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1.0 Core Contact Information: 

 
 

Company Name: Five and Dime Limited 
 

Company Contact:  Claire Mance, General Manager 
  

Postal Address: Level 4, 17 Garrett Street, Te Aro, Aotearoa, 6011 
 

Contact Number: 027 601 7965

Contact Email : claire@fiveanddime.co.nz
 

 

 

   

 



 

2.0 Executive Summary 

 
Venture Taranaki is looking to extend their ‘Taranaki - like no other’ brand into a consistent and 
resonant story that connects with the region, local and international people and businesses. In 
2015, they developed the “Draft Roadmap” in conjunction with over 1,000 people and 
organisations from Taranaki. Through extensive stakeholder engagement, over 20 regional 
workshops and intentional insight gathering and research, this later became the 2050 Road 
Map which rolled into their four-year action plan.  
 
The action plan accounts for the economic development priorities, highlighted in the Tapuae 
Roa: Make Way for Taranaki Economic Development Strategy, that will support Taranaki as a 
thriving, regenerative and inclusive region. Taranaki has adopted a mission to transition to a 
Low Emissions Economy to support Aotearoa’s 2050 target to reduce emissions to 50 per cent 
below 1990 levels. 
 
There are four areas that the action plan focuses on that will impact the future of local 
development and will need to be woven into the story: 
 

● Energy 
● Food  
● Māori Economy 
● Visitor Sector 

 
The four areas are built on the foundations of: 
 

● Talent, enterprise and innovation 
● Accessibility and Connectivity 
● Vibrancy and Liveability; and 
● Investment 

 
This document proposes a programme of work that will develop an inclusive, future-focused 
and both globally-relevant and locally-appropriate Story for the Taranaki region, along with an 
attraction proposition and UVP for visitors, students, talent, enterprise and investment, and a 
strategy for implementing this story over the next ten years.  

 

 

   

 



 

The strategic requirements of this brief 
 
A single report inclusive of: 
 

● A Taranaki Story that captures and articulates the region’s unique history, culture, values 
and successes, and can be communicated broadly 

● A clear attraction and unique value proposition for the Taranaki region, specifically for 
visitors, students, talent, enterprises and investment 

● A strategy for implementation of the Taranaki Story over the next 10 years  
 

 
 

The tangible requirements of this brief 
 

● Consultation with Taranaki residents, enterprises, iwi and stakeholders to support 
collaboration, engagement, ownership and understanding of the Taranaki Story and its 
value 

● A synopsis of similar projects across New Zealand and internationally, including 
identification of successes and opportunities 

● A competitive analysis of what other comparative regions are doing in the visitor 
proposition and food space 

● Identification and creation of assets (stories, case studies, photography, video, and other 
media and content forms) that capture the Taranaki Story and support its successful 
launch 

● Identification and analysis of the region’s competitive niche/s in terms of regional brand 
story, and where each district’s opportunities lie under the overarching Taranaki Story 
umbrella 

● Specific sub-stories relating to Taranaki’s key industry sectors to support differentiation 
with other regions and promotion of associated enterprises 

● Identification of any development or investment opportunities that would leverage the 
Taranaki Story and elevate brand perceptions of the region 

● Create the assets to successfully and strongly launch the story to local, national and 
international markets 

● Regional investigations into food centre and innovation eco-systems and supporting 
comms  

 
 

 

 

 



 

Five and Dime’s Approach 

 
In response to Taranaki Venture’s requirements, Five and Dime seek to: 

● Employ and adapt to context, Five and Dime’s storytelling strategy approach 
● Bring together a fit-for-purpose group of professionals whose skills are hyper relevant 

for this particular project and the unique context and needs of your collective 
stakeholders 

● Demonstrate and take a co-design approach to community and stakeholder 
engagement across the region and building the Taranaki Story 

● Identify and build upon the activities already in play, working closely with grassroots 
communities, regional agencies, private-sector partners, and central Government 
departments to showcase existing solutions across the four key focus areas  

● Craft an emotionally-resonant, reflective story and set of sub-stories  
● Create a communications strategy that emcompasses the collective learnings across 

your audiences, core narratives, key messaging and channel consideration, domestically 
and internationally  

● Identify an implementation plan and asset production approach and schedule for rolling 
out the story    

 

   

 



 

3.0 Our Taranaki 

 
Taranaki's story represents a rich fibre within the greater New Zealand story, and a global story 
currently unfolding. 
 
