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Preface

This report presents the findings of a study to determine the feasibility of establishing
a Pacific cultual experience and entertainment centre in Auckland. The study was
conducted between August and December 2016 by NZIER with input from the Ministry
for Pacific Peoplé€3Pacific Cultural Centre Advisory Group. The Advisory Group
consisted of public and pite sector experts in arts and culture, tourism, education
and business innovation, as well as a range of Pacific and Maori community leaders
from across New Zealand including:
Victoria Carter ONZM (Chair)
Reverent Maligi Evile
Mele Nemaia
Leo Foliaki
FisoJohn Fiso
David Taipari

NBGG hQwaAatf Se
Sandra Kailahi
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Caren Rangi

=

Peter Kiely

The Advisory Group was tasked with providing strategic guidance to the Ministry for
Pacific Peoples for the project. The Group provided advice at various stages of the
project thereby ensuring that a Pacific perspective was incorporated throughout the
development of the feasibility study.

The Ministry for Pacific Peoples would like to thank NZIER and the members of the
Advisory Group for their time, guidance and support, and trenynpeople in New
Zealand and overseas who participated in the study. This report is a valuable
contribution to making a Pacific Cultural Centre in Auckland a potential reality.
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Executive summary

A PCCcould serve afew key purposes

The purpose of thistgdy, commissioned by the Ministry for Pacific Pegplis to test
the feasibility of a Rcific CulturalCentre (PCC) to serve objectives for:

1 economic development

1 promotion and preservation of Pacific culture
9 vocational pathways and job opportunities.

Exanining wider choices to promote economic development and Pacific culture (e.g.
Pacific television) are outside the scope of this study.

Why a PC&

1  The strategic case for change is based on Pacific people constituting 18% of
the Auckland population by 203&etting economic development and
employment right for Pacific people isortant for New Zealand overall

1 Individual Pacific wealth sits at $12,000 compared to $87,000 for all New
Zealanders. A PCC owned and operated by Pacific people has the potential
to turn Pacific cultural and human capital into financial wealth

1 Pacific unemployment sits at 8.6% for men compared to 4.9% overall and
12.1% for Pacific women compared to 5.8% overall. While a small direct
employer, a PCC can create jobs for suppliersraladed services

T tNRGSOUGUAY3I YR LINBY2GAYS3
diversity. Despite atrong sense of culturéacific people find twice as
difficult to express thir identity compared tahe total population. A PCC

canceléebrate Pacific identity

t OAFAO Odzt G dzN

1 There are currently very few tourism attractions that feature Pacific culture
and very few tourism attractions operating at night. There is an opportunity
for a unique offering like a PCC to provide a collaborative, coordinated
sustanable space to celebrate Pacific culture.

Table 1 Intervention logic for a PCC

Inputs Outputs Impacts
Live Management
People -
performances capability
Cultural Cultural Wealth

knowledge/expertise| demonstrations | creation

Facilities Pacific events Work_
experience
Contemporary Skill
Creativity arts development

: development
and experiences

Intermediate

outcomes

Pacific economic
development

Job creation

Promotion and
protection of
Pacific culture
(includingdevelop
and maintain)

Outcomes

Economic
development (and
reinvestment)

Social cohesion

National idenity

Soft diplomacy
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With the purpose of a PCC to provide for Pacific economic development and protect
and promote Pacific culture, development of an authentic tourism offeringiges a

way to fund these objectives by leveraging the human and cultural capital held by
Pacific people.

A PCC ultimately supports not only objectives for Pacific economic development and
Pacific culture but wider outcomes for social cohesion, nationanhtity and soft
diplomacy within the Pacific region.

A PCC can operate around breakeven, depending on what prices it can
command

1 A1l-2year establishment phaswill be necessary before a PCC is able to
function sustainably

1  The core offering sets the P@gart from other cultural tourism attractions
through providing an authentic interactive experient@d, performances
and arts and crafts

1 It attracts78,000 internationalvisitors and35,000 domestiwisitors (note
we think this is fairly conservatives ¢he international visitor estimate is
based on our top three markets from China, Germany and the US only)

1  Under these assumptions, we estimate operating revenue to range from $2
million to $3.3 million in the early years of being fully operational (Ezgle
2)

9  Assuming the PCC is near the airport and thus has relatively low leasing
costs, we estimateperating expenses of $3.3 milliger year

1 Colocationwith like businesses and local infrastructure will improve the
chances of success throughglomeation effects

1  This suggests theCC could operate around breaen if it can command
prices under Scenario. However, if market conditions do not allow for the
PCC to command those prices then the PCC will likely operate at a loss of
around $1 million

1 Another way to look at it is that for the PCC to break even we would need
each visitor to spendimost $30on average

9 Our visitor projections are conservativeéwle include the Australian market
(which is large in number but has a much lower propensityisit an
interactive cultural attraction) it would suggest international visitors of
120,000. This would see operating revenue range from $2.3 million to $3.8
million. Taking into account increased operating cost of $3.4 million from
higher visitor numbes, this suggests the potential for the PCC to make a
modest profit of almost $500,000 if it can command prices under Scenario 1

1 Key to commercial viability of the PCC will be attracting visitors and
maintaining margins

1 It may be possible to offset anymmnercial loss with sponsorship or other
non-commercial revenue (e.g. public education programmes).

NZIER report i Pacific Cultural Centre feasibility study iii



Table 2 Indicative revenue range

Scenario Visitor Visitor
Cooking class Performance Exhibition numbersof numbers of
113,000 155,000
Scenario 1 $40 $50 $5 $3,307,200 $3,837,600
Scenario 2 $30 $35 $5 $2,441,400 $2,878,200
Scenario 3 $25 $30 $2 $1,965,600 $2,262,000

Important education, cultural and social benefits for all New Zealanders

1 A PCC Wiplay a domestic role for all New Zealanders by educating young
and old about Pacific culture and New Zealand Pacific culture. Improved
understanding helpbuild national identity and social cohesion

I A PCC can provide an outlet for funders and produo¢iPacific arts and
culture to reach new audiences

1 Creative New Zealand reports that Pacific arts have had the lowest
audience growth of any market segment. Notwithstanding, more than one

GKANR 2F (KS O02dzy i NEQa Whtidzé FBadiNd f Y I NJ S
cultural experience, this creating an opportunity to boost and promote
Pacific arts and culture
1  Provide space for early childhood, primary and secondary school
programmes
1 A PCC may need to attract sponsorship, philanthropic or government
revenue to support programmes that support these benefits.
There is a gap in the lucrative cultural tourism market : a PCC could fill it
9 Tourism is booming. International tourist spending was up 20.1% in 2015.
Domestic tourism was up 6.8% in the same period
9 Cdtural activities (especially art gallery/museums) are popular with tourists,
both domestic and international. Hobbiton has over 240,000 visitors per
year. The Auckland Art Gallery had 446,000 visitors in 2015
| Cultural tourists spend more in Auckland thar2 dzZNA 2G4 6K2 R2y Qi S

cultural activities. There is@ultural tourismspending premium of $1,700
per international visitor

Key issue: is it financially viable, and under what conditions?

The longterm financial viability ofa PCC is important. iancial viability hinges on
choices made related to:

9 activities/unique offerings¢ a PCC will need to compete through unique
product differentiation that preserves cultural authenticity

9 location of aPCGQ; the optimal location of the PCC will need to balan
proximity to its workforce, accessibility for target domestic and international
tourism markets, complementary markets and ceffectiveness
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T the extent to which governance, ownership and managemasattold both
cultural integrity and commerciadisciplines

1 we have considered the initial, indicative case. This provides a basis for any
detailed business case assessment that may follow

1 thepreferred option is a leased venue facility in South Auckldretause it is
proximal to the workforce, internationalisitors and has lower costand the
possibility of cdocation with other cultural and economic development
organisations.

Our market research and financial analysis indicates a PCGvould be
financially viable, under certain conditions

1  The commercial opation ofa PCQGnust be bcused on international
visitors. The top three markets with the highest propensity to spend on
interactive cultural experiences are China (also our fastest growing market),
DSNXYIFye FtyYyR GKS ' {® /2 YIchtks3iNGlzy(i2yQa Yl
international visitors surveyedvould be extremely or venyikely to visit a
PCC

1 Domestic visitorgdifferentiated as local Aucklanders and rest of New
Zealand)pre another source of direct revenue faPCCandprovide a
valuable contributin to the wider Auckland tourism sector through
ALSYRAY3I 2y I 002YY2RIGA2Y YR K2aLRAGLl A
research indicate$ in 5 New Zealanders surveyed sdildey were likely to
visita PCC

1  There is strong domestic support for a PE@me 70% foKiwis surveyed by
Colmar Brunton say thatPCC would be good for Pacific peoples, and 63%
say it woud be good for tourism

1 Iflocated close tahe airport, the PCC is close to the gateway for the 1.5
million international visitors that come through Audakd International
Airport. Two-thirds of international visitors surveyed said they would make
a special trip outsid of AucklandCentralto visitaPCC

1 While the cruise ship market is also likely to be an important one for the
PCC, its scale is around th®f the number of visitors arriving by plane.
The mix of international visitors arriving by plane diss a greater
propensity to spend on cultural activities than cruise ship tourists

1 Itis assumed thathe PC@perates commerciallysix days a weekwith
Sunday being a rest day.

1 The core product mix that will support commercial viabilyt be focused
on Pacifidood, performances, and arts and craft®©ver half of
international visitors surveyed by Colmar Brunton stated that they would
be extremelyinterested or very interested in all of these activities, watin
4 particularly interested in eating Pacific food

1 Adequatebalance sheet depth will be essential to ensure sustainability
through the startup phaseAt startup, the PCGnay need both grate and
public capitalWe estimate annual operating costs of around &illionin
the first year of full operatioexcluding leasing costs, or 83nillion
inclusive
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We estimate$5.25million for setup capitalwould be required ($4.3 million
+ appoximate cost of land) should a new building be constructed.

The way forward

T

A single centre can only ever be small but targeted (at least initially). As
such, it cannot be all things to all people

Alarge iconic structure may be attractive to some buttsea high hurdle

for initial feasibility. This increases the financial risks for potential funders.
As such, it will be important to demonstrate commercial viability because it
will not be acceptable to put cultural authenticity at risk to attract
customes

While a financially viable PCC may not initially be a significant employer
itself, it can however be a@nablerof economic developmentor Pacific
people through vocational pathways and social enterprise

Scalability in time will come through partnéips and learning what works
as you go.

