ISSUES FOR BUSINESS SUSTAINABILITY « The factor
* What's at stake

* Our rankings
* NZvs. Oz

* Issue arising
 Our next revolution

INDICATOR RANK/130
What the rankings measure 1st pillar: Policy rules and regulations
1.01 Prevalence of foreign ownership ....cccoocovveieccicicn . 110
T P OO IR TER o it o et cvues dnbendab addaa sisssusran ..
= o 1.03 Business impact of rules on FDI.....c.cccovviiiiiiiininn . 33 .0
Travel & Tourism Competitiveness Index D %
1.04 Visa requirements e ..H
1.05 Openness of bllateral AJr Ser\nce Agreements ..:
Subindex A: Subindex B: Subindex C:
TA&T regulatory framework TA&T business environment T&T human, cultural, and 1.06 TranSparelr'cy of govemmenF policymaking.. -:
and infrastructure natural resources 1.07 Time required to start a business®............... ...H
T 1.08 Cost to start a business® ..........cccvvcicinecnnncininiennnn 2 .l
( Policy rules and regulmons ] [ Air transport infrastructure ) ( Human capml ]
| T = > T
[ Environmental susumabllny ] [Gmuudnnnspun inframructure] (AfﬁnnyfarTraveI&Tounsm ] zm,' plllar: Env:rogmemal susmmal?lllty
2.01 Stangency of environmental regulation ..............c...... 11 ..H
I & s
( T J [ g J ( — J 2.02 Enforcement of environmental regulation.... ..a
al and securi jourism infrastructure atural resources 5 o =
= iy : 2.03 Sustainability of T&T industry development. ..H
T e — 2.04 Carbon dioxide emissions* ..H
[ eaith an WIEM J ( Infrastructure J ( ultural resources ] 205 Pam'culate matter ooncentlation' .
= I.. = 2.06 Threatened species* ..H
Pnormzauon of Price competitiveness in
[ Travel & Tourism ] [ the T&T industry j 2.07 Environmental treaty ratlflcatlon 51|
= hard data; no asterisk = survey data




3rd pillar: Safety and security
3.01 Business costs of terrorism

3.02 Reliability of police Services ........couiiiiieieiiiiceciieninins

3.03 Business costs of crime and violence...
3.04 Road traffic accidents®

4th pillar: Health and hygiene
4.01 Physician density®..........ccoceeiieiniinniieiesienesnissssssssnans
4.02 Access to improved sanitation®
4.03 Access to improved drinking water
A.04 | HOSPIAL DOOE™: ..icuiiuinissviiaaniasisussssoiissvisnianiiass ingsnisns e

M = competitive advantage ie higher ranking than country’s rank overall

' = competitive disadvantage ie lower ranking than country’s rank overall

* = hard data; no asterisk = survey data

mEERE

5th pillar: Prioritization of Travel & Tourism
5.01 Government prioritization of the T&T industry..............8 .. H

5.02 T&T government expenditure®
5.03 Effectiveness of marketing and branding.

5.04 T&T fair attendance™ ..........cccuuiccscicssiicinescsescssnsnianns

6th pillar: Air transport infrastructure
6.01 Quality of air transport infrastructure .......c.cccceiveen. 24 L0

6.02 Available seat kilometers*
6.02 Departures per 1,000 population
6.04 Airport density* ..o

6.05 Number of operating airlines*

6.06 International air transport network .

Tth pillar: Ground transport infrastructure

7.01 Quality of roads
7.02 Quality of railroad infrastructure.
7.03 Quality of port infrastructure ...
7.04 Quality of domestic transport network

7.05 Road density™ . ...t

* = hard data; no asterisk = survey data

8th pillar: Tourism infrastructure
B:071 HoteFroomse® iaasamaisinisimiminsy
8.02 Presence of major car rental companies*
8.02 ATMs accepting Visa cards® .......ccoveeennene

mEm

9th pillar: ICT infrastructure
9.01 Extent of business Internet use.

9.02 Internet users®.
9.02 Telephone lines
9.04 Broadband Internet subscribers® ..
9.05 Mobile telephone subscribers® ..

* = hard data; no asterisk = survey data

EERER

[

10.01
10.02
10.02
10.04
10.08

11.01
11.02
11.02
11.04
11.05
11.08
11.07
11.08
11.09
11.10

10th pillar: Price competitiveness in the T&T industry
Ticket taxes and airport charges* J7.18
Purchasing power parity*.... 103.
Extent and effect of taxation .67.
Fuel price levels® ............ .45.. .1
26..0

Hotel price index*

11th pillar: Human resources
Primary education enrollment* ..

2ndary education enrollment® ...
Quality of the educational system..........cc.coeveicenn
Local availability of research and training services

Extent of staff training
Hiring and firing practices...........
Ease of hiring foreign labor .
HIV prevalence*
Business impact of HIV/AIDS..
Life expectancy®

* = hard data; no asterisk = survey data
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12th pillar: Affinity for Travel & Tourism
12.01 Tounsm openness® ........ccocceurunuan
12.02 Attitude of population toward foreign vi
12.02 Extension of business trips recommended ................. 10..8

13th pillar: Natural resources
12.01 Number of Word Heritage natural sites*
12.02 Nationally protected areas*
12.02 Quality of the natural environment..