The biggest challenge now facing humanity requires its participants to bravely embrace change 
to ensure an environmentally and socially sustainable future for all. The Taranaki story is about 
leading the way - ‘like no other.’ This is what Kiwis do.  
 
This is a story of a community that successfully came together to find new ways to prosper and 
lead. A preparedness founded in a common vision informed by history, culture, science, 
innovation and enterprise. It’s a vision that inspires and that others want to join.  
 
Responding to the imperatives of the Paris Accord and a New Zealand initiative to be less 
reliant on fossil fuels, the Taranaki community has set a roadmap to the future that builds on 
the hard work of the past and creates hope for future generations. 
 
Taranaki has a rich history based on hard work, technology and applied innovation. Our 
collective success and foundation industries (e.g. dairy and meat, oil & gas, chemical, poultry 
and other livestock, primary and fabricated metal and machinery) have built us a solid base, but 
global change factors are creating volatility.  
 
With our rich indigenous culture and our natural environment as assets, we must balance 
careful incremental growth in successful foundation industries whilst accelerating growth in 
select high potential sectors.  
 
Taranaki’s ecosystem challenges and interdependencies have people at the core.  

● Talent retention and strong attraction 
● Building confidence with diversification, modernisation and population growth 
● Valuing and potential realisation of residents already within the region through 

upskilling and educating existing talent 
● Realising the future we want in Taranaki, harnessing that desire and invoking 

engagement to create that future 
● Stimulating investment in enablers (infrastructure, Māori, Energy Futures, Tourism and 

Visitor Services, Future foods) 
● Digital economising and democratising strong existing service sectors including local 

banking and finance, e.g. TSB 
● Harnessing the power of the lifestyle desire the region offers, housing improvement and 

development, and wealth creation with jobs, while tapping into local pride and 
commitment 

● Strategising to produce challenging jobs with high technical and creative content to 
create wealth in the region,drive value chain, and spill over into other areas of the local 
economy 

 



 

● Working strategically with Māori to support developing communities throughout the 
process 
 

4.0 Welcome to Five and Dime 

“He kākano ki ngā mokopuna. He ngāhere ki ngā uri” 

“A seed to our grandchildren. A forest to our descendants” 

Here at Five and Dime, our vision is to pass on a world of trust and authentic connection to 
ourselves, each other and our planet, to future generations. To do this, we’re on a shared 
mission to shift mindsets, change behaviour and solve our biggest environmental, social and 
political problems through our collective, future-focused agency model.  

We have a core team of brand, marketing and storytelling strategists and we bring together 
other capable experts  who believe in our shared mission to design fit-for-purpose solutions 
that position projects in alignment with the world we want to live in. We’re built on the 
principles of flexible working with a human-centred design approach.  

As well as working on projects that deliver impact or reimagine the institutionalised systems 
that make up our world, our values are what set us apart. As a social enterprise, we put 15% of 
our profits towards social and environmental causes. We also firmly believe in Being good 
humans, Underpromising and Overdelivering and Leaving our egos at the door.  

 

 

 

 

 

 

 

 



 

 

5.0 Your fit-for-purpose team: 
We’ve pulled together a highly-capable, highly-relevant team incorporating local connection to 
the Taranaki Region (Ramari Slattery), with deep experience building strategic capability and 
talent attraction (Campbell Hepburn), as well as global and local current affairs (Simon Morton), 
film and media production (Steve Unwin), and storytelling and brand positioning (Shadoe Stone 
and Claire Mance).  

 

Ramari Slattery   
Stakeholder Engagement and Iwi Relations Lead. Ex-Head of Strategic Portfolios and Programmes at 
Auckland City Council 

Ko Taranaki te Maunga, Ko Mururaupatu te Marae, Ko Te Ātiawa to Iwi Ko Syd & Hana Jackson oku 
matua. 

Ko Ramari Jackson Slattery tōku ingoa. 

Ramari has extensive experience in bringing people, organisations, ideas and innovation 
together within a range of environments including the public sector, private sector, NGOs, 
commercial and government sectors, with a proven track record of achieving excellent results.  

She prides herself on her ability to identify, understand, connect and influence key stakeholders 
to achieve desired outcomes across cultures and communities, and to draw key insights into 
organisational deliverables and outcomes.  