Ownership and governance choices are critical for long term success

T

There are several ownership and governance options; all require close
analysis; all involve tradeffs

Ownership forms must consider community neé€dgltural capital), will
need to allow for flexibilittand be consultative/PaRacific

Strong accountability to the commugitand other funders is critical

Our initial view is that the preferred ownership model must have
commercial primacy in order to baable and support economic
development objectives in a highly competitive tourism market. While this
will be difficult in the initial years of full operation we believe in the long
run it will be commercially viable through both an increase in the nurober
visitors and ao increased spend per visitor

Ownership models that anein by Pacific people and Pacific organisations
are best placed to ensure that cultural authaty is preserved and
enhanced

Ownershipmay be formed as part of an existing orgaitisn or as a stand
alone.

Build strategic partnerships and prepare the PCC for a competitive
environment

1

Theinput and insighd from the PCC Advisory Groaan be used to
maintain momentum

A successful PCC will attr@ompetitorsand imitators PCC wilieed a staff
with the business and marketing skills to maintain market share and grow
without diminution of cultural integrity. Cultural integrity is a strength not a
constraint

Among the economic development agencies and cultural institutions
presently ograting and/or expanding in Auckland there is a need for a
dialogue onAucklandcultural partnershipswith the next stepso ensure

NZIER report i Pacific Cultural Centre feasibility study Vi



the PCC has partners (e.g. Auckland Council) and does not end up
competing with othes for the same scarce resources

1  AnAudland cultural partnershipidlogueneeds to include thenana
whenuaof Tamaki Makaurau

1 Flexibility, especially in the stamp phase (shorterm contracting, pilot
activities) will be needed to test and movapidly with product
development

1 Incentivesareessentiato innovate and expand scope if commercially
successfully (e.g. retail)

1 Ownership, governance and partnershgiouldbe designed in a way that
iscommercialy viablewithout compromise to cultural integrity

1 A funding case toentral and/or lochgovernmentis required to overcome
the capital and coordination constraintaced in getting a PCC established.
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1. Objectives and scope

The objectives of the feasibility study are to establish whethePaaific Qultural Centre
0 K Sy O SPECE Nin genedate sufficient income to meet the costs of goods and services
offered.

The study Bs been commissionetly the Ministry for Pacific Peoge(MPP)o assess the
potential fora PCQo support three objectives for:

1 Pacificeconomic development
1 promotion and protection of Pacific culture
1 vocational pathway and employmenpportunities

Foreasy referenc@able 3 sets outwhere we have addressed the required components of the
Request for Proposal

Table 3 Study coverage requirements

Area Section reference

Desktop review(integrated into repot) (See Reference lis References

for documents reviewed)

Stakeholder interviews

Environmentabkcan section

Identify possible functions and activities

Survey section, Product mix sectic

Identify selection criteria

Models and choices section

Market regarch

Survey results section

Competition and SWOT analysis

Environmental scan section

Venue and facility requirements

Models and choices section

Potential locations

Models and choices section

Selection criteria for location

Models and choices section

Operating model

Models and choices section

Financial model

Models and choices section

Potential funding sources

Models and choices section

Ownership options

Models and choices section

Governance model

Models and choices section

Benefits

Managing for sccessection

Current issues

Managing for succesection

Risks

Managing for succesection

Critical success factors

Managing for succesection

Action plan

Managing for succesection

Source: NZIER, MPP
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1.1. What do we mean by feasibility?

Feasibily refers to the ability of a proposal to be carried out successfully. In a practical
commercial sense this refers to revenue exceeding costs.

In a broader economic senghjs study examinea range othoicessothat decisions optimise

the valueaPCQan provide in supporting a range of objectivEsasibility in the context of this
study includes indicative consideration of the strategic, economic, commercial, financial and
management cases set out in New Zealand Tre&sdéBetter Business Cases: Giitb
Developing the Strategic Assessn@mhe Treasury, 2014)

Consideratiorof these casess interwoven through the reportrather than proceeding in a linear
fashion in order to provide a clear narrative appropriate for a feasibility stutigble 4
summarsges the scope of each of the cases.

Table 4 The Better Business Case Framework

{ GNF GS3an Describes the link(s) to the

i ?
organisational strategy and objéees Is there a compelling case for change?

Describes the economic benefits and | Does the recommended option optimise
costs value?

902y 2YAO0O

CAYLY ORA I Describes whether the project options

i ?
are affordable Is the project affordable?

A < Describestie commercial and Is the potential offering achievable and
['2YYSNDA procurement aspects attractive in the market?

al y F38Y8§ Describes whether the organisation How will the project be delivered
ability to undertake the options successfully?

Source: NZIER based o n Treasury guidance

The scope of the feasibility study is to take a high level look at each of the cases and their
constituent parts to evaluate whether there appears to be a strong enough case to warrant
further investment in developing &ull Better Buiness Casdor government funding or an
alternative path

1.2. Leveraging cultural capital to fund a PCC

Economists traditionally distinguish three types of capital; physical, human and natural. Cultural
capital is a foutt type of capital (Throsby, 19p4£dtural capital is an asset that can give rise to
economic value through a flow of services such as recordings and live performances.

Cultural capital is difficult to measuras ithas both tangible and intangible valu& successful
PCawill work out howto leverage cultural capital to attract paying customers.

While cultural capital can be leveraged to make the PCC viable, for some art forms, costs exceed
RSYFYR® ¢KAA Aa SalLISOAFffe (GNHzS Ay WKAIK | NJ
Pacifc arts where there is an emphasis on excellence and costs are dictated by the art form. In
these cases, where the artrio has characteristics such ascellence or existend@on-market)
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value, the state often makes up the revenue shortfetierefore, he PCC may be able to operate
with a mix of private and public funding.

1.3. Who are Pacific people?

For the purposes of the Pacific Culture Centre, Pacific people are New Zealanders of Pacific
KSNAGEFEAIS TyR (KS aS@Sy WI G N &Aiue@an, Cooky/1latet, 3 S a
Tokelauan, Tuvaluan and Fijian.

Statistics used in this study include a wider Statistics New Zealand definition that includes people

from a wider range of islands in the Pacifibe seven main ethnic groups accounted for more
than 8% of the total in the 2018ensus.
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2. Design parameters

The design parametersagreed with the Ministryfor Pacific Peoplesare based on the
characteristics of a modern cultural centre as derived from the literature and current practice
worldwide. Thededgn parameterprovide a set of operating princig@eeded for asuccessful
andsustainable proposition.

The proposedCGerveshe followingprimary outcomes:
9  Pacific economic development

1 promotion and protection of Pacific culture
1 vocational pathway athemployment opportunities.

The proposedPCGn Auckland is likely to beulti-purposewith integrated functions for:
9 cultural expression
1 education/history.
TheproposedPCGn Aucklands potentiallymulti-platform as a:
1 open space for collaboration
1 mixeddigital and physical experience.

The proposedPCGn Auckland isollaborativeand seeks to partner with other story tellers such

as:

wkRA2 bSé %SItlyR LYGSNYylragaAzyrtQa tIF OATA
NZOn! ANR& RSRAOIFGSR t I DckoEonddtv2y t AyS LINBaSy
| NBFGADBS bSs wSItlFyRQa tIFOAFTAO ! NIa t NP3
1 FulbrightCreative New Zealand'riter in Residencat the University of Hawalii

=A =4 =

TheproposedPCGn Aucklands multi-disciplinaryand draws primarily on:
1 the performingarts such as music and dance
1 the visual arts such as painting and carving
1 multi-media art forms
The proposedPCGn Auckland iselevantto the users and empowers people because:

1 experts work as communicators
1 users generate content.

TheproposedPCGn Aucklandieverages partnershipincluding:

1 Existingnstitutions and organisations in Auckland such as the Auckland Council,
ATEEDAuckland Museum and Auckland Art Gallery

1  Tourism New Zealan#ijuseums Aotearoa and Te Papa

1 international counterparts Univesity of Hawaii, Polynesian Cultural Center, Bishop
Museum

These design parameters apart of the evaluation of the success factors for pfreposedPCC
and is the basis on which we have carried out our financial analysis and market research surveys

NZIER report Pacific Cultural Centifeasibility study 4
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3. The strategic case for change

The strategiccase for change is based on @tervention logic thatis a testable theory of
causation an chain of conditionsTheintervention logic links the inputseeded to create the
PCQo the societal and economic imp& and outcomes that it will yield@he stated objectives
of aPC@xpressed siintermediateoutcomesare set ouin Table 5The role of government and
support foroutcomes is discussed more fullyAppendix D

Table 5 Interventi onlogic fora PCC

Intermediate

Inputs Outputs Impacts outcomes (0 bjectives Outcomes
of PCC)
Economic
. Management | Pacific economic development
People Live performances "
capability development (and
reinvestment)
Cultural Cultural Wealth . . .
. . . Job creation Social cohesion
knowledge/expertise| demondrations creation
Facilities Pacific events Work ; National
experience Promotion and identity
protection of Pacific
N Contemporary arts | o, ., culture (including _
Creativity developmentand development develop and maintain) | Soft diplomacy
experiences

Source: NZIER

The strategic case and intervention logic exist in the conteRaaificsociety in Auckland and
around the world. Understanding the patterns and trends withe contextisimportant to fully
appreciate and cesider the strategic case farPCCPacific peoplevill constitute 18% of the
Aucklandpopulationby 2038 Getting employment and economic development right for Pacific
people is important for New Zealand over&otecting and promoting Pacific cultuvéll enrich
bSé %Sl yRQa APGds andzpibriunitRid wihoithas (i & ©
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Figure 1 Pacific people are a growing part of Auckland
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Source: Statistics New Zealand population estimates and projections

New Zealand Padaifpeople have their owdistinctidentities. These identities vary by ethnicity
and generation. About onthird of Pacific people are born overseas and this proportion is
declining. A PCCprovides an opportunity to celebratcultural diversity among the aeific
community andstrengthen social cohesion through a common space.

