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EXPANDING OUR STORY
BEYOND THE KNOWN
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ISN'T NEW ZEALAND JUST LIKE
ENGLAND? s




NEW ZEALAND OVERVIEW

5,127,400
September 2022

3.3%
September 2022
quarter
$375 billion

September 2022

2.0% (quarterly)

2.7% (annual)
September 2022

82 years old

$85.4 billion
Year ended December 2021

$77.2 billion
Year ended December 2021

$163.6 billion
Year ended December 2021

®

NEW ZEALAND
STORY



THE WORLD GARES ABOUT
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A\l climate change human rights -
readiness

"' business i: international

peacefulness
friendliness

gender equality

reputation

least corrupt energy security
public sector
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GROWING CULTURAL .

P h a

6.5% 2% 102% 8% 8% 1.3%

Maori Other European Asian Pacific Middle Eastern,
Latin Amearican,
African

2018, Statistics New Zealand, Census 2018, Total is more than 100% bacause some people report more than one ethnicity.
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MAORI *

Searching for a better life for
their people, our earliest settlers
undertook one of the greatest
feats of navigation, voyaging
across the vast Pacific Ocean

to become the Maori settlers of
Aotearoa New Zealand.
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To ensure his fellow workers had adequate
time for rest and family, Samuel Parnell,
one of the first European settlers in

New Zealand, created the world’s first
40-hour work week in October 1840.
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VOTE

New Zealand was the first country
in the world where women won the
right to vote on September 19, 1893.
The movement, led by suffragettes
Kate Sheppard and Meri Te
Tai-Mangakahia, paved the way for
liberal reforms that earned

New Zealand the reputation as the
‘social laboratory of the world.’




ISN'T NEW ZEALAND SMALL?

‘ t -
- y
-




W NEW ZEALAND
STORY

SINGAPORE COMPARED

728 km? 616 km?
5,450,000 people O people &

7,486 people/km O people/km
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NEW ZEALAND'S COASTLINE ™



NEW ZEALAND AIRSPACE ™

30 million square kilometres - 6% of the total and one
of the largest areas of airspace in the world.




THE NEW ZEALAND
SPAGE INDUSTRY
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space player in the world

to put a satellite into orbit

revenue in 2018-19

in New Zealand



ISN'T IT ALL MOUNTAINS &
RIVERS?
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NEW ZEALAND'S & % . * .
SEED INDUSTRY s

4'I'H lARGES'I‘ exporter of seeds - Ny ' . )

in the world e e b S e

600/0 of the world’s carrot seeds * : . NG
a \ ; P AT - ::' —d g . £ " »

come from New Zealand

500/0 of the world’s radish and clover

seeds come from New Zealand

Source: The New Zealand Grain & Seed Trade Association
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NEW ZEALAND
HAS MORE THAN

400 GOLFG R

SECOND HIGHEST .
PER CAPITAAFTER [m———
SCOTLAND




IF AUCKLAND WAS IN THE IS

It would be the fifth most populated city - behind Houston, TX and ahead of Phoenix, AZ

B

2,103 ANGELES

3.90m

-

LNEW YORK -

8.80m

United States census & Statistics New Zzaland
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WHAT 1S OUR
NE\W ZEALANDﬂTO

Our country’s narrative is built on international perception
research and underpinned by values that define us as people
and as a country. The more the world knows about these, the
greater our chance to grow New Zealand’s global reputation.