She thrives on designing new ways of working, influencing policy and taking products and 
services to market, while easily managing high volumes of complex initiatives through to 
successful completion. Strengths include: 

● Effective in managing and facilitating change and embedding new capabilities 
● A highly effective influencer and negotiator, adept at reaching positive outcomes 
● Consciously curious about learning and embracing new information 
● A thought leader, human-centred design thinker and problem-solver 
● An exceptional deliverer who easily handles multiple conflicting priorities  

 



 

 

Campbell Hepburn  
Talent Acquisition and Diversity Strategist 

With over 22 years of working in the employment sector, including 15 years at General Manager 
and Managing Director level, Campbell has accumulated a wealth of expertise across a 
spectrum of labour market, workforce engagement and employment life cycle topics.  Leading, 
managing, supporting, coaching and developing people are in his areas of strength. Personally 
he has recruited to and including Chief Executive and Board level and he has worked alongside 
many executive leaders and managers, facilitating, coaching and advising them on a range of 
business and human resource challenges and opportunities. 

Campbell has always gravitated toward making a strategic contribution whether at 
organisation, market segment, regional or national level.  Among things Campbell is proud of: 

● Working offshore with the New Zealand government and technology sector to address 
skill shortages facing the country 

● National and international television, radio and print media commentary on New 
Zealand workforce issues 

● Conceptualising, developing and presenting economic labour market reports including 
facilitating workshops with private and public sector organisations 

● Presenting alongside Ministers and Chief Executives on the New Zealand labour market 
● Presenting to PhD and post-doctoral researchers at Universities throughout New 

Zealand on barriers to employment in their chosen field, transferable skills, managing 
careers and developing a personal brand 

● Multi-year facilitator and participant in the award winning Skilled Migrant Programme in 
junction with Victoria University and Rotary International 

● Keynote speaker at MBIE’s National Migrant Settlement Summit and Dept Internal 
Affairs Workforce Diversity summit 

● Working with iwi, developing workforce policies post-settlement with the Crown to 
support commercial investment and positioning them as employers of choice 

● Enterprise level review of diversity and inclusion leadership within a large organisation, 
advising and developing and facilitating workshops to render go forward strategies and 
solutions 

● Completing the Hilary Leadership Programme (a post grad level diploma in leadership) 
● Coaching secondary sports and running a community sports programme 

 



 

Innately intuitive, Campbell is deeply respectful of others, and works on getting breadth and 
depth of input to develop understanding and insights in order to solution effectively.   

 

Shadoe Stone 
Creative Director and Founder of Five and Dime  

Shadoe Stone is a creative and strategic professional with a background in Design, a Bachelor 
of Communications in Marketing, and an interest in psychology, neuromarketing and consumer 
behaviour.  

Shadoe has over 10 years experience with brand strategy and founded Five and Dime when she 
was 23 years old, after leaving marketing positions within a management consultancy, HR 
professional services firm, and New Zealand's leading property data company, Corelogic 
(formerly PropertyIQ). 

Shadoe has worked within a variety of diverse environments, from fast-paced innovation 
businesses to large Government departments and has a flexible and deeply empathetic 
approach.  

She prides herself on taking a human-centric method to drawing out emotionally-connected 
and resonant stories that cut through the noise and deliver poignant and high-quality 
messages.  

She’s a digital native that is comfortable with complex technology and systems and is an 
incredibly aspirational thinker. Shadoe is particularly passionate and driven by reversing the 
climate crisis and achieving better collective mental health, particularly for younger generations 
that live with an ‘always on’ mental model. 

Career highlights include: 

● Leading the country's first Kiwibank FinTech and Lightning Lab Electric marketing and 
comms approach 

● Leading the marketing and comms strategy for Aotearoa's 2017 Social Enterprise World 
Forum 

● Positioning the social enterprise opportunity in Aotearoa to support Ākina Foundation 
to unlock $5.55m to fund national social enterprise sector development in partnership 
with Department of Internal Affairs and the cross-agency working group on social 
enterprise 

 



 

● Co-designing Hon Peeni Henare's vision for his Youth Portfolio and the Government's 
Youth Strategy 

● Supporting NZ Post with the visual design of their 3-year sustainability strategy in order 
to unlock board support and NZ's largest multi-year decarbonisation fund 

● Starting a social enterprise to address the plastic waste issue and redesign the grocery 
system 

 

Claire Mance 
Project Lead, Stakeholder Engagement Support, and General Manager at Five and Dime 

Claire has extensive experience delivering to large scale strategic and communication objectives 
and deliverables, both domestically and internationally.  