13.04 Total known Species™®.........cccueminieeiniasasesssssassesanes

14th pillar: Cultural resources
14.01 Number of Wodd Heritage cultural sites® ..................
14.02 Sports stadiums*
14.02 Number of international fairs and exhibitions*

* = hard data; no asterisk = survey data
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NZvs. Oz

International tourist arrivals (thousands), 20086,
International tourism receipts (US$ millions), 2006

5,000

=mOm International tourist arrivals
4000

mOm International tourism receipts
3,000 (USS millions)
2,000
1,000

1935 1996 1997 1998 1989 2000 2001 2002 2003 2004 2005 2006

International tourist arrivals (thousands), 2006.
International tourism receipts (US$ millions), 2006 ..

2,000

”/O’O =mOm International tourist arrivals

15,000
mQOu International tourism receipts
10,000 (US$ millions)

500 [~ O e O O e e OO0 —

0

1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006

Source: Unitad Nations World Tourism

New Zealand’s rankings

score
foutof 120) (17 scale)
2008 Index. 19
T&T reg y 15
Policy rules and { "
i A

2%

Safety and security n
Health and hygiene 27
Prioritization of Travel & Tourism .. 38
T&T business envi and i 2%
Air transport il 10
50

34

27

68

Ground transport i

Tourism i

ICTi

Price competitiveness in the T&T industry..
T&T human, cultural, and natural resource:

Human resources.

Education and training,
ilability of qualified labor

Affinity for Travel & Tourism.

Natural resources.

Cultural resource:

N
N3

8B

Note: For descriptions of variables and detailed sources, plaase refer to “How to the Read Country/Economy Profiles.”

The Travel & Tourism Competitiveness Report 2008 © 2008 World Economic Forum
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Australia’s rankings

Travel & Tourism Competitiveness Index

foutof130) (17 scale)

2008 Index 4 53
T&T regulatory 30 52
Policy rules and i 27 50
i inabili 53 46
Safety and security 21 58
Health and hygiene 37 57
Prioritization of Travel & Tourism 32 49
T&T business envit and i 11 52
Air transport i 3 58
Ground transport 45
Tourism i 63
ICT infrastructure 52

Price it in the T&T industry. 40—
T&T human, cultural, and natural resources ........ 56
Human resource: 57
Education and training. 58
Availability of qualified labor ..... 56
Affinity for Travel & Tourism 48
Natural resources 4 57
Cultural resources. 5 62

How we compare: NZ vs. Oz

Rank  Scon Rank

foutof 130)  (1-7: £130)

2008 Index 19 50 .4
T&T regulatory fr rk 15" 55 .30
Policy rules and lati 154 7
Envir | inability 24 51 .53
Safety and security 161 oA
Health and hygiene 21 60 .37
Prioritization of Travel & Tourism 38 48 .32
T&T busi i and inf 2 47 .1
Air transport infrastructure 10 51 .3
Ground transport infrastructure 50 43 .43
Tourism infr 34 48 .02
ICT infrastructure 21 48 4
Price competitiveness in the T&T INAUSTIY..........ccvermemmmsmmssmmssimsssinsennnd 68 46 .
T&T human, cultural, and natural 17 47 .. 1
Human resources 21 56 .4

Ed! and training 21 57 17
Availability of qualified labor B 55 .30
Affinity for Travel & Tourism 34 53 .63
Natural r 28 43 4
Cultural resour 3 36 5

Score
15

53
52
50
46
58
57
49
5.2
58
45
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People...creating value

« The key concept: value added per employee
« The worth of each person’s work

« To help employees create more value (so you can pay the more)...
« ...requires investment in plant, skills, technology, product, services...
* ...s0 you can charge customers more

12



People...creating value

* How tourism compares with other industries...
- Not well, according to Lincoln University’s Yield Report 3, 2007
Real Direct Value-added per FTE

Real Direct Value Added per FTE

$65K 1997-2003
A
S60K I“"""‘Q—__‘M A
x
$55K X % " )

$50K ¢ =
$45K. ___.\ / -
S40K

1997 1998 1999 2000 2001 2002 2003 2004
~—#&—Real NZ VAFTE % Real DTVAN per FTE —©—Rcal DTVAAFTE ———Real DTVAC per FTE

Forecast data shown as '« « ==« ¢

- Direct Tourism Value Added from

- DTVAC: Tourism characteristic industries

« DTVAA: Tourism characteristic, tourism related and non-tourism industries
» DTVAN: Non-tourism related industries

People...creating value

» And some other sectors are highly ambitious

- Eg Plastics industry has a strategy to double value add per employee
over the next decade to $150,000 per person
Employment Productivity

