
Taranaki Business Survey

RESULTS OF THE NOVEMBER 2016 SURVEY



ÅMonitors economic confidence by Taranaki businesses 
and their views on key business issues.

ÅUndertaken by Venture Taranaki 6-monthly since 1999.

ÅSurvey sent to over 1500 Taranaki businesses. 

ÅCross section of industry type, location and size.

ÅSpans a number of standard economic questions. 

ÅPlus a special topic: Taranaki awarded ς2nd Best 
Region in World To Visit:
ïAwareness of award

ïResponse

ïPotential impact on region growth

ïHow to leverage

Taranaki Business Survey



2017 looking 
more 
positive!

ÅImprove 46% (up 
from 23%)

ÅSame: 45% (up 
from 60%) 

ÅDeteriorate ς6% 
(was 15%) 

Å5ƻƴΩǘ ƪƴƻǿΥ о҈

NZ Economic Conditions:next 12 months
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Improve Remain the Same Deteriorate Don't Know



Also more 
bullish!

ÅImprove 42% (up 
from 29%) 

ÅRemain same 50% 
(down from 54%) 

ÅDeteriorate 6%  (was 
16%) 

Å5ƻƴΩǘ ƪƴƻǿΥ о҈

Industry conditions: next 12 months

0%

10%

20%

30%

40%

50%

60%

70%

N
o

v-
0

7

M
a

r-
0

8

Ju
l-

0
8

N
o

v-
0

8

M
a

r-
0

9

Ju
l-

0
9

N
o

v-
0

9

M
a

r-
1

0

Ju
l-

1
0

N
o

v-
1

0

M
a

r-
1

1

Ju
l-

1
1

N
o

v-
1

1

M
a

r-
1

2

Ju
l-

1
2

N
o

v-
1

2

M
a

r-
1

3

Ju
l-

1
3

N
o

v-
1

3

M
a

r-
1

4

Ju
l-

1
4

N
o

v-
1

4

M
a

r-
1

5

Ju
l-

1
5

N
o

v-
1

5

M
a

r-
1

6

Ju
l-

1
6

N
o

v-
1

6

Improve Remain The Same Deterioriate Don't know



Anticipating a 
better six months 
ahead!

ÅImprove: 51% (up 
from 32%) 

ÅRemain same: 42% 
(down from 47%)

ÅDeteriorate: 6% (was 
18%)

Å5ƻƴΩǘ ƪƴƻǿΥ н҈

Sales: next6 months
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Taranaki business: concerns

High
concern

Low
concern
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Factors Impacting growth Nov/Dec 2016



²ƘŀǘΩǎ ŎƘŀƴƎŜŘΚ 

Up:

Competition

Costs:

Electricity, staff, fuel

Transportation

Telecommunication

Interest rates

Less: weather
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What's changed since June 2016?
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Other factors impacting on 
business

Å Increased compliance costs e.g. food and alcohol sector

ÅHealth and Safety compliance

ÅWork safe compliance

ÅUnregulated competition e.g. air bnb (visitor industry)

ÅUS presidential election results (NB: survey undertaken prior 
to US elections)

ÅLocal economy ςunder pressure and uncertainty e.g. 
farming, O&G

ÅOil, gas and dairy have made a big impact



Outlook  status 
quo but signs 
of  lift

66% anticipate 
employment levels 
to remain the same.

24% - increase.

ƻǳǘǿŜƛƎƘǎ ΧΦ

6% expect staff 
numbers to decrease 

Employee numbers ςnext 6 months
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Skill 
shortages 
decline 
slightly.

82% - no skill 
shortages

18%  of Taranaki 
businesses report skill 
shortages or 
difficulties recruiting 
appropriate staff. 