Commencing her career at The New Zealand Film Commission, Claire established a foundation 
of knowledge in short film promotion and production, before shifting her career path toward a 
commercial advertising and content production focus via the likes of Ogilvy and Clemenger 
BBDO. 

Over the course of the last 10 years, Claire shifted firmly into the social and environmental 
sector of Aotearoa, working with smaller, purpose driven boutique agencies. She excels in 
overseeing high-level operations and planning, employee and talent engagement, financial 
sustainability and strategic oversight / art direction. Highlights include: 

● Founder of a startup focussed on projects and outcomes in support of community 
wellbeing and mental health resilience 

● Project Lead for a large-scale, national communications launch for the (ex) Prime 
Minister of New Zealand  

● Corporate Communications Consultant for international FTSE 100 client base; Burberry 
and British Gas 

● Production Lead and Communications Consultant across Health Promotion Agency’s 
National Campaign; Smoking Not My Future  

● Brand Development and Project Lead - Auckland Arts Festival 2017 rebrand 
● Event and Communications Lead for Chris Cairns National Fundraising Gala; Rail Safety 

New Zealand 
● Event and Communications Lead for Save The Children New Zealand’s National 

Conference 

 



 

● Marketing and Communications in support of the Annual Academy Awards, New 
Zealand Film Commission 

 

 

Steve Unwin  
Founder & Director of Film/Video at Clockwise Creative - Ex-Head of Media Productions at Weta 
Workshop 

Steve has spent over 25 years working in the creative industries, both locally and 
internationally. Using his wealth of experience, he has brought together a team of industry 
specialists who collectively hold an immense depth of knowledge and experience in 
promotional documentary making. Steve’s spent a large portion of his career promoting New 
Zealand’s filmmaking industry to the world and attracting international investment into the 
regions. 
 
Steve established the Media Production Department at Weta Workshop over twelve years ago. 
His time spent leading the department helped hone his skills and complemented his experience 
and knowledge of producing high-end promotional imagery and storytelling.  
 
He now brings these skills to his own company, Clockwork Creative. Steve works as a creative 
producer bringing together and supervising projects. He also shoots a range of styles and 
subjects as DOP and camera operator, and shoots stills on-location and in the studio. 
 
Steve led the Weta Workshop Media Production Team when they produced, shot, and edited 
behind the scenes and EPK content for the promotion and publicity of Rupert Saunder's film, 
'Ghost In The Shell' with Paramount Pictures. The team worked closely with the studio to 
produce featurettes and pre-theatrical trailers to promote the film as well as videos for the NZ 
Film Commission to promote New Zealand as a filming destination. 
 
Steve and his filmmaking and photography team bring a wealth of visual storytelling 
experience to the project and have a shared interest in the inclusive development of New 
Zealand’s national identity.  

   

 

https://vimeo.com/360961612/1c5c4bfcc1


 

 

Simon Morton  
Current Affairs Liaison, Storytelling Consultant and Ex-Producer and Host at Radio New Zealand 

 
Simon Morton has presented and co-produced Radio New Zealand's consumer sci-tech 
programme 'This Way Up' for 13 years. In 2018 it won 'Best Weekly or Daily Programme' at the 
NZ Radio Awards.  
 
Simon reports for the BBC World Service 'Click' programme and has won numerous awards, 
including a Gold Medal for best social issues or current affairs programme at the New York 
Festival Radio Awards 2012 for the programme 'Broken River,' and winner of best non-fiction 
book, New Zealand Post Children's Book Awards 2013 for '100 Amazing Tales from Aotearoa.' 
 
He's presented and co-produced a number of TV shows, two series of 'Forensics NZ' (PRIME TV), 
'Along for the Ride' where he rides a bike around NZ (TVNZ One), 'Why We Buy' (TVNZ One), 
'Use As Directed' (TVNZ 6/7) and 'Tales From Te Papa' (TVNZ 6/7 with a book version and 
educational DVD published), Along for the Ride (TVNZ One) and Forensics: The Science Behind 
The Truth (Prime). Ed 
ucational DVD published). 

