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Submission to Youth Parliament Local Government and Environment Select Committee
Inquiry into maximising New Zealand’s economic benefits and our green credentials for the Rugby World Cup in 2011

Introduction

Hosting a major sporting event like Rugby World Cup 2011, provides a stage that can attract the eyes of the world, making it a unique opportunity to showcase New Zealand, build its brand and develop its overall economy and tourism base.

Sports represent a fast growing global industry, and in the most basic way, a high visibility event can make the host country top of mind with millions of potential visitors and investors around the world. As an example during the 2008 Olympics, awareness of China as a nation and interest in China as a destination, increased dramatically. The same is currently true for South Africa as the host of the 2010 FIFA Football World Cup. Beyond just the visibility a major sporting event provides for a country is the creditability that hosting delivers.

While the investment to properly stage and execute a major sporting event can be major it is clear that the return on investment and overall benefits are significant. The benefits are ongoing, continuing well after the athletes and visitors have left.

The government established the New Zealand 2011 Office in September 2009 to maximise the opportunity that RWC 2011 provides New Zealand as a country.
Sector showcasing

There are two elements to the RWC 2011 showcasing strategy.  The first is to encourage the staging of major showcasing events that demonstrate New Zealand’s capabilities, creativity and innovation to a broad RWC 2011 visitor audience.  An example of this type of showcase event is a forestry conference in Rotorua and Wood Skills Festival in Kawerau.  The second element is a more focused showcasing programme that supports sectors and businesses to target buyers, key influencers and media.

In both cases, the NZ 2011 Office and New Zealand Trade and Enterprise are working with a range of sectors to develop showcasing strategies, with a focus on sectors where New Zealand has a competitive advantage and/or where there is a unique offering to promote to the world during the tournament.  These include the marine, agritech, film, aviation, food and wine and energy sectors.

Industry organisations are actively scheduling new events and rescheduling existing events into an impressive calendar of showcasing and marketing activities during RWC 2011 tournament window. Significant examples of industries rescheduling activity include the New Zealand Forest Industries 2011 Expo in Rotorua (rescheduled from 2010), and wine festivals planned throughout the country during the Tournament.
Business hosting and the NZ 2011 Business Club

Business people are being actively recruited into a peer-to-peer business hosting programme designed to increase global connections (through the online NZ2011 Business Club).  The NZ 2011 Business Club is an online platform to connect overseas business people interested in attending the Rugby World Cup with their Kiwi counterparts. Overseas visitors will sign up to the Business Club through the NZ 2011 website, and indicate the sort of social or business activities they are interested in taking part in while they are here. New Zealand businesses will sign up to host events through the same website and be matched with people with the same areas of interests who’ll be coming to their part of the country. The NZ2011 Business Club is getting strong regional support and partnerships have been signed with all regions to support the programme. A series of regional briefings have commenced to promote the programme and to encourage further regional involvement. Interest is also starting to build offshore.  The New Zealand 2011 Government Ambassadors have been recruiting overseas business people to join the business club. 

Other opportunities

Another of the legacy objectives of RWC 2011 is to elevate the silver fern as New Zealand’s national emblem and to encourage its widespread use.  The “New Zealand 2011” brand was created in 2009 and is being widely used on Government leverage programmes and alongside official RWC 2011 branding, including on the volunteer uniforms. 
New Zealand Trade and Enterprise has developed a guide to the business opportunities in 2011, as well as a website to make procurement opportunities easily accessible to local businesses. New Zealand Trade and Enterprise has also developed a guide to the opportunities and business readiness resources, as well as a website where local businesses can tender for goods and services related to the event.
Environment

International marketing of New Zealand as “100% Pure” and our “Clean Green Image” has created a reputation for New Zealand of good environmental standards. This reputation is supported by the FutureBrand 2009 Country Brand Index ranked New Zealand fourth in the country brands orientated towards environmental protection. New Zealand is heavily reliant on its natural environment for its economic wellbeing. New Zealanders (businesses, individuals and government) realise the value of our environment and improving our management of it is part of everyday business and life in New Zealand. The Business Engagement programme allows New Zealand to showcase its environmental performance.
A recent OECD report on New Zealand’s environmental performance has shown improvements in the way the environment is managed. In particular:

· air quality is good in most places most of the time 

· the amount of waste to landfill is decreasing per capita and the amount of recycling is increasing

· our houses are becoming more energy efficient

· over 70 percent of electricity is generated from renewable sources, mainly hydro

· leading environmental research e.g. reducing agricultural greenhouse-gas emissions.  

Managing environmental impacts is integral to the New Zealand economy. Recent debates about food miles in Europe and the United Kingdom were refuted by New Zealand food producers. Research has shown that food produced and freighted from New Zealand has a lower environmental impact than food produced in the United Kingdom.

New Zealand events organisers are increasingly considering the environmental impacts of their events and taking action to reduce these. One of New Zealand’s leading events is the WOMAD music festival in Taranaki. In 2009, 80 percent of the 16.8 tonnes of discarded material was diverted to composting or recycling, within a budget comparable with normal waste management costs. 

Focusing on environmental responsibility for RWC 2011 is an opportunity to provide long-term environmental benefit and a legacy for each region.  Opportunities include increased passenger numbers on public transport to and from major events, standardised waste collection and minimisation practices across stadia, greater awareness of sustainability issues, and moves towards positive, long-term change in people's behaviour. 

The environmental responsibility programme for RWC 2011 is designed to ensure New Zealand is a good, responsible host and organiser of a major event and maintain New Zealand’s reputation for good environmental standards. This environmental programme has been developed with government, Rugby New Zealand 2011, host regions and Rugby World Cup Limited. 
RWC 2011 presents New Zealand with a once in a lifetime opportunity to showcase itself on the world stage. New Zealand’s country brand is closely linked to New Zealand’s natural environment and green credentials.  By showcasing the best of New Zealand and maximising the economic benefits from RWC 2011, New Zealand is displaying its green credentials and maintaining its reputation for good environmental standards. 
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