Skill shortagesor difficulty hiring?
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Skills shortages mentioned

ÅChefs

ÅMechanical fitters

ÅDiesel technicians

ÅGas fitters

ÅRefrigeration technicians

ÅSkilled engineers

ÅWater treatment engineer

ÅCasual office staff over 
summer

ÅGPs for rural practice

ÅExperienced nurses

ά²Ŝ ŀǊŜ ǾŜǊȅ ǎǇŜŎƛŀƭƛǎŜŘ 
and need specific 
qualifications and 
ŜȄǇŜǊƛŜƴŎŜ ǘƘŀǘ ŀǊŜƴΩǘ ƛƴ 
bŜǿ ½ŜŀƭŀƴŘέ



Special Topic: 
Taranaki: the wƻǊƭŘΩǎ#2 region to 

visit in 2017 (Lonely Planet)



Background
ÅContext: Taranaki awarded 2nd best region in the world to visit, by 

Lonely Planet 

ÅWho is Lonely Planet? ¢ƘŜ ²ƻǊƭŘΩǎ ƴƻΦ м ¢ǊŀǾŜƭ DǳƛŘŜΦ

ÅHow was it judged? LƴŘŜǇŜƴŘŜƴǘƭȅ ŀǎǎŜǎǎŜŘ ōȅ [ƻƴŜƭȅ tƭŀƴŜǘΩǎ  
travel experts, authors, commissioning editors and community 
travel advisers.

ÅTaranaki business feedback: Awareness of award, response,  
significance to the region, and how to leverage the award.
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What has been the general response?

ÅάtƻǎƛǘƛǾŜ ŀƴŘ ŜƴǘƘǳǎƛŀǎǘƛŎΦ tŜƻǇƭŜ ǿŀƴǘ ǘƻ Ǉƭŀƴ ŀ Ǿƛǎƛǘ 
ƻǾŜǊ ƘŜǊŜέ

ÅάtƻǎƛǘƛǾŜ and I have to say some surprise from NZ 
friends (and New Plymouth residentsύέ

Åά{ǳǊǇǊƛǎŜ ςhow did it ƘŀǇǇŜƴΚέ

Åά5ŜǇŜƴŘǎ ǿƘƻ ȅƻǳ ǎǇŜŀƪ ǘƻΦ ¢ƘŜǊŜ ǎŜŜƳǎ ŀ ōƛǘ ƻŦ ǘŀƭƭ 
poppy response via other NZ regions however 
ƛƴǘŜǊƴŀǘƛƻƴŀƭ ƎǳŜǎǘǎ ŀǊŜ ƳƻǊŜ ǇƻǎƛǘƛǾŜέ

Åά{ƻŎƛŀƭ ƳŜŘƛŀ ςgreat news, love the place, word of 
ƳƻǳǘƘ όƳƛȄŜŘ ƳŜǎǎŀƎŜύ ŜƛǘƘŜǊ ŦŀƴǘŀǎǘƛŎ ƻǊ ŘƛǎōŜƭƛŜŦέ

Åά/ƻƴŎŜǊƴ ǇŀǊŀŘƛǎŜ ƳƛƎƘǘ ŎƘŀƴƎŜέ
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COULD YOUR BUSINESS 
use/leverage this award?

ÅMany unsure

ÅExporters/international/recruitment/social media

ïά²Ŝ ƘŀǾŜ ŀƭǊŜŀŘȅ ǳǎŜŘ ƛǘ ƛƴ ŀ ¢± ƛƴǘŜǊǾƛŜǿ  ŀƴŘ ŀǊŜ ǳǎƛƴƎ 
ƛǘ ƛƴ ƻǳǊ ǎƻŎƛŀƭ ƳŜŘƛŀέΦ

ïά²Ŝ ŎƻǳƭŘ ƛƴŎƭǳŘŜ ƛǘ ƛƴ ƻǳǊ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŜǎǇŜŎƛŀƭƭȅ 
ƛƴǘŜǊƴŀǘƛƻƴŀƭκŜȄǇƻǊǘ ǿƻǊƪέΦ