 

 

 

 

 

 

 

 

http://www.radionz.co.nz/national/programmes/thiswayup
http://www.bbc.co.uk/search?q=simon+morton
http://www.bbc.co.uk/search?q=simon+morton
http://www.radionz.co.nz/national/programmes/brokenriver/audio/2500556/broken-river
http://www.radionz.co.nz/national/programmes/brokenriver/audio/2500556/broken-river
http://www.radionz.co.nz/national/programmes/brokenriver/audio/2500556/broken-river
https://www.tepapa.govt.nz/about/te-papa-press/books-about-te-papa/100-amazing-tales-aotearoa
http://forensicstv.co.nz/
http://tvnz.co.nz/along-for-the-ride/index-group-6161512
http://tvnz.co.nz/along-for-the-ride/index-group-6161512
http://tvnz.co.nz/along-for-the-ride/index-group-6161512
http://tvnz.co.nz/why-we-buy/2453843
http://tvnz.co.nz/why-we-buy/2453843


 

6.0 Our capability and previous experience  

1.0 Unlocking $27bn for Social and Environmental Impact 
fwd: the supply chain for change 

 
Imagine the power of $650 billion annual procurement spend if it were redirected to 
enterprises that prioritised social and environmental impact alongside profit. 
That’s the idea behind ‘Social Procurement.’ We worked with the Ākina Foundation and the New 
Zealand Post to launch New Zealand’s first social procurement platform. 
 
 fwd: now has over 50 certified social enterprise suppliers and 12 buyer members, with the likes 
of Air New Zealand, NZ Post, Auckland Council, and a combined annual spend of $27bn. 
 
What’s in a name?  
We challenged the use of the platform’s existing functional name (Market Connect) and 
presented competitive research and human decision-making rationale to make a case for a 
stronger, emotionally-charged name. Through our strategic naming process which drew 
competitive research across both the global social procurement market and local procurement 
market, we landed on fwd: to artfully communicate this new social movement relative to this 
point in humanity’s collective technological journey. fwd:’s language aims to inspire. To show 
what’s possible and to challenge corporate vernacular.  
 
We created a brand framework to communicate differently to the platform’s key audience 
groups: social enterprises, corporate partners and the general public. The ‘Ākina Certified Social 
Enterprise’ was developed as a submark and asset for social enterprises to utilise as social 
marketing and assist Ākina to spread the word on the fwd: platform.  
 
Wrapping it up 
We completed branding, illustration and animation work that pushed the status quo. Then 
wrapped up in a simple, yet effective site that linked through to the fwd: platform. The brand is 
an inclusive and progressive take on the conventional technology startup design style. 
 
See it at fwd.org.nz. 

 

2.0 Designing a Vision for Government’s Youth Strategy 
with Ministry of Social Development 

 
Minister of Youth, Hon Peeni Henare and his team within the Ministry of Social Development 
approached us to create a compelling vision that differentiated the Minister’s youth portfolio 

 

https://www.fwd.org.nz/


 

and positioned it as relevant and important across Government. They wanted a reason for his 
colleagues to actively engage the Minister and Ministry for Youth. 
 
This work provided valuable insight and information for what became the Child and Youth 
Wellbeing Strategy, recently launched by the Prime Minister, ensuring that young people will 
have a strong and influential voice in raising wellbeing. 
 
Vision Development and stakeholder working groups 
Together with a mini-working group that included MYD, Service Providers and Young People 
representation, we co-designed the vision for Hon Peeni Henare’s Youth Portfolio.  

 

“A country where every young person knows 
they can.” 

 
Ministerial Presentation Design 
Working with Policy Analysts inside Ministry of Social Development and Ministry of Youth 
Development, we curated Government data and combined it with key statement of intent and 
intended outcomes from across relevant agencies to pull together the information design for 
Hon Peeni Henare’s presentation to the Prime Minister on his vision, outcomes, success 
measures and voice of the customer stories. 

 

 

3.0 Disrupting Aotearoa’s Financial Industry 
Kiwibank FinTech Accelerator 

 
The inaugural Kiwibank FinTech Accelerator run by Creative HQ and Callaghan Innovation was 
the first of its kind, creating a private and public partnership to accelerate the development of 
system-breaking startups and disrupt the financial industry.  
 
The programme attracted significant investment from the Angel investing community and 
delivered successful companies like Sharesies - Aotearoa’s first micro-investment platform. 
 
Diverse Stakeholder Engagement 
Working within the Creative HQ team, we collaborated with external stakeholders within 
Kiwibank, Xero, WREDA, Callaghan Innovation, EightyOne, Springload and Australian PR firm 
Sling & Stone to co-develop the brand, website design, comms and marketing strategy for pre, 
during and post the 3-month programme.  
 