NEW ZEALAND VALUES

POTIKITANGA
CARE FOR PEQPLE ou curous ngerous
> AND CONNECTION TO PLACE
DRIVES OUR INGENUITY PONO

Acting with integrity,
nnnnnnnnnnn

mmmmmmmmmmmm
eeeeeeeeeeeeeeeeeeeeeeeeeeeee
relationships based on respect,







MADE WITH CARE GOOD VALUES MAKE 100% PURE

(F&B) FOR GOOD BUSINESS NEW ZEALAND
(Investment) (Tourism NZ)
POWERED BY WE SEE FIT FOR A | AM NEW/
PLACE TOMORROW FIRST BETTER WORLD THINK NEW
(Agritech) (Tech Sector) (MPI) (Education NZ)

CARE FOR PEOPLE, AND CONNECTION TO PLACE, DRIVES OUR INGENUITY.
T T

POTIKITANGA



NEW ZEALAND'S

$308b

BRAND VALUE

amazon  (Google & wicosor

Brand Finance 2024 (all values in USD)



NEW ZEALANL
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NEW ZEALAND

Maori STORY Brand NZ
Advisory Ambassador
Group Inspire, curate and Group

amplify storytelling
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Bring visitors to Bring students to Exports from, Protect New Zealand's  Protect New Zealand's Grow New Zealand's Grow New Zealand's
New Zealand New Zealand and Investment into international relations Food Sector Maori Economy Economy
New Zealand
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TOOLKIT

We produce a wide range

of royalty-free images
and videos, infographics
and key messages, all
free for use to help

you tell your story.

CONTENT

We create and curate
stories, videos and
campaigns that tell

New Zealand stories,
in a variety of formats.
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RESEARCH CONSULTANCY FERNMARK

We commission and share We work with government The FernMark Licence

international research agencies, companies, Programme helps promote
on how New Zealand industry groups, and and protect New Zealand
is perceived in key major events on how products and services
overseas market. to tell the story of on a global scale.

New Zealand Story widely.




TOOLKIT & CONTENT ¥ ol

Freely available resources (images, video, infographics, presentations, research) for businesses and
organisations to promote New Zealand offshore for different sectors, markets and audiences.

TRADERELATIONSHIPS ™




®| THE
NEW ZEALAND
FERNMARK
LICENCE

NoRy_CALAND | pROGRAMME

When you compete in overseas markets, you’@ 2
\ "*--/ = L
\

world. But you don't need to go it alone. Wherty_‘ €
silver fern, our FernMark, you’ll benefit from a greater se??ﬁlrée o} gonnectlon

to New Zealand’s reputation, enhanced credibility with dlstrlbutors and the

increase in trust consumers feel for a product or service that has a tick:of ¢ 11 ®
approval from the Government. ¢ ¥
P \ / | %
Eligibility criteria applies. Qg © T "\"f_ﬂ %
W %
NEW ZEALAND.COM

Licence No0.123456
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We commission and share international research on how New Zealand is perceived in key overseas markets,

) Ty
p—
=

We have a range of perception research reports te help businesses understand how people view New Zealand in key

markets and help businesses tailor their story for different regions around the world.
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GLOBAL PERCEPTIONS
OF NEW ZEALAND ssmene

Reputation
Shows our score increased Influence
overall, but our ranking and
reputation for Education &

) ) c
Science is decreased. overnance

International
Relations

Culture & Heritage

Media &
Communication

Education &
Science

People & Values

Sustainable Future
Brand Finance”

Source: Brand Finance Global Soft Power Index 2023
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NEW ZEALAND PERGEIVED AS BEING

IMPLIES
v’ Self sufficient
v Decisive

v Community-
orientated

BOUNTIFUL
NATURAL BEAUTY

IMPLIES
v Outdoorsy
v'Strong

sustainability policy

PROGRESSIVE &
UNPROBLEMATIG

IMPLIES
v'Collectivist culture
v'Strong social policy

v Education
credentials

v'Caring, friendly and
peaceful

THREE KEY NARRATIVES HELP TO UNDERPIN THESE PERGEPTIONS:

- Belief that we are collectivist, and have politics that reflect this

LAID BACK

IMPLIES

v'Happy population

v"Good work-life
balance

v Open and
accommodating

« Belief that we are well connected to and protective of our natural environment

®
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IMPLIES

v'Connected to the
land

v'Honest and
straightforward

* And a belief that we have comparatively positive relations and integration with Maori
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