Figure 2 Pasifika are a diverse group
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Source: Statistics New Zealand, 2013

Many Pacific peoplare multigenerational New Zealander$et 30% of Pacific pple find it
difficult to express thi identity ¢ twice the difficulty felt by the total populatiol®A PCQrovides
an opportunity for expression and for the expression to be welcoaratiexplored
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Figure 3 Pacific people find it  less easy to express their identity
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Source: NZIER, Statistics New Zealand General Social Survey

Part of the case for change &bout providing an opportunity to boost Pacific employment and
incomes that aren averagdower thanthose ofthe overallpopuation.

APCQwill provide direct and indirect employment opportunitieBo be commercially viable, the
PCC will need a loeog structure which means it withot be a major direct employer. The
degree to which indirect employment opportunities are crehie.g. performers) will depend
on the ability to attrat tourism revenueCultural sector jobs are less likely to be high wage but
they offeropportunities to augment other main sources of income and provide-fiaug work,

for example musiciansn live performances

Figure 4 Pasifika unemployment still higher than total
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Source: Statistics New Zealand, 2016

Of special concern is the number of Pacific people not in employment, education or training
(NEET)A PCGvould make a smibdirect contributionto reducing this NEET figubait the work

of aPCCespecially in cultural productiongrovidesan opportunity for young peopleo gain

work experience A PCCcan thus provide a channel for the development of confidence,
experienceand skills that support the prospects of increased employment among young Pacific
people
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Figure 5 Pasifika notin employment, education or training
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Source: Statistics New Zealand, 2016

Pacific people have lower net worth compdr® the total populationindividual Pacific wealth
sits at $12,000 compared to $87,000 for all New Zealanders. A PCC owned and operated by
Pacific people has the potential to turn Pacific cultural and human capital into financial wealth.

A wellfunctioning cultural centre can provide an opportunity for Pacific people to further the
management skills required to build economic institusdinat createwealth long term.

Figure 6 Pasifika hold minimal assets
($000s)

heses b

Liabilities
Net worth
0 50 100 150 200

Hm Pasifika ® Total

Source: Stati stics New Zealand

A wellfunctioning centrewill leverage cultural capital in the form of knedwow and cultural
expressionto build wealth. In doing so thisontributes to the protection and promotion of
Pacific heritageAuckland isin a sensghe cultural capitalfor Pacific people where this store of
cultural capital resides.
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Table 6 Auckland is the capital of the Pacific

Auckland 194,958 2013
Nasinu 76,064 2007
Suva 74,481 2007
Honiara 64,609 2009
Sydney 53,308 2011
Apia 36,735 2011
b dzl dzQl £ 2 ¥ I 24,571 2012

Source: NZIER , Statistics New Zealand, Australian Bureau of Statistics, Solomon Island National Statistic
Office, Fiji Bureau of Statistics, Samoa Bureau of Statistics, Tonga Department of Statistics

3.1.1. Comparative cultural centres

The 2014 Te Haui KTuranga Economic Viability Studyriefly surveyeddomestic and
internationalcultural centres. Te Puia: Whakarewarewa Village and New Zealaoril AMts and

Crafts Institute stands out as a successful New Zealand example, generating in the order of $15m
in incomewith reported visitor numbers of 50000-600,000 in 2013The Te Puiaay tour
includesthe geothermal area, kori village ancgnartsand crafts demonstrationl he tourstarts

at $52 per adultThe Te Po experience includes dinner, an evening performance and geothermal
wakajourney starting at $117 per adult.

Qultural centrescomparableto Te Puia in scale ardithenticofferingsinclude

1 Polynesian Cultural Center, Hawaéstablished by the Church of Latter Day Saints in
1963.

9 Brambuk Cultural Centre, Victorifustraliag established in 1990 by Aboriginal
communities and the Victorian government

1 Tjapukai Aboriginal Cultural Park, Quekand Australig established in 1987 by
artists and traditional owners.

Recent studies of Auckland Pac@ialturalcentres include:

1 ArrowResearch Grougeveloped &acific Island Business and Cultural Centre
proposal in 2002 for Waitakere City CounEiie report proposed a vision and set of
guiding principles. The business elements of the proposal were a mix of tourism
offerings and a business incubator that might evolve into an innovation precinct

f theKiwaProjectan ambitious Auckland waterfront p®jOi W2y GKS KI Nb 2
22NI RQaA FTANROG t2fe@ySaAaly adzZJSNI OAGeQ KI a
Auckland creative sector leaders for consideration by Auckland civic le@ders
Working Group, n.d.)Uncosted, the concept includes a large fcthat would face
operating costs and the need to generate a return on a large waterfront property.

The grand design, iconic in nature, would be relatively expensive as a new build.
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4. Survey research

4.1. Introduction

Colmar Brunton was commissioned to undegakarket research to provide evidence on:

1 the number of potential visitors taPCC

91 relative interest in @CQacross different demographic groups

T VAAAG2NBRQ SPCASOGIGAZ2ya 27
The market research included two online surveys:

1. Aninternational survey@oss Australia, China and USA, who account for over half of
all international travellers to New Zealand. Five hundred interviews were completed
in each country with people who said they would be likely to visit New Zealand in the
next three yearsThe daa was weighted by country to reflect the balance of visitors
to New Zealand.

2. A domestic survey with a nationally representative sample of 1,045 New Zealanders
aged 18+.

The surveys were completed online using the Colmar Brunton Online Panel in New Zealand
online panels for the three overseas markets.

4.2. Likelihood to visit

In order to estimate potential visitor numbersurvey respondents were provided with the
following information aboua PCC

There is currently a suggemsti to establish #CCso that New Zealanders and tourists can
experience Pacific Culture on a daily basis throughout the year. This would include the
opportunity to watch or take part in cultural activities such as dance, singing or music as
well as learrabout Pacific languages and Pacific cultural rituals, and better understand
other Pacific art forms.

Survey respondents were asked about their likelihood to &BICGs well as a number of other
existing cultural attractions (such as Auckland Museuh Be Papa).

The survey data was weighted depending on likelihood to visit. The weighted percentages were
then applied to current population data (using the International Visitor Survey and 2013 NZ
Census) to calculate initial projections of visitor numsfeom overseas and New Zealand. Finally
these projections were calibrated against other cultural attractions included in the survey
(where actual visitor numbers are available) to improve their accuracy.

Based orthe survey findings it is estimated there could be a potential audience of up to 211,000
overseas visitors ta PCGach year.
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However, this estimate comes with a number of important caveats. It was not possible to
provide survey respondents with infortien on pricing or the location cd PCUn Auckland,
both of which would impact their likelihood to visit.

In addition, the estimate also assumes tlae®CCachieves a similar profile to that of other key
attractions such athe Auckland Museum, Aucklamktt Gallery and Te Papa which were used
to estimate the number of potential visitors. It is likely to take some time and investment to
build this profile.

4.2.3. Likelihood to visit by demographics (international
visitors)

There is strong interest from overse@airists in visitinga PCCThree in five of those planning a
trip to New Zealand in the next three years say they would be extremely or very likely ® visit
PCGFigure?).

Figure 7 Likelihood to visit  the PCC (international visitors)
If the PCCwas built, how likely would you be to visit it?

Nett Extremely /

very likely

All adults (1503) 50%
Females (756) 58%
iales (747) 50%

18-29 years old (365) 55%
30-39 years old (364 66%
40-49 years old (290) 56%
50-50 years old (249) 57%
60+ years old (236) 60%
USA (502) 7%

China (500) 69%
Austalia (501) 50%

u Extremely likely = Very likely

Base: All American, Australian and Chinese travellers planning to visit NZ in the next 3 years aged 18+ (1503). Bases
for subgroups shown in brackets

Source: Co Imar Brunton Survey of International Visitors to New Zealand

The survey highlights the types of tourists who are more likely than average taRGEwhich
could inform marketing activity. These include:

1 Americans (77% compared to 59% on average) d&ntk€e (69%)
1 those planning to spend four or more days in Auckland (69%)
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1 those aged 3@9 years old (66%)
9 those on higher household incomes (66%)
1 families (65%).

The survey highlights how it important raig awareness amongst international travellers of
bSg %SItlyRQA f AY Vilbe tozhe suécéss af PCOThBsk avelleistwhoy/ R &
associate New Zealand with the people and culture from Pacifidskae much more likely to

say they will visia PCQhan average (83% of those who associate it a great deal compared to
59% overall).

They are also more likely to say they would travel outside of central Auckland ta RS{E&nd
express deeper intest in the various cultural activities presented in the survey.

Based on the survey findings it is estimated that there could be a potential audience of up to
254,000 New Zealanders each year.

However, as above, this @state comes with a number of important cavedlack of pricing or
location information available, timeframe for building profile)

Interest in visitinghe PCQs not as high amongst New Zealanders agsmas visitors. One in
five say they would be extremely or very likely to visit@@GFigure8). However, this increases
to seven in tenfor Pacificpeoples. This demonstrates strong support for the ideaa &fCC
amongst the Peific community.

[A1SEAK22R (2 QOAAAG A& fa2 KAIKSNIFY2y3aid a
to 18%).

Those less likely to visit include New Zealand Europeans (12%) and those @$(B%8. This
raises a question about how besP@can reach out and engage with these audiences.

NZIER report Pacific Cultural Centifeasibility study 12



Figure 8 Likelihood to visit the PCC (New Zealanders)
If the PCCwas built, how likely would you be to visit it?

Nett Extremely /

very likely
All adults (1045) 18%
Pacific Peoples (156) 70%
MU o (160) 29%
Asians (221) 29%
NZ Europeans (585) 4% 8% | 12%
Females (579) 23%
Males (466) 13%
18-29 years old (189) 194194 8%
30-39 years old (179) 22%
40-49 years old (202) 23%
50-59 years old (190) 21%
60+ years old (285) 18%

m Extremely likely = Very likely

Base: AlNew Zealanders aged 18%045). Bases for suggroups show in brackets

Source: Colmar Brunton Survey of New Zealanders

4.3. Potential benefits of a PCC

New Zealanders identify a number of benefitsRECincluding cultural, economic and social
(Figure9).