ïά¸ŜǎΣ ŎƻǳƭŘ ǳǎŜ ǿƘŜƴ ŀŘǾŜǊǘƛǎƛƴƎ ƻǳǊ ǇǊƻŘǳŎǘǎ ƻǾŜǊǎŜŀǎέΦ

ïάaŀƛƴƭȅ ƛƴ ƻǳǊ ǎƻŎƛŀƭ ƳŜŘƛŀ ƳŀǊƪŜǘƛƴƎ ŀƴŘ ƻƴƭƛƴŜ 
marketing. Would be nice if we could design a badge 
όƭƻƎƻύ ŦƻǊ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŀƴŘ ǇŜǊƘŀǇǎ ŜƳŀƛƭ ǎƛƎƴŀǘǳǊŜǎέΦ

ïά¸Ŝǎ ƛƴ ŀŘǾŜǊǘƛǎƛƴƎ ƧƻōǎκǊŜŎǊǳƛǘƳŜƴǘέΦ



COULD YOUR BUSINESS 
use/leverage this award? (cont)

Visitor/tourism operators: 

Åά²ŜΩǊŜ a backpacker business ςso will be 
sharing this on our web site and ōǊƻŎƘǳǊŜǎέ

Åά/ƻǳƭŘ use in our branding, add to our web site 
and email ŀŘŘǊŜǎǎέ

ÅάWǳǎǘ for general boastingΗέ



How can Taranaki leverage the 
award? 

Marketing/Promotion:

Åά¦ǎŜκǊŜŦŜǊŜƴŎŜ ǘƘŜ ŀǿŀǊŘ ƻƴ ǇǊƻƳƻǘƛƻƴŀƭ ƳŀǘŜǊƛŀƭΦ ¦ǎŜ 
as a logo for everything ςespŜǾŜƴǘǎέ

ÅάhŦŦŜǊ package deals around the mountain  for different 
tours ςgardens, art galleries, beaches, eateries, cultural 
ŀŎǘƛǾƛǘƛŜǎέ

Åά/ǊŜŀǘŜ ǎƘƻǊǘ ǾƛŘŜƻǎ ǇǊƻƳƻǘƛƴƎ ŀǊŜŀΣ ŜƴǾƛǊƻƴƳŜƴǘ ŀƴŘ 
ōǳǎƛƴŜǎǎŜǎ ŀǎ ǿŜƭƭ ǎƘƻǿƛƴƎ ƻŦŦ ǘƘŜ ǊǳǊŀƭ ǘƻǿƴǎέ

Åά¦ǎŜ it proactively throughout the year. The words 
Lonely Planet gets ŀǘǘŜƴǘƛƻƴέΦ

Taranaki wide:

Åά¢ŀǊŀƴŀƪƛ ƛǎ ƳƻǊŜ ƳŀǊƪŜǘŀōƭŜ ǘƘŀƴ bŜǿ tƭȅƳƻǳǘƘέ 



How can Taranaki leverage the award?

Ensure substance beneath the marketing:
Åά¢ƻǳǊƛǎƳ ƛƴŦǊŀǎǘǊǳŎǘǳǊŜ ƛǎ ǘƘŜ ƳƛǎǎƛƴƎ ƭƛƴƪΦ ¢ƘŜ ŀǿŀǊŘ ƛǎƴΩǘ 
ǎǳŦŦƛŎƛŜƴǘ ƛƴ ƛǘǎŜƭŦΦ ²Ŝ ƴŜŜŘ ƳƻǊŜ ǘƻǳǊƛǎƳ ŀŎǘƛǾƛǘƛŜǎέΦ

ÅPromote the PouakaiCrossing now

Government Connections: NZ Inc leverage:
ÅάDŜǘ ¢ƻǳǊƛǎƳ b½ ǘƻ ƛƴŎǊŜŀǎŜ ƳŀǊƪŜǘ ƻǳǊ ǊŜƎƛƻƴ ƳƻǊŜ ǾƛǎƛōƭȅέΦ
Åά[ƻōōȅ DƻǾŜǊƴƳŜƴǘ ǘƻ ƘŜƭǇ ǳǎ ŘŜǾŜƭƻǇ ǘƘŜ ƛƴŘǳǎǘǊȅϦΦ