Marketing and Comms Strategy 

 

https://creativehq.co.nz/
https://www.callaghaninnovation.govt.nz/
https://www.sharesies.nz/
https://www.kiwibank.co.nz/
https://www.xero.com/
https://wellington.govt.nz/your-council/council-controlled-organisations/wreda
https://www.callaghaninnovation.govt.nz/
https://eightyone.co.nz/
https://www.springload.co.nz/
https://slingstone.com/


 

The programme’s strategy utilised digital and traditional channels, awareness, engagement and 
decision-trigger strategies such as activating channel partners across the country, running 
webinars with successful mentors, investors and FinTech startups, and conducting a national 
roadshow with the programme team. 
 
Team and Programme Stories 
Throughout the programme we worked with the participating teams to develop their own 
communications capability, and drew out stories to share with local and national media, 
including Stuff, NZ Herald, CIO NZ, Idealog.  
 

 
 
4.0 Changing Perception of Impact Investing at a National 
Level - Impact Enterprise Fund 
 
The Impact Enterprise Fund, New Zealand’s first domestically-focused Impact Investing Fund, 
was established for investors wanting to support the creation of positive social and 
environmental outcomes as well as generate full market-rate financial returns. 
 
The Fund’s investment thesis is based on the recognition that mission-driven businesses 
focused on achieving a meaningful social and/or environmental impact are generally those at 
the cutting edge of disruptive social and environmental innovations and can be expected to 
outperform their traditional predecessors. Investments focus on expansion opportunities in 
fast growing sectors such as sustainable food production, agriculture technology, healthcare, 
clean energy, and education. 

 
The Fund completed a Final Close in November 2018, having raised close to $9 million.  
 
Brand Identity 
Together with New Ground Capital, the Ākina Foundation and Impact Ventures we created an 
identity for the Impact Enterprise Fund. The work involved navigating two existing branding 
sets, but the result was something we could all be proud of; an opportunity to scale Kiwi 
impact. 
 
Investment Memorandum Design 
Working with this new identity, we designed the Fund's 63-page Information Memorandum and 
a digital experience to house it. The project was an opportunity to showcase a handful of Kiwi 
ventures creating significant impact (Thought-wired, Ooooby and CoGo).  Examples of 
businesses looking to better society through their commercial operations. As a result of our 
strategic design thinking and the investment offering pulled together by New Ground Capital, 
Impact Ventures and Ākina, the fund is now operational with $9m to invest.  

 

 

https://www.stuff.co.nz/business/industries/89422589/kiwibank-fintech-accelerator-first-step-into-growing-nz-fintech-sector
https://www.nzherald.co.nz/personal-finance/news/article.cfm?c_id=12&objectid=11846126
https://www.cio.co.nz/article/627624/movers-shakers-owen-werner-graeme-muller-mikal-todd/
https://idealog.co.nz/venture/2016/10/kiwibank-launches-new-zealands-first-fintech-accelerator
https://impactenterprisefund.co.nz/
https://www.newground.co.nz/
https://www.akina.org.nz/
https://www.impactventuresnz.com/
https://www.thought-wired.com/
https://www.ooooby.org/
https://nz.cogo.co/


 

 

5.0 Making New Zealand’s Social Enterprise Sector 
World-Famous - 2017 Social Enterprise World Forum 
 
The Social Enterprise World Forum attracted over 1600 people from over 25 countries and 
alongside the Ākina Foundation team, we took a co-design approach to the event and 
marketing/comms strategy. The project involved working with social entrepreneurs, investors, 
advocates, change makers, government officials, corporates, students and media. The event 
was runner up in the Global Eventex Awards. 
 
Diverse Stakeholder Engagement 
Working within the Ākina Foundation team, we worked with channel partners DIA, Ministry of 
Awesome, Social Traders Australia, CEIS, Office of Hon Jo Goodhew, British Council, NZTE, Social 
Enterprise Alliance, Young Enterprise Trust, Pyxera Global, SAP and Creative HQ, to engage with 
their networks and spread stories of the event. 
 
Event Attraction Proposition 
Working with the brand which was sponsored by Clemenger BBDO, our team collaborated with 
the project team on the event attraction proposition and key benefits to communicate to key 
audience groups (partners, potential delegates, and ticket holders media).  
 
Stories of Aotearoa’s Social Enterprise 
A major objective of Ākina Foundation’s successful bid and strategy for hosting the Social 
Enterprise World Forum was to make a case that New Zealand’s social enterprise eco-system 
was at an important part in its journey and needed Government support. In order to make that 
case, we worked with national and international social enterprise data, Central Government 
outcomes and local social enterprises providing solutions and creating an impact in the areas of 
social inclusion and equality, Maori development, nutrition and food security, environmental 
protection, and decent work and employment opportunities. Part of this work included 
publishing a written case study of Social Enterprise in New Zealand on the New Zealand Story, 
to increase our international profile of social enterprise.  