Figure 9 Potential benefits of a PCC

To what extent do you agree or disagree with the following statements about the idea ofa PC®

It would be good for Pacific Peoples in NZ 70% 18%

It would be good for tourism 63%

14%

It would help promote tolerance in NZ 48% 8%

= Agree = Disagree
Base: AINew Zealanders aged 18%045. Bases for suggroups shown in brackets

Source: Colmar Brunton Survey of New Zealanders

Seven in ten New Zealanders agrad>CGwvould be good for Pacifipeoples in New Zealand.
This support foa PC@xtends well beyond those who would be likely to \ag#CCFor example,
70% of New Zealand Europeans agree with this statement.
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Two in threeNew Zealanders feel there would be economic benefits feoRCC agreeing it
would be good for tourism. This is the prevailing view across the different demographic groups
but the following are more likely than average to agree with this:

1 Pacificpeoples 73%)

T an2NRAR OTM:0

1 older people aged 60+ (71%)

1 lower income households (73%).
Almost half of all New Zealanders (48%) fa¢?CCcould bring about a social dividend by
promoting tolerance in New Zealand, whereas just 8% disagree with this. A similar pattern is
found across the various demographic groups with the following more likely than average to
agree:

1 Pacificpeoples (57%)

1 lower income households (56%).

4.4. V1 si tors6aRB@GCti tudes to

Survey respondents to the international survey who said they would be tikglgita PCGvere
presented with some key attitudinal statementsigurel0).

To what extent do you agree or disagree with the following s tatements about the idea of a PCQ

| like the idea of being able to learn
about the cultures of different Pacific 14%
Islands in one place

| would make a special trip outside of 12%
central Auckland to visit the Centre

If I visited the Centre | would be less
likely to want to spend my time in NZ
visiting other examples of Pacific
culture

36%

Agree = Disagree

Base: Alinternational visitors who would be likely to vifIC(1381)

Source: Colmar Brunton Survey of International Visitors to New Zealand

The ability to lean about different Pacificcultures in one place is a dwafor potential
international visitors toPCC(73% agree they like this idea). The convenience factor is of
particular appeal to those aged 60+ (82% agree with this statement compared to 73% on
average).

Two in three potential international visitors ®oPCGay they would make a special trip outside

of central Auckland to vissPCCThose more likely than average to say they will venture further
afield include Americans (74%) and those who most closely associate New Zealand with the
people and culturerbm Pacific Islands (75%).

There is mixed evidence from the survey on the potential impaaRE@ y DA AAG2NEQ LI
to visit other examples of Pacific culture. One in three agree they would spend less time visiting
these other examples, one in treadisagree and one in three do not express a view either way.
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Those more likely to agree they would spend less time on other examples of Pacific culture
include:

1 Americans (42%)
1 those aged 339 (39%)

1 those who most closely associate New Zealand wittptaple and culture of the
Pacific Islands (41%).

4.5. Visitorsoviews on the product mix

4.5.1. Interest in developing new skills

Potential international visitors ta PCCare most interested in developing skills around Pacific
cookery and crafts, with over half sagithey are extremely or very interested in each of these
activities Figurell).

Figure 11 Interestin developing new skills

PCCwould provide visitors with the opportunity to take part in Pacific Cultural activities. How interested or not
would you be in developing a new skill, or improving your

Nett Extremely /
very interested

Pacific cookery 58%

Pacific crafts such as weaving and carving 51%
Pacific music 46%

Pacific dance 43%

Pacific singing 39%

= Extremely interested  ®m Very interested

Base: Alinternational visitors who would be likely to viICG1381)

Source: Colmar Brunton Survey of International Visitors to New Ze aland

Those more likely than average to be interested in developing skills across these activities
include:

M American visitors

Chinese visitors

those aged 189

families

higher income households

those with four or more days in Auckland

those who most closglassociate New Zealand with the people and culture of the
Pacific Islands.

=A =4 =4 =4 -4 A
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4.5.2. Interest in different cultural experiences

Potential international visitors t@a PCGexpress strong interest in a range of different cultural
activities. The activity in which theyre most interested in is eating Pacifood (three in four

say they are extremely or very interested in this activity). Other leading activities include buying
Pacific fresh food, watching cookery demonstrations and watching crafts people atfiguke

12).

Figure 12 Interestin developing new skills

PCCwould provide visitors with the opportunity to watch or learn about Pacific Culture. How interested or not
would you be in é& ?

Nett Extremely /
very interested

74%

Eating Pacific food

Buying Pacific fresh foods 63%

Watching cookery demonstrations 63%

Watching expert crafts people at work 63%
Watching a Pacific dance show 62%

Learning about the history of Pacific Peoples 61%

59%

Buying Pacific arts or crafts items
Listening to Pacific singing

Listening to Pacific music 55%

Learning about science in Pacific culture 54%

u Extremely interested = Very interested

55%

Base: Alinternational visitors who would at least be fairly likely to vie€G1381)

Source: Colmar Brunton Survey of International Visitors to New Zealand

Those more likely than average to be interested in participating in these different activities
include:

i American vigors

those aged 339

families

those with four or more days in Auckland

those who most closely associate New Zealand with the people and culture of the
Pacific Islands

= =4 =4 =
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5. Environmental scan

5.1. Stakeholder perspectives

To inform the environmental scan, ColmBirunton conducted qualitative interviews with ten
key stakeholders.

The stakeholders represented a range of Pacific charitable trusts and communities, and Pacific
business communities. N2 I Rf 8 3 GKS AYy(iSNWASga az2daAKi G2
of aPCCand what they consider would ensure its success in Auckland.

The stakeholder organisatioimsterviewed are included imAppendix A

Stakeholders are generally enthusiastic and supportive oP@&oncept

a L 0 Kongéft it i4 ayreally exciting id®e

aLadoa I NBIFftAaldAzy 2F (G(KS RNBIFY F2NJ | ff t I OAFA
“BSIfFYyRd LGQa I RNBIY 02YS (NUzSdé

Stakeholders identify a range of cultural, social, and economic benefitsuloh a Centre could
potentially provide These include:

1 Preserving culture and language
Gal&@oS AlQa (KS K2f R&YyIORE®A ®dl K EANBI RENBRR § &  §E
might not hold, so that will be a good thing around the nasibidentity. This is what Samoans
6SNB fA1S YR RARI |yR @2dz R2y Qi slyyl t2a$8 (KI
1  Uniting diverse communities
GLdG A& a2YSOKAY3a GKIG O2dz R dzyAlGS 6KIFG dzaSR (2
2SS OFy F2NBSG Iff 2dzNJ RABFBINESY OBy I ge®] &Iy FRE ( ;
1 Providing employment and business opportunities for Pacific communities
G2S O2dz R 6S LINPGARAY3I SYLX 28 YSywECcandals® NIidzy A G A S
entrepreneurial business opportunities for small Pacific businesseseathéteir little boutique
products, like selling little trinkets or even in partnership with their counterparts back home in the
Aaftl yRaoé
1 Driving social economic change for Pacific communities
aLiG O2dzxZ R S@SYy RNAGS GKS @Htogedis termsidf poar sobi@l S Ny Y S
economic status for the Paciftommunitiedbecause it could be a source of pride for the
O2YYdzy AlUASaDE
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Several stakeholders comment that the idea d?@ds one that has existed for a long time.
While they say there have been different guises driven by various organisations, the idea is
essentially the same.

This leads some of these stakeholders to question what will finally make this concept a reality.

Stakeholders provide a range of criteria theglibve are important to ensure ®CCis
successfully established and sustained into the future. These are identified below.

Funding and revenue

Stakeholders consider the financial viabiliyadfCQ & 1 S& (2 ( K STh&deliedsS LIG Q &
the concep needs appropriate and substantial funding to ensure it is established successfully.

GLFT GKAA A& 3F2Ay3 G2 adzOOSSR: GKS | LUIMN@Rdaths + S F
KFEEfF LAS addzF¥z GKFG FTAYyQd 3I2yyl 6S I22RPE

Assuming there isppropriate funding for development, stakeholders identify the ongoing
financial sustainability as important to the successP@C Financial sustainability could be
through governmental funding.
aLiQa 3F2G G2 0SS S0O2y 2 YA Qdsfafid®dn it® awn évd fed, whethidt thérel Q& 3
Ad D2OSNYYSyd FaaAradlyOS 2N/ 2dzyOAtf laaradlyoSao
However, stakeholders also acknowledge that a Centre will need to generate its own revenue.
G2 SQ@S R2yS it G(KS yAOSGA Stittas toyhdke mdoSyhas tolb& S NB |
a3dzadFAYyLFofS FTAYLFEYOALf & ¢
Stakeholders identify a range of wagsPCCcould generate revenue from domestic and
international sourcesThese include

1 tourism

1 venuehire for meetings, conferences, etc
1 sportsfacilitiesfor hire

9 hosting sporting events

M food, arts and craft markets.
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Community acceptance and support
Stakeholders believe a successful Centre relies on community acceptance and support.

& ¢ K S-in of tr@ peopleA building on its own will stand with its wiberful textures and its wonderful
designs telling a history, but there were hands thatmadé K SNEQa f AFS Ay (GKSYZ |
life and wairua into itand its people.S2 LJX S KI @S (2 o0dzX AY@A GKSIg&KKY
GKS FTlLYAf@I AlGQ&y T KIIS2 AWRAMEGRIDE (2 0 dz

Achieving community leader support is seen as important to the success.

L GKAY]l GKS NRIKG Sy3dlr3SySy§zaerdirsS NAYKi (i BRLE
GKAY1Z FYR AlGQa Sy3l 3A¥3L G KferblheBgademeadtXor offttrgrt (1 & £ &
communities, butefinitelyengagement needs to be undertakdrat is really important, and their
AdzZLILI2 NI 2F (GKA& ¢2dzZ R 06S NBFffe AYLRNIIFYy(GodE

As is acgatance and support from young Pacific people, because they are the future generation
who will maintain and sustaiRCC

G¢KS @2dzy3a LIS2LXS ySSR G2 KIFE@S | &arex FyR F  &adN
buy into this thing, then it is gog to die. So, it is children and young people who are a key part of
making this thing work.

Clear purpose and scope

Stakeholders acknowledge that it is easy to say New Zealand should R&@laut it is more
difficult to decide and agree on its purppgnd scope. The purpose and objectives require
careful consideration to identify if there is a need for su€@eatreand subsequently determine
its overall success.

G,2dz O2dZ R 20SNI2FR Al 6AGK 202500 A GeStdallyineedsl LJ2 A
FINJ Y2NB AydiSyaS (K2dzZ3Kixz NBlIffegd X ¢KSNB Aa |
sharpness in the thinking before you can say do we or do we not rre€deé

A few stakeholders feel thaPCQeeds to be large in scop@nything too small, and they feel
it would be less than desirable and would resultiik S Yy SSR T2 NJ 2 HDKYAN] R
style.