Ce Productivity for ive TSA Years

B Crreristic | Reltal | NZIndwstis | RaINZ | Reil DIVAC  Red DIVAN | Read DIVAA
Industries FTE _ Industries FTE Overall FTE  VAFTE peFTE  paFIE  paFIE
1997 51,534 R0 159859 S50 45077 SSE8 S9247
1998 2978 279 1LS3R867  S612%0 s44711 $57,195 49,664
199 50985 37,166 LSASK  S0T™ $45249 SS6147  S49884
2000 56343 40141 155429 859051 $42017 $52663 $46446
2001 56780 41858 LE0I0 ST 40,745 S25%6  ST6S
200 6600 41,900 1615200 sl $43,267 $59,167 $49219
2003 58125 4495 LGSR0 @62 $49010 62,967 §54,501
2004 485 LT30S SaSTR S262  $518%6
CAGR 13% 42% 1% 1.1% 02% 1.7% 0.7%

Data forecast from total Tourism FTE are underlined.
- Direct Tourism Value Added from

- DTVAC: Tourism characteristic industries

« DTVAA: Tourism characteristic, tourism related and non-tourism industries
» DTVAN: Non-tourism related industries

People...some numbers

+ 365,000 365,000

« Population of Christchurch NZ emigrants to Oz by 2018
- $957 $1,350

« Ave. weekly wage in NZ Ave. weekly wage in Oz
*40% 40%

* Gap NZ vs. Oz wages now Oz wage rises by 2018

* 80% 0%

« NZ wage growth to reach Above trend growth in Oz pay

parity with Oz wages by 2018

* How will we do it?

* What will happen if we don’t?

Economic reward

» Tourism has the best financial and performance data of any sector
« Tourism satellite accounts
« Lincoln University’s Tourism Recreation Research & Education Centre
« Yield research, sector benchmark and performance

* Financial yield 1999-2003
« (Net operating profit after tax before before interest as % of total assets)

* Hosted accommodation 1 2.7%
* Lodges, boutique accommodation :3.6%
« Caravan and camping parks :3.7%
* Hotels 1 4.0%
* Motel / motor inn :5.3%
» Backpacker / youth hostel 1 6.7%

« All New Zealand businesses, average : 5.7%
* Bank’s base lending rate 1 6.5%

13



Economic reward

* Yet, accommodation kept attracting investment, 1996-2005:

* Hotel rooms 1+ 36%
* Motel rooms 1+ 36%
» Hosted accommodation 1+ 82%

» Backpacker accommodation : +149%

* “The low yields must be acceptable to these investors and from this
perspective the yields seems to be sustainable.”

- Summary Report of the Yield Research Programme, Nov 2007

* But for how long?
* Room rates are declining in real terms, Hotel Council data shows
« Clearly, investors are accepting low profits in the hope of capital gains
* This is a very common NZ business model...asset rich, cash poor
. e.g. dairy industry and residential property investment

* But capital values can become so high...
« ...a business becomes unsustainable
* ...in tourism or any other sector

Economic reward

* Dairy’s strained model:
» Farmers make their money from asset appreciation not operating profits
« ...revenues service debt rather than generate profits

» Farmers anticipate higher payouts
+ ...so land prices rise ahead of payouts, capitalising future profits

* Currently a typical farm has:
. $4 of fixed costs per kg of milk solids
. $2.75 of operating costs per kg of milk solids
= $6.75 total

» The payout will be a record $7.30 per kg of milk solids this season...
« ...but is likely to fall below $7 next season...
« ...severely straining many farms’ finances, stifling industry investment

* How can farmers achieve a balance between income & capital reward?
* How can hotel owners do likewise to stimulate further investment?

You have the data...

+ ...but what's the strategy?

* Increase value not volume
+ Earn profits not capital gains
* Build year-round not peak travel
- (e.g. market July holidays in the 37th best destination in the world!)
* Better target who and from where
» Market and branding even more effectively

* Raise yields rapidly
* Recruit, train, retain, reward and grow staff
* Investment fully and creatively in infrastructure

* Lead the world on sustainability

* How will we (this is a national issue)
earn more from tourism?

Your opportunity

“I don’t believe that the solutions in society will come from the left or right
or the north or the south.

They will come from islands within those organisations, islands of people
with integrity who want to do something.”
« Karl-Henrik Robert

MD, renowned Swedish oncologist, medical researcher
and a key figure in the worldwide sustainability movement
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Agenda

* We're stoked
» We're stuffed

* The factor
» What's at stake

* Our rankings
* NZvs. Oz

* Issue arising
* Our next revolution

New Zealand’s next revolution

» Economic reform  Environmental reform
» 1984 -1994 » 2007- 2037 (?)
« Triggered by sudden collapse « Triggered by gradual awareness
* Theory clear - markets rule » Theory very unclear - big new areas
* Practice less clear * Practice even less clear
» Outcomes » Outcomes
. Economy more efficient  Radical change in economy
* But we didn’t change our model « Radical change in our model
+ Same commodity exports « Shift from commodities

- Low value, low pay

- Became less engaged with world - High value, higher pay

- Become more engaged with world

Our next revolution...

...will be harder, deeper, longer

...more beneficial, more rewarding

)

...reinventing paradise
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