 

 

   

 

https://www.dia.govt.nz/
https://www.ministryofawesome.com/
https://www.ministryofawesome.com/
https://www.socialtraders.com.au/
https://www.ceis.org.uk/
https://www.britishcouncil.org/
https://www.nzte.govt.nz/
https://socialenterprise.us/
https://socialenterprise.us/
http://youngenterprise.org.nz/
https://www.pyxeraglobal.org/
https://www.sap.com/index.html
https://creativehq.co.nz/
https://www.clemengerbbdo.co.nz/
https://www.nzstory.govt.nz/blog/the-rise-of-social-enterprise-in-new-zealand/


 

6.0 Our fit-for-purpose methodology, 
milestones and outcomes   

A process for co-design and collaboration when working with diverse hearts and minds, broad 
stakeholder groups and a multi-layered storytelling strategy. 

1.0 Discovery 
01 October 2019  

Purpose 
 
In this first phase of the project, we will seek to gain a deeper understanding of the project, 
the region and your diverse stakeholders and audiences.  
 
Ramari Slattery, whose previous role as Head of Strategic Portfolios and Programmes at 
Auckland City Council, and intimately understands the nuances of diverse stakeholder 
groups, will lead the first two phases of our process, with core strategic and engagement 
support from Shadoe Stone and Claire Mance of Five and Dime. 
 
This work includes: 
 

● Gaining a richer understanding of your stakeholder groups through readings, 
research and first hand meetings 

● Background stakeholder research and due diligence / stakeholder mapping - including 
needs, influences, challenges and engagement considerations 

● Intentional, deep-dive research in support of your core foundational pillars and 
sectors - Energy, Future Foods, Māori Economy, Visitors 

● Public Relations and media review - surrounding external influences and events of the 
region / environmental scan 

● National and international research - leveraging the learnings of those stories told 
before us 

Outcome 
 
Following our collaborative discovery phase, we will have a thorough and shared 
understanding of your desired outcomes and collective influencers, and effectively begin to 
identify, understand, connect and influence key stakeholders to achieve these identified 
outcomes together.  
 
This will be a key point in our relationship in terms of aligning expectations against our 

 



 

proposed scope of work, and refining any central objectives, budget assumptions, core points 
of contact, establishing a clear and shared understanding of the work programme and 
milestones going forward. 
 
 
2.0 Stakeholder Mapping + Engagement  
01 November 2019  

Purpose 

Our next step is to build trust and establish relationships with Venture Taranaki, key district 
and regional council personnel, key local marketing and communications professionals, and 
other relevant stakeholders. 

● Co-designing our stakeholder engagement strategies and plans with Venture Taranaki 
● Stakeholder engagement and collaboration workshops / interviews with both groups 

and individuals. We understand and acknowledge the level of work and engagement 
from Venture Taranaki and the people of Taranaki up to this point and we will work 
alongside you to leverage this mahi and use this knowledge bank to shape and inform 
any future focus areas 

● Intentionally building trust and connection, through proven exercises and methods, 
we will leverage international frameworks and toolkits from the likes of IDEO through 
to local New Zealand owned methodologies such as The Customer Experience Deck. We 
always tailor our approaches and engagement tactics back to the relevance of our 
work at hand and make our process unique and specific to the region and its people 

● Building and communicating our shared intent, challenges, opportunities and process 
for feedback and collaboration - it is intrinsically important to Five and Dime and our 
collective team that all thinking, idea generation and rationale is driven forward as a 
group with an empathetic lens and intentional, frequent feedback loops and 
consultation 

Outcome 

A trusted network of engaged stakeholders built upon inclusion, collaboration and respect. 

 

 

 

https://www.ideo.com/
https://ridersandelephants.com/the-cx-deck


 

 

3.0 Audience Segmentation, Insight Gathering and Persona Development  
01 November 2019  

Purpose 

This key phase of the project is critical for developing an emotional and analytical view of 
your target audiences and ensuring that the story is resonant and reflective of their sense of 
identity in relation to the Taranaki region. 