To meet the needs of a broad range of people and cultures, these stakeholders lEeR&@
needs to be large, allowing it twe different things to different people.

.S + RAFTFSNBYyG GKAy3a (2 LIS2LXSo ff26 (GKS addzR
be a tourist. Allow the art critic to come in and do his thiligpw the Minister to come and bring his

churchin there.Allow the food critic, the connoisseur of wonderful Pacific arts and foods. Allow them

G2 KIF@S GKI Go¢

Other stakeholders believePCQa &dzO0S&aa NBfASa 2y LINA2NRGAAI
They feel that it cannot be all things td pkople, and consequently, there needs to be a clear
vision and purpose.

aLd Aa I 322R ARSI FyR L FY @OSNE adzLl2NIA@GS:T od
trying to generate as much support for it as possible, and it become$ouwfable and unclear as a
result.{ 22 L NBFffte& SyO2dzN} 3IS GNBAYy3 (G2 FAYR I Ot St

Collaboration and partnerships

Stakeholders agree that partnerships and collaboration will be kegRC@Q a a d
believe collaboration and péry SNBE KA LJA ¢gAff KStLI 42 YS
PCCwhile maintaining relevance for its target market.

z00S
S i

(et Q¢

A ax
(/)>.e
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Gt F NIYSNEKALA FNB OGAGEEte AYLRNIFYydo ¢KS FSE N A
do anything for anyoneNeed2 Y I { S &dz2NB AG A& dzaSR FyR NBf SOl yi
They identify an array of organisations and institutions that would be valuable to collaborate
and partner with, including:
1 museums and art galleries to tap into display and educational material (e.g. Te Papa,
Aucklard museum, Museum of Transport)
educational institutions, such as universities
local government, includingegionalfacilities Auckland
Pacific churches
Pacific sporting community.

= =4 =4 =4

Owned, governed and managed by Pacificpeople

Stakeholders hold strong viewsat aPCGhould be developed, managed and owned by Pacific
people ¢ KAa A& SaaSydaalft G2 I /| SYGNBQa &adz00Saa
engagement.
G£SNE YdzOK Ay TFF@2dz2NJ 2F Al 0SAy3 ignana&dtiablefz Nizy
Ald OFryQi 06S a2YSOiKAy3a GKIFGQa D2@OSNYYSyd FdzyRSR
selected people by the agency departmdhneeds to be grassrootsfrom the community type of
ownership structure and modeédtherwisejtwonQ i & 2 NJ @ ¢

They also believaPCQ & adz00S&da NBftASa 2y +y 26yYSNRARKALK
and fair representation of all Pacific cultures in New Zealand, and not just the Pacific cultures
with larger populations in New Zealand.

Product offering i an authentic experience

Stakeholders believe the core product offeg should focus on the needs of the Pacific
community.A PCGhould provide a place where Pacific communities can come together, share
ideas, and connecit would also be somewheréné younger Pacific generation (particularly
New Zealand born Pacific people) can learn about their culture and language.

However, stakeholders understand the commercial benefits of targeting the tourism market.
They realise the tourism sector is potentyahe best source of revenue for the ongoing financial
sustainability o PCC

They perceive tourists will be primarily interested in entertainment.

L GKAY]l] GKS G2dz2NAadazr LINAYEFNAREE GKS T2O0dm 62 dz
g2dZd R KIF@S 'y K2daNE (62 K2 dzNEBut highlyRentdité&rthg and S+ @S
AYGSNBaGAyIde
While entertainment is considered suitable for the tourist market, stakeholders believe the total
product offeing needs to be more authentiotensurethe PCQa & dz0OO0S & a @

Gl I g1 AAB A & araifdwiBat mosizaeEpledvbulll SeR as the tourist type of attractions for

Pacific. | think there is more of an opportunity to provide more authentic cultural experiences within
bSé %Skt yeRIXa (L (& 2AYaS GyK2Aly 3 & 2 dz LJdzii 2 y Erteffainfmentisk 2 g = 7
fine, it is goodYou will need that, there is an element of thdou can hava mainstage where there

issong and dance entertainment. That is great, but you also neefltotl dzi KSy G A O Odzf G dzNJ |

Dance, music and singing are an important and authentic part of the product offering, as
stakeholders see this an expression of Pacific culture and a way ottsliory.
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GEKEFEGQa Fff LI NI 2KSHKAS yAAYNIEO (XS RdzNIOG dft T dzNEB @ €
weare¢ KS& | ff SELINBaa +y StSYSyid 2F 2dz2NJ Odzf ( dzNB d¢

Greater authenticity might also offer:

1 Polynesian food stalls, cooking lessons

1 aplace where people can display and/or learn to do a rangeatsfand crafts (e.g.
weaving)

1 night markets where Pacific people can sell their arts and crafts
1 Polynesian celebrations/ceremonies (e.g. weddings, tattoo)
1 story-telling from elders, laiefs.

Location
Stakeholders identify the location afPCGs a key sccess factor.
SomefeehPCGla 06Said LI IFOSR Ay GKS WKSINI 2F GKS t

GLG KFa (2 0SS AY2EKS2KA ARKZ2YENBRDINARAIKEKE 20k (A2
Auckland]We have water here. Sr@surrounded by some amazing land and the airport is just down
theroad] SGQa y2i 2 @Andlyduhald all ihePRagific doinmuyfitshin terms of the island
O2yySOlAz2ya GKIFIG I NBE KSNB®DE
Others believe that if the tourist market is an importarvenue streamPCGhould be on the
viaduct/near the waterfront. This is because they place particular emphasis on the cruise ships.

G¢KS 200A2dza LI I OSax GKS R2gyiliz2ey FINBI® L GKAY]
mostof thosep2 L S R2y Qd | Ol dzl t f &ButifthéySgh vigitlsofmiethiny#ike & S N.
GAOGKAY GKS 6 GSNFNRBYG FNBFXZ 3ISYySNrtfes L GKAY]

Stakeholders identify some key challenges and ttsiisthey feel need careful consideration to
ensure aPCQloes not fail. These are outlined below.

Half-hearted attempt to create a PCC

Stakeholders are concerned that establishérfCGwill lack appropriate resourcing to ensure it
is developed to itsull potential. They see an inadequate attempt to set apCCroperly will
result in a community that lacks a sense of pridea RCCwhich they believe puts the future
success othe Centreat risk.

GLT @2dzQNBE 3I2Ay3 (2 RAoiftdthe ma dad Wa try and gatING NI & >
adzLILI2 NI a2 G(GKIG GKA& GKAy3 Aa F2Ay3 (G2 62NyJ O !y
AliQa F2Ay3a (2 KI @GS || NBIFfte 322R FTSSt Adcdalg dzd T @
makes a lot of money. It makes a lot of money, not only for our people, it creates jobs, but makes
money for the operators, or for Aucklaril2 y Qi R2 A G KIFfF LIAS® DAGS Al

While stakeholders are mostly concerned about ffisient funding, they also identify
inadequate planning for future needs as a riskd®CQ a & dzO0Sa a @

G¢KS aldrtlroAatAade 2F AG KFra (2 0SS airA3ayAFTAOLYyGX ¢
GAYSa Ay 1 dzO01fl yRI NGBS RZ2yQ SQdzA t R2F ANIYBKK AT/ dai dz y
$SQNB J2yyl 3I2 WhK ¢S aKz2dZ RQPS odzAf ( ItthasdoA 33 SNJ
20KSNBAAS 6SQONB aSilieagHa2AANRBKYGERA dzBI2 W NI K I RIEISA
FYyR 6SQff 323 W2K Y& 3J22RySaax AidQa G22 avlitt y
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Same, same, not different

Stakeholders identify a key challenge &PCQGs to ensure its offering is unique and does not
duplicate what currently exists in the Auckland market.

In particular, stakeblders are concerned that the concept will become another musetimy
feel the museum sector is already well catered for in Auckland.
Gon{ dz00Sa3a86 RSLISYRa 2y 6KI G Aa GrSh sddeadfii@nsatrial YR &
| have seen, the desdption of it feels a lot like a museum, and | am not sure we need another museum
G2 0SS LISNFSOlte K2ySaloé
A couple of stakeholders also feel the needs of the Pacific community are already well catered
for in Auckland.

28 | £t NB
f

Re& KI @&iar sengeSd\ddr fabric MB&klan® &ndahs infrastructure
SaLISOALl 8

I.
f Ay GSNxa 2F 02y iSyidoé

These stakeholders consider there is a wide array of Pacific events, festivals and activities that
mean the Pacific community is well serv&dr examplethey cite the:

1  Auckland Museum, which has a Pacific collection and outreach programme
1 Mangere Arts Centre, with its Pacific theme

1 Samoarfale

1 Q theatre.

Just another Hawaiian Polynesian Cultural Centr&@

While many stakeholders hold positive views abouwdt tHawaiian model, a few question the
relevance of such a model for New Zealand.

For these stakeholders, there is a sense that the New Zealand market is more discerning and
needs a more real, immersive experience.