Spreading the word: A role for Everyone:
ÅάwŜƳƛƴŘ everyone to take the opportunity themselves and 

inject it into their own ƳŀǊƪŜǘƛƴƎέΦ
ÅάtǊƻǾƛŘŜ ŀ ǿŜō ǎƛǘŜ ƭƛƴƪ ǘƻ ǘƘŜ ŀǿŀǊŘ ƛƴŦƻ ƻƴ ±¢Ωǎ ǿŜō ǎƛǘŜ  ie

a one page infographic on what is; why we have ǿƻƴέΦ
Åάwǳƴ a forum on how the award/brand can be ǳǎŜŘέΦ



Other impacts of the Award

Confidence
ÅάIŜƭǇƛƴƎ Taranaki businesses believe in themselves in 

challenging ǘƛƳŜǎέ
ÅάtƻǎƛǘƛǾƛǘȅ ŀƳƻƴƎ ōǳǎƛƴŜǎǎŜǎ ŀƴŘ ǇŜƻǇƭŜ ƭƛǾƛƴƎ ƛƴ 
¢ŀǊŀƴŀƪƛέ
Åά±ŀƭƛŘŀǘƛƻƴ for residents, a confidence ōƻƻǎǘέ

Awareness, Taranaki on the map
Åά[ŜǾŜǊŀƎƛƴƎ ŎŜƴǘǊŀƭ ƎƻǾǘ ƛƴǾŜǎǘƳŜƴǘ ƛƴ ǘƻǳǊƛǎƳ 
ƛƴŦǊŀǎǘǊǳŎǘǳǊŜέ
ÅάaŀƪŜ ǇŜƻǇƭŜ ƳƻǊŜ ŀǿŀǊŜ ƻŦ ƻǳǊ ŎƻǳƴǘǊȅ ŀƴŘ 

province. Its amazing how many people overseas do 
ƴƻǘ ƪƴƻǿ ǿƘŜǊŜ b½ ƛǎέ
Åά[ƻƻƪǎ ƎƻƻŘ ƻƴ ¢ŀǊŀƴŀƪƛ /±ǎέ



Other impacts of the Award (cont)

Lifting Our Game
ÅάLƴŎǊŜŀǎŜ performance of hospitality staff because of 

higher ŜȄǇŜŎǘŀǘƛƻƴǎέ 

Potential concerns ςexpectations/losing paradise
ÅάaƻǊŜ ǇǊŜǎǎǳǊŜ ƻƴ ŦǊŜŜŘƻƳ ŎŀƳǇƛƴƎ ŀǊŜŀǎ ŀƴŘ 9ƎƳƻƴǘ 
bŀǘƛƻƴŀƭ ǇŀǊƪǎ ŀƴŘ ŀǘ ǎǳǊŦ ōǊŜŀƪǎέ

ÅάbŜŜŘ ŀ ŎƻƻǊŘƛƴŀǘŜŘ Ǉƭŀƴǎ ƻƴ ǊŜƎƛƻƴŀƭ ƛƴŦǊŀǎǘǊǳŎǘǳǊŜ ς
stretching resources on mountain, tracks, rubbish, public 
ǘƻƛƭŜǘǎέ

Åάǘƻƻ Ƴŀƴȅ ǇŜƻǇƭŜ ƴƻǘ ǊŜǎǇŜŎǘƛƴƎ ǿƘŀǘ ŀ ōŜŀǳǘƛŦǳƭ ǇƭŀŎŜ 
ǿŜ ƘŀǾŜέ

ÅάaƻǊŜ ǇŜƻǇƭŜ ǾƛǎƛǘƛƴƎ ƛǎƴΩǘ ŀƭǿŀȅǎ ƎƻƻŘ ŦƻǊ ŜƴǾƛǊƻƴƳŜƴǘέ



±ŜƴǘǳǊŜ ¢ŀǊŀƴŀƪƛΩǎ ǊŜǎǇƻƴǎŜ