Some stakeholders view the Hawaiian maaetoo focused on meeting the needs of the tourist
sector.They believe this model risks the New Zealand Pacific community being disengaged with
aPCC

In particular, stakeholders believaPCQuwill fail if Pacific communities feel like there on
WRA B & D

G2S R2y Qi o6lyid (2 0SS L1211 SRhKYRIIKNARRSRIS&oInS 2 b § a
class¢t KA& Aa K2g¢g e2dz are ¢+Ft2FFd 28 KIFI@S 0202ydzi
Unifying diverse cultures

Stakeholders recognise that the Pacific does not comprise dh@eulhey believe a challenge

gAff 0SS K2g (2 dzyA¥e& || RAGSNES 3INRdAzZLI 2F Odz
G126 R2 @&2dz dzyAFé I IH6vedoJodoth&dulturalthinge2 a2 OB A & BRI NX &

82dzQ@S 3J20 ObzA (§ &zKBEaREFFSNBy
Go! NS (85368t 2F Sy3alF3ISYSyid oeé GKS tFOAFAO LIS2L
are so many, from so many different islands, and getting them to speakeaoice it will never be
SIaeoé
Related to this, stakeholdeuestion whether it will be possible to unify the different Pacific
leaders.
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G¢KSNBE Aa Ffglea 3I2Ay3 (G2 6S I RSIAINBS 2F Syge |
who,and is my island group bigger than youbhviously, Samoan is the bagy group in New Zealand,
0dzi &2dz R2y Qi ¢l yiislards2 N2 NES(G ¢ R § Szl dzi K&t b ¥ &S NB ©¢

The role of Mbor i

Stakeholders believe another challenge will be to identify and reach agreement on the most
I LILINB LINR F G S € S@StLIZNE AaQnd2f NANI Ady CRRAf PRSyY Sayiiilz] SK 2 f
WK2f RSNAR 2F GKS fFyRQ®

G¢KBerRATFTTFAOMZ G& G22 GKIG L KFE@SyQid NrAaSR Aa (K!
how would we engage then??S QNB A Yy Wieka® hauboi2hatSetier 6 SQNB 3 dzSa i a X

Stakeholders want to ensure the establishmenad®C@& A f t  y 2 (i THefrdwg Rat a n 2 NJ
an2NA R2 y2i KI@S | aAi PCavifl he€dthéitisuppatziand thzidling. OSy
Consequently, stakeholders say that dialoguRanO2 yadzf G G A2y G6AGK an2 N
G¢KS 20KSNJ aARS 2F Al FINB 6S 3F2yyl 2FFSYR an?z
CKFEGIQa AYLRNIIFyG (2 KFE@S GKFEG 1 2NBNR gAGK GKSY
GKFiQa GKE dGrkApI ikhayed2AaSiKy@2a@8RE GKSANI 6f Saa
| FSg adl(1SK2t RSNA FSSt an2NBCCakKz2dzZ R KI @S 3N
G¢rotferlj dzSadAz2y Aad 6KI G LIPC@iSen ihdrdahdgataVeher@iddhi I Lidfdza X A
Clearlytherewiln6 R (2 06S a2YS O2y@SNREIFGA2ya 6AGK LI NI AC
located hereor elsewhere, whatever the Mandhenua are. Those are the challenges though that you

might face with this type dhitiatived S O dzi Wanalin22 NANE dzR 2y ® &t K| #S | | NI
Which is why | am saying it is a Polynesian Centre, R&Gt may need to be rebranded a Polynesian
/| SYiNB 6KSNB an2NR KI @GS | AAAYAFAOIY (I AWGSY Al

that will be a vengcontroversial point amongst many Pacific communities. They will feel quite strongly
Al aK2dzZ R 0S8 2dzAd tIF OAFAOD ad LISNE2YIf adNRy3a ¢
Ad S@Sy 3A2Ay3 (2 Fteod hiKSMHEA&AST Al 62y Qi S@Sy

Our Strength, Weaknesses, Opportunities and Threats (SWOT) and Porter Five Forces analysis
examines environmental factors that help understand the value proposition and positioning
required for aPCQo have the best chance of success.

The environmentbscan was developed by an internal NZIER seminar with principal economists,
senior management and the senior fellows. The environmental scan was then subjected to
review by thePCQAdvisory group to thdMinistry for Pacific Peoples

5.2. SWOT analysis

SWOT arlgsis is a useful way to summarise key issues in the environment and formulate a
strategy that supports a successful outcon®/NVOT analysis can be especially helpful for
identifying hidden strengths and blind spots. For the purposes of this study, the 8¥g€sSes

the ability of aPCQo serveobjectives for:

1 economic development

1 vocational pathway and employment
1 protection and promotion of Pacific culture
A SWOT is in part a subjective exercise that draws on the collective wisdom gained from

experience.This SWOT is but one part of this study that contains several objective aspects
against which the SWOT can be judged as to whether it is valid and reliable.
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The methodology for the SWOT analysis was a NZIER internal full staff seminar that was then
testedwith the Ministry for Pacific Peoples and tRE€QAdvisory Group.

SWOT
[
Internal External
Analysis Analysis
| | | | | | | |
Strengths Weaknesses Opportunities Threats

Source: NZIER

The maimotentialinternal strengthsof aPCGare:
9  strong connections and standing in the Biaccommunity
1 access tdocalgovernmentinfrastructureand resources
9 strong sense of the role of culture in defining Pacific peoples.
The maimotentialinternalweaknesseof aPCGire:
1 extent of resources needed to establish a strongly differentigtemtiuct
1 small and reliant on largenstitutionsto supportsome functions
1  multiple ethnic groups within Pasifika to consider.
The main externabpportunities faced bya PCGire:
1 strong social capital and institutions among Pacific Peoples
1 experience of citural centre institutionse.g.Hawaii
1 linkages with Pacific nations.
The main externghreats faced by ePCGare:

1 dilution of cultural authenticity to meet commercial objectives that results in
diminution of culture and ultimatelprovesunsustainable
9 potential discord with iwi

1 multitude of other cultural and entertainment options.

There are 4 strategies to put the SWOT findings into action:
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1 SO strategiespursue opportunities that are a good fit to the strengths
1 W-O strategiesovercome weaknesses to pursue opportunities

1 ST strategiesdentify ways to use strengths to reduce vulahility to external

threats

1  W-T strategiegprevent weaknesses making the objectives susceptible to external
threats.

Table 7 SWOT strategies

Opportunities

Utilise strong connections and standin
in Pacificcommunities to tap the
strong social capital and institutions.

Provide an outlet for Pacific cultural
activity funded by Creative NZ, NZ Or
Air and othe cultural institutions

Countering the limited capability of a
smallcentreby using the opportunity to
partner withdomestic and international
institutions.

Countering the limited capability of a
small Ministry by using the opportunity
to partner with aher ministries (e.g.
Ministry for Culture and Heritage)

Threats

Harnessing the strong sense of cultur
in defining Pacific people to counter

the threat of cultural authenticity being
diluted to meet commercial objectives

Secure funding to recognise then-
market cultural valuee.g. Creative NZ,

NZ on Air

Differentiate the cultural centre from the
multitude of other cultural and
entertainment options on offer.

Strong marketing focus to promote the
offering.

Source: NZIER
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5.3. Five forces analysis

Five brces analysis identifies factors in the environment that influence the ability of an
organisation to position itself for success. For the purposes of this exercise, the analysis focuses
on the ability of aPCCto deliver cultural products on an egoing kasis to domestic and
international participants/visitors.

Figure 14 Five forces framework

Supplier
power

New entrant
threat

Buyer power

Source: Porter, 2008

The top ranking factors are listed belowHigurel5. As with the SWOT analysis the concept
authenticity features strongly. Five forces analysis supports strategies that either:

1 compete on price, when the product market is thick and commaodified, or

1 compete on differentiation, where the product offering is unique and difficult or
impossible fo competitors to replicate.

In the case of th®CCthe market is full of participants and choices. Therefore, the competitive
strategy has to be strongly based on differentiatipa unique product and one that competes
on the basis of authenticity thaithers cannot match.

Figure 15 Five forces considerations

Supplier Substitution New entrant Industry
threat SUEL [poTES threat rivalry

ARich source of APlenty of other Arourists will vote Kother cultural Avori cultural
creative talent. cultural options for with their feet if the institutions and experiences are
AEasy for suppliers people to take up. offering does not tourist offerings high quality and
to use many MPlenty of other meet expectations. may expand in the popular.
means of uses of pe o AGovernment would Auckland market. Aat 800 museums
distribution in a scarce time. need to fund non AUser generated there are many
digital environment Aomogenisation of market value. content. alternatives.
without reference the product and £Government Avany live
to a Pacific Cultural loss of authenticity. funding growth is entertainment
Centre. KDifferentiation static. options.
becomes critical.

Source: Porter/NZIER

NZIER report Padfic Cultural Centréeasibility study 26



A successful PCC will attracimpetitors and imitatorsA PCC will need a staff with the business
and marketing skills to maintain market share and grow without diminution of cultural integrity.

Among the economic development agencies and cultural institutions presently operating and/or
expanding in Auckland &ne is a need for an Aucklandlral partnership dalogue to ensura

PCC has partne(e.g. Auckland CouncATEED, Auckland Museum, Te Papa does not end

up competing with others for the same scarce resources.

The Auckland cultural partnershipatbgue needs to include thenana whenuaof Tamaki
Makaurau.

A funding case to central and/or local government is required to overcome the capital and
coordination constraint faced in getting a PCC establishetl W®&ySSIONJ ¢ K 8afe fllli & A f
market exposure.

Flexibility, especially in the staup phase €.g.short-term contracting, pilot activities) will be
needed to test and move rapidly with product development.

Incentives are essential to innovate and expand scope if commercially successfully (e.g. retail).

Ownership, governance and parishipsshouldbe designedind ownedby Pacific peoplin a
way sothat the PCGs commercially viable without compronmg to cultural integrity.
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6. Models and choices

6.1. Product mix

Our selection criteria for product miare based onthe objectives fora PCCand
commercial/market viabilityThe objectives are:

1. Economic development
2. Promotion andpreservation of Pacificulture
3. Vocational pathways and employment.

In particulatweRN} ¢ 2y ¢NBF adzZNEQa . SGGSN) . daAySaa /|

The target market for each of these objectives will be different. For example, the greatest
potential for revenue growth would be to target international tourists given the increased flight
capacity bringing more lonlgaul tourists who stay in New Zealand lengand spend more
during their stay.

However,domesticvisitors would still be an importamharket in terms of larning about Pacific
culture. Domestic visitors are expected to be a less important target market frcomanercial
perspective, but from a@ommunity perspective the improvement in cultural awareness is an
important benefit for the Pacificommunity. Community groups are also expected to benefit
from the use of thdPCQo practiseandexpress cultural activities

The PCCwill be a dedicated spa for Pacific culture to develop, both from a commercial
perspective and for community benefit. It will be modest in size to start with, to ensure feasibility
at the outset. Scalability in time will come through partnerships with complementary facilities
and eventsand learning what works aemand grows. Asdirectemployer it is relatively small;
rather it is anenablerof skills development and job creatidihrough social enterprisend the
resourceinputsof suppliers tahe PCC

Similarly,the PCQdoes notaim to provide a broad range of mtacts and services to a wide
variety of marketslnstead,the PCGwill focus on the three core offeringhat will deliver an
authentic Pacific experiencéood, performancesand arts and crafts.

Beyond that, he canmercialisation of Pacifigroducts and services such as retail products will
be achieved through the support of social enterpiisefledgling businesses to test their wares
to a ready audience

An important aspect of the PCC is its contributiosaaial cohesion and national identity. APCC

KFra GKS LRAOGSyaalrt G2 aSN®BS Ia | aLl O0S FT2N) w2
families. This offering may be able to attract a combination of public, philanthropic and
commercial revenue.
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Figure 16 Core offering
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Source: NZIER

6.1.1. Venue and facilities assessment

Based on our analysis of our key target markets and the preferred product mix to service those
markets wehaveassessdthe type of venue which would be rega. Access to several venues

may be important as demand and product mix are dynamic. There are venue and facilities
options across the city in West Auckland, South Auckland, the North Shore and the central
business district. The proximity to internatiorialrists, a Pacific workforgéransportand land

prices make South Auckland the leading location. Final decisions may depend on considerations
2U0KSN) GKFY (GKSSO3YUSNPREt 8awaNBINRIARSR Ay (KA
Both international and domestic visitorindicate a strong interest in learning moabout,
participating inpreparationof, and consuming Pacificod. There has been increased awareness

of the uniqueness of Pacific foothrough television food shows and annual festivals such as
Pasifika. Foofeatures strongly in Pacificulture, and the growing interest amongst visitors in
learning more about this indicates the venue should have a kitchen and space for visitors to view
cooking demonstrations and participate.

Performingarts is also a verymportant part of Pacificculture, and the strong interest to
experience this and learn about the history of the Pacific people means the venue should involve
a stage and seating that can be converted into space for eating following the cooking classes.

APCwouldO I G S NJ { Reendnietest in Padififidd through interactive experiences of
cooking demonstration@ndcateringat the end of each performance, rather than a restaurant.
This allowsa PCQo provide a more authentic and differentiated experce, and hopefully
pique futther interest in Pacififood suchthat visitors try restaurants speadigng in this cuisine.
As such, a PG@Il be an important promoteof Auckland Bospitalityscene

The following table outlines the requirements of thppropriate venue to cater to the core
product mix which showcases the unique Pacific culture through food and performing arts. It is
important fora PCQo be authenticand interactiveto differentiate itself from other tourist
attractions. Given the uretainty around visitor numbers in its formative yeans suggesthe

size ofa PC@ould be modest to start with and ideally be scalable through partnering with other
venues and events apopularity increases. This will increase the chancea d?CCbeing
commercially viable over the long run.
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A PCGhould also be a space for social enterprise to develop in the long run. The idea is that
fledgling businesses have accesstePCQ & NX & 2 daNROG r@éceiving A énfall share of
that incomeas the busiesses develop. This is in turn invested into future social enterprises to
benefit the Pacific community.

Our estimate of 12004is based on our range of plausible estimates of visitor numbers to a PCC
per year, and the likely demand for each of the atiggi taking into account likely average
capacity utilisation.

From this we determine the space required to cater for this demand. The modest size of a PCC
makes it more feasible to set up, particularly given the uncertainty around demand in the
formative years. We focus on creating modest sized dedicated spacehich can be
commercially viable on its own in the long run through its core cultural offerings, and will be an
enabler of jobs growth and economic development through education programmes, social
enterprise, vocational pathways and support of community groups. As demand grows the PCC
can be scaled up through partnerships with complementary facilities and events.

Table 8 Venue and facility requirements

Kitchen Cooking demonstrations and classe!
Stage Cultural performances 35 100
Seatingg convertible | To watch cultural performances 200 350

To sit down to eat after cooking
classes

Exhibition space To showcasarts and crafts e.g. 250 300
(including amenities) | traditional weaving

Total 1200

Source: NZIER

There is a wide range of council owned community facilities across Auckland, differing in scale
and purpose. Most are situated in West Auckland, with relatively few in SouthafalckThis
suggests a new facility in the form afPCGvould make a valuable contribution to the South
Auckland community.

Although there is the potential to convert an existing community facility aR&eC@iven similar
size requirements, few facilitiebave the scalability and flexibility this Centre requires.
Conversion of an existing community facility also risks diluting the brasdP@C However,
conversion of existing facilities could potentially be a lower cost option.
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Figure 17 Council owned community facilities
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Source: Auckland Council, Statistics NZ

6.1.2. Promotion and protection of Pacific culture

While there are many cultural tourism attractions showcasingoM culture, particularly in
Rotorua, there are few major attréions showcasing Pacifitlture.

The popularity of annual festals celebrating Pacifaulture, including Polyfest arttie Pasifika
Festival, indicates there isreng interest in Pacificulture, particularly when it is expressed
through the performing arts. Attendance at each of these events run to the tens of thousands
For example, over 65 schools and 9,000 performers are involved in Polyfest and it attracts over
95,000 spectators.

ThePasifika Festival separates out and highlightsvméous Pacificultures. Along with the key
attraction of the performing arts, the Pasifika Festival also includes demonstrations of authentic
arts and crafts (e.g. weaving atattooing).

The challengevill be in maintaining steady interest if an attraction was developectivhiould
showcase Pacificulture throughout the year. While these annual events mainly target
residents a cultural tourism attraction would need to target visitors to ensure conigifitesh
and appealing to attendees.

6.1.3. Tourism revenue

While a keyobjective ofa PCds to promoteand preserve the Pacifelture and values while
providing a training ground for performing arts and business ida&CGwill also provide a
prime opportunity to capture the revenue potential from the tourism boom. By focusing on the
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commercial viability oh PCCwe link to one ofthe otherkeyobjectives of usirga PCGs ahub
for related business ventures

A look at current international visitor spemdj shows thathose who visit cultural offerings
tend to spend moreduring their time in New Zealand. For example, for the 2015 calendar year
each international visitor who visited Aucklamehd a cultural tourism attraction spent an
average of $4,51% higher than the average of $2,829 spent by an international visitor who
visited Auckland but not a cultural tourism attraction.

This suggests cultural attractions attract an average visitor spending premium of around $1,700
for those who visited Auckland.

Average spending per trip ($)

5,000 —Did not visit cultural tourism attraction

—\/isited cultural tourism attraction
4,000

3,000

2,000 W

1,000

1998 2000 2002 2004 2006 2008 2010 2012 2014

Source: Statistics New Zealand

For international visitors who did not visit Auckland, the average spend for those who visited a
culturd tourism attractionwasan average of $4,458 higher than the average of $2,967 for
international tourists who did not visit Auckland nor a cultural tourism attraction.

The difference in average international visitor spend between those who visitedt@aatu
tourism attraction and those who do not is greater for visitors to Auckland. This suggests
revenue potential could be enhanced by bundla@CCoffering with other cultural tourism
attractionsin Auckland.

The number ofriternationd visitors to New Zealand has seen phenomenal growth in recent
years. Lower fuel prices have increased flight capacity between New Zealand and a wide range
of destinations. In particulathere has been a rise in the number of ldngul travellers who are
staying in New Zealand longer and spending more.

There has been strong growth in the number of visitors coming into Auckland on both flights
and cruise ships in recent years. The increase in cruise ships has boosted retail and hospitality
spending ircentral Auckland. However, theruise ship market remains a very small part of the
Auckland tourism marketwith the 188,500 cruise ship passengbeinga fraction of the 1.5

million international visitors coming into Auckland over the past year.
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Cruise shipassengers also spend much less time in Aucktaad average stay of 1.1 days
compared with an average of 5 days for international visitors coming in on flights. This suggests
international visitors coming into Auckland on flights are more likely thaiseiship passengers

to find the time to explore Auckland and visit a cultural tourism attraction.

While Australia is the leading source of international visitors coming in on both cruise ships and
flights, Australian tourists are least likely to spendooitural tourism activities. This is because
most Australian tourists arkereto visit friends and relatives. Tourists coming to New Zealand
on holiday are most likely to spend on cultural tourism activities.

Tourists from China have the greatest propiy to spend on cultural tourism activities, but

they make up only 1% of cruise ship passengers. Similarly, tourists from Germany also exhibit a
high propensity to spend on cultural tourism activities, but make up only 3% of cruise ship
passengers. Thisiggests the greatest revenue potential comes from targeting international
visitors coming into Auckland on flights, as they are more likely to stay in the region longer and
spend on cultural tourism activitiedmerican tourists also exhibit a high prop#gpgo spend

on cultural tourism activities. This suggesasgeting ChineseGermanand Americartourists

would most likely yield the most tourism revenue.

% of total passengers over the past year

Cruise Air travel Propensity to see Maori
performance
Australia [N Australia NG Australia [l
USA Il USA Il USA I
Great Britain 1l Great Britain [l Great Britain |G
Others [l Others NN Others 1
Canada H Canada | Canada [N
Germany i Germany il Germany G
China | China 1IN China |1IINNEG
Japan | Japan N Japan [
France | France | France 1IN
Italy Italy Italy |
Singapore Singapore I Singapore [N
0% 20% 40% 60% 0% 20% 40% 60% 0% 20% 40% 60%

Source: Statistics NZ, Cruise NZ

The domestic tourism market is also growingih spending a cultural, recreation and gaimgy
services by domestic tourists almost twice that by interoadil tourists (notehough cultural,
recreation and gambling services is a much broader category than cultural experiences).

Off-site school educational experiencare a specific part of the domestic market that a PCC
may wid to develop.Philanthropic ad public revenue may be accessible for educational
packages.
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Figure 20 Annual tourism spending on cultural, recreation and gambling
services
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The importance of domestic tourism is alsdflected in guest nights, with domestitiest nights
over the past year almost30 percent greater than international guest nightdowever,
international tourism has been growing more strongly tltEomestictourism more recently.

Figure 21 Annual guest nights in Auckland
Nights per year
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Source: Statistics NZ

Survey results from Colmar Brunton also suggest targeting international visiboitd bemore
effective than domestic visitors. Three in five international eisitsurveyed idicate they are
likely to visita PCCg a higher propensity than the one in fildew Zealanders surveyadho
indicate they are likeljo visit.
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Domestic visitors taPC&@an be distinguished between tlmemmercialmarket and community
market From a comrercialperspectivedomestic visitorare more likely to visit the more low
margin attractions andiave a lover likelihood of generatingecurrenttourism revenue.

Domestic visitors are unlikely tasitaPCQ & O 2 NB mozeThBrSoNde,yestapt fopscial
festivalsand eventsBeyondaPCQ & O2NB 2FFSNAy3Ias GKS O2YYSN
part of social enterprise developmemtould be a channel for attractingecurring domestic

visitors.

Table 9 Composition of targe  t market

Commercial Community

International visitors Community groups

Enterprise development

Education

Domestic visitors

Source: NZIER

Overall, thecommerciabustainability o PCGs likely to ome from international visitorsThey,
are more likely to spend on higher margin interactive cultural experienarg are likely to
generate recurrent tourism revenue.

Nonethelessa PCGwill be important to the domestic market, largely in the preservation and
promotion of the Pacific culturéo all New 2alanders Spendingby domestic visitors on
accommodation and hospitality will also benefit the Auckland and New Zealand tourism sector
more generally{ 2 @ KAf S R2 WiBdirévanGe canhiibufion 8eNPET3 expected to

be relatively small, thg provide an important contribution to the tourism sector through other
spendingwhile in Auckland

Figure 22 Tourism spending in Auckland

$million in 2015
International Domestic
$700 $1,468 $1,569
$413 $1,664
$406 x $1,645
$1,213 $731
$1,268
$1,176
$2,608 $5,415

= Food and beverage serving services = Other passenger transport
= Other Accommodation services
m Cultural, recreation, and gambling services = Alcohoal, food, and beverages

= Fuel and other automotive products

Source: Statistics NZ
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A PCQ supportof social enterprise wilbromote entrepreneurship in the Pacificommunity,
providing the physical and human resources, as well as a ready audience (in the form of visitors
to aPC(to test out business ideagvhile as airectemployerthe PCQs relatively small, this
enterprise develoment aspect will be an important channel for letegm skill development
andjob creation.

From a community perspectiva,PCC will provide a dedicated space for groups to nurture key
aspects of the Pacific culture, for example through performing arts @afts. Education
programmes will also play an important part in the preservation and promotion of the Pacific
culture to the youngThese normarket services are discussed further below.

6.2. Job creation and business opportunities

6.2.1. Job creation

The Pacifipopulation is relatively young, and growing. The majority of theffeampulation is
under 30 years old, which suggests much potential for the development of a productive, vibrant
workforceacross the wider New Zealand econamy

Figure 23 Age group distribution o f New Zealand and Pacific ~ populations
Proportion of total population across age groups

I 90 Years +|
B 85-89 Years|
B 80-84 Years|
BN 75-79 Years |l
BN 70-74 Years H
I 65-69 Years
N 60-64 Years BN
BN 55-59 Years I
N 50-54 Years N
I 45-49 Years I
N 10-44 Years IR
N 35-39 Years I
BN 30-34 Years I
BN 25-29 Years I
N 20-24 Years I
I 15-19 Years I
I 10-14 Years I
I 59 Years I
N 0-4 Years I

15% 10% 5% 0% 0% 5% 10% 15%

m Total m Pasifika

Source: Statistics NZ

However, the Pacifipopulation has a lower education attainment rate than the overall New
Zealand population.d¥ exanple, only 20% of Pacifschool leavers have University Entrarmce
much lower than the nationwide average of 38%. Furthermjpugt, over 20% of Pacifschool
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in New Zealand.

Figure 24 Highest qualification of school leavers
Proportion of population, Education Counts 2015

University Entrance —

Level 3 qualification or highe‘

Halfway to a Level 3 qualiﬁcatior‘
Level 2 qualification -

Halfway to a Level 2 qualiﬁcatior-
Level 1 qualification .

Halfway to a Level 1 qualiﬁcatior‘
[Saa Gkty kit¥ore Qat (568t w fjdi t AFAO!
Little or no formal attainment .

0.0% 15.0% 30.0% 45.0%

B Total Leavers B Pasifika

Source: Ministry of Education

Added to this, the Pacifipopulation has a relatively high proportion nat ieducation,
employment or training. The NEET rate Racificwomen is especially high at just over 21%
while that for Pacifienen is 13% on a par with the NEET rate for women in New Zealand.

Figure 25 Not in education, employ  ment or training
Proportion of population

30
* /\’v
20 \/A

15 _//.‘\-—_—’W
10

5

0
2008 2009 2010 2011 2012 2013 2014 2015

e Pacific men e=pPgcific women

== = Total woman Total men

Source: Statistics NZ

The relatively lower level adducation and trainig outcomes for Pacific peopie hampering
employment opporturties. This is reflected irelatively high unemployment rateparticularly
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for Pacifiovomen at 12%. Although Rific unemployment rates have trended lower since 2013,
they remain substantially higher than for the overall New Zealand population.

Proportion of population

40.0%
35.0%
30.0%
25.0%
20.0%
15.0%
10.0% -//_/\
5.0% e N\
0.0%
1986 1989 1992 1995 1998 2001 2004 2007 2010 2013

Total men

Pacific men

Pacific women Total women

Sour ce: Statistics NZ

It is clear the relatively yog Pacifiqpopulation provides many opportunities for a vibrant,
productive workforce, yet its potential is hampered by low education attainment rates.

The development of CCould provide opportunities fotraining, employment and business
ideas to be tested and establishedhel employment of Pacifipeople to runa PCCwould
enhance the authenticity of the tourism attraction, while at the same time developing the skills
of the Pacific workforce.

As adirectemployer, thePCds small given the relatively small staffing requirements, but it is
also an enabler of jobs through the development of skills through 1) its performing artists, and
2) social enterprise development.

The popularity of the annual fasals such asPolyfestand Pasifika Festival highligtie
important role performng arts play in Pacifalture. A focus on performing arts would enhance
the authenticity of the Pacifiexperience in a cultural tourism attraction.

The Pacific Instituteof Performing Arts (PIPA) provides an ideal source of talent in the
performing arts fora PCC The benefits are twavay. A PCChas access to a steady stream of
talented performing artists espélly trained in contemporargulture by leading professionals,
while students and graduates gain valuable work experigaod income)n a wellresourced
cultural centre with exposure to the booming tourism sectbhis work experience would be
incorporated intothe performing arts curriculum, thus providing both cammercial and
community benefit.

APCGQwill require a supply chain from existing and potentially new businesses. As a new offering
the PC@rovides the opportunity for business ideas to be testadd jobcreation over tke long

run. The first few years of a business are instrumental in its success, R@@vould provide

an established platform to test out and develop fledgling business ideas.
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There isan opportunity for the retail markt of Pacificarts and crafts to ugcale but by
supporting this through social enterprise rather than directly being involved by setting up a retail
shop,a PCCcan empower the community to come up with innovative ideas to add value to
products and market them to a wid¢and ready)narket

GivenaPCQa y A OK &rts &nd cutture@idTnfeddled exposure to tourists, ughmgPCC

as akick-starter for social enterprisevould achieve the dual purpose of developing the business
acumenand skillsof the Pacificcommunity as well as prading revenue for the longeterm
sustainability othe PCC

This social enterprise aspect alPCQorovides an important market angotential non-market
benefitover the long run

6.3. Venue and facilities

There area range of vaue and facilities optionsThey are no examined in detail in this study
No option is mutually exclusive as the PCC grows a mixed leasing and ownership model is
possible

The choice of whether to construct a new building for the PCC or to lease gsigtine depends

on the priority placed on cost and flexibility versus branding and functionality. Constructing a
new building would mean a facility custevait RS F2 NJ G KS t// Q& LJzN1J2 & S
brand and sense of identity for the Pacific peoplaf would require a large ufront cost.

However, using an existing facility, if available, could potentially be a lower cost aptiais

useful given the uncertainty arourdémand in the formative years.

Criteriato establishthe best venue and fadiles options include:
1 availability of landexisting building
cost effectiveness

1
1 flexibility in production needsrrangemens
1 sense of physicalentre forthe community.
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Table 10 Ve nu e
(not mutually exclusive)

and faci

Option 1:
Hire/lease every thing

Opex: around $315 per square metre per year in
Manukau for office space; Venue hire dependent
on event and space required.

Capex: close to $0

|l i ti esod

Small admin office

Contract for venues
around the city, country
and overseas

opti

ons

Highly flexible to make cost effective
and fit for purpose decisions

Potential to run more than one
production at a time

Commercial flexibility

No home base for community unles:
specifically contracted for

May come acrss too virtual for local
ownership

Requires strong branding.
Especially suitable if a PCC is a
Wi NI St Ay aK26Q
Good fit with commercial primacy

Common model in entertainment
and cultural sector

Option 2:
Long term lease on building/space

Opex: around $34 per square metre per year in
Manukaug this works out to around $480,000 p.a

Capex: dependent on amount of alterations
required.

Visually identifiable
community venue

Branded

Provides a stable home base
No need for building capital

Potential to celocate with like
services

May be issues in getting fit for
purpose venue

Probable fit with Transform Manukai

Need to know more about who migh
be neighbours and what the social
enterprise potential looks like

Option 3:
Buy building and retrofit
(with or without land)

Opex: if land not gifted, may have to pay rent on
land.Insurance premiums also additional.

Capex: cost of building plus alterations.

Conversion project

Community input to
design

Opportunity to create a purpose buil
venue

Opportunity to invove Pacific artists
in design

Capital for purchase
Capital for retrofit

Potential loss of flexibility.

Opportunity cost if physical asset
costs reduce ability to leverage
cultural capital.

Option 4:

New build

(with or without land)

Opex: if land not gifté, may have to pay rent on
land.Insurance premiums also additional.

Capex$4.3 million for construction of new

Iconic Pacific structure

building+ potential cost of land

Community and artist involvement
Location is fixed

Capital requirements
Location idixed
Business case for investors

Attractive for community

Opportunity cost of physical capital
over cultural and human capital

Source: NZIER
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A PCOQwill be the starting point where Pacific culture thrives in the long as it
broadens from its core &dring of food, performances and arts and culteséhibition

and enables economic developmentthrough the development of education
programmes and social enterprise. Weighing up these critgniayided there is
funding availablethe canstruction of a moest sized purposéuilt facility to provide

the core offerings with the potential to scale up through partnerships with
complementary events and facilities, seems the most appropriate option. This would
balance between the flexibility required as the AfZ@adens beyond its core offering
once commercial primacy is realised, with the strong branding required for the
initiative to succeed in the first place.

6.4. Potential location and selection
The ideal location oA PCGhould be accessible the:

1  workforce
1 target market
1 complementary attractions

It should also be cosgffective.

An accessible location would reduce commuting times, thus improving the productivity
of its workforce as well as the appealadPCQo its target market.

Number of Pacific residents per square km
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