This phase includes both secondary research on the people of Taranaki, enterprises and 
visitors of Taranaki, and also primary research that draws out language and behaviour which 
can ultimately be crafted into psychographic profiles to inform both the story development 
and consistent development of messages and strategies in the future.  

This step of the project includes: 

● Building a baseline understanding of our core audience groups (Taranaki residents, 
enterprises, iwi and stakeholders) through secondary research (utilising stakeholder 
reports, public-facing digital channels, research tools utilised to date) 

● Establishing micro working groups in alignment with each focus area (Energy, Food, 
Māori Economy, Visitor Sector) 

● Conducting thorough primary research in alignment with our story needs - this might 
include fieldwork, focus groups and one-to-one persona interviews to gain a deep 
psychographic understanding of needs, intrinsic and extrinsic motivators and 
language. A number of these interviews would likely be captured via video to build 
deeper empathy between the project team and Venture Taranaki  

● Persona development and high-level needs analysis 
● Aligning the diversity of our goals and outcomes with our intended audiences  

Outcome 

A clear understanding of your diverse audience groups using human-centred design and 
empathy-building techniques. 

 

 



 

 

4.0 Shared Understanding + Core Mid-way Point in the Engagement and 
Strategy Development 
01 December 2019 

Purpose 

The next phase of our research delves into the visitor, talent, enterprise and investment 
attraction proposition by scanning international and local markets and utilising relevant data 
sources such as New Zealand Tourism and MBIE. Taking insights from the stakeholder 
consultation and engagement process and overlaying it with discoveries from the market 
research and competitive review work, we’ll present our findings and seek group consultation 
and feedback on our work to date. 

● A synopsis of similar projects across New Zealand and internationally, including 
identification of successes and opportunities. 

● A competitive analysis of what other comparative regions are doing in the visitor 
● proposition and food space 
● Identification and analysis of the region’s competitive niche/s in terms of regional 

brand story, and where each district’s opportunities lie under the overarching 
Taranaki Story umbrella. 

● Positioning and sharing our collective understanding of our future activities and intent 
● Group consultation and feedback 
● Engage, recognise progress, share feedback, stories and concerns 

Outcome 

A truly collaborative and co-designed solution for the Taranaki Story. 

 

 

 

 



 

 

5.0 Storytelling Strategy and Report  
14 January 2020 

Purpose 

At this point we begin to converge with our research and thinking and pull together all 
threads from the co-design process and audience group insights to craft the Storytelling 
Strategy Taxonomy and Report. This phase is where the UVP for the Taranaki region will 
come to life and a messaging hierarchy will be established as a framework for shared 
understanding.  

This includes: 

● Articulating the UVP for the Taranaki region to attract visitors, talent, enterprises and 
investment 

● Crafting the ‘Story Foundations’ messaging hierarchy as a framework for shared 
understanding  

● Crafting the key messages for each key audience group 
● Developing the strategic narrative structure and identifying our ‘story’ themes that will 

bring the UVP to life. These will account for: 
○ Four focus areas 
○ Diverse audience groups needs and psychographic contextual insights 
○ Stakeholder communication requirements and channel insights 
○ Local and international cultural considerations 

Outcome 

A high-level Storytelling Strategy Taxonomy diagram and Draft Report Structure to share with 
the stakeholders for January 31 2020.  

 

 

 



 

 

6.0 Concepts, Storyboard and Key Messages 
February 2020 

Purpose 

Establishing a conceptual and thematic approach to meet the broad needs of our storytelling 
strategy and testing with core audience groups. 

● Our conceptual storytelling concept and proposed medium / channels 
● A thematic approach to depict and capture the essence of the Taranaki Story 
● Affirm our communication, cultural, regional and international requirements in 

alignment with our storytelling strategy taxonomy 
● Focus group to test the thinking within working groups - ensuring we have 

representation across the audience groups. 

Outcome 

An approved conceptual approach for producing the Taranaki Story and its sub-stories.  

7.0 Report Finalisation and Implementation Plan  
February 2020 

Purpose 

Finalising Report and Creating an Implementation Plan. 

● A clear plan with background context, strategic research approach and findings, key 
personas and insights, Taranaki Story - UVP, Storytelling Strategy Taxonomy, Taranaki 
Attraction Proposition, Conceptual approach and strategy for implementing the Story 

● Timeline and budgets for producing the stories and launching both nationally and 
internationally 

● Digital channel plan and metrics for measuring a successful launch 
● Identification of any development or investment opportunities that would leverage 

the Taranaki Story and elevate brand perceptions of the region 

 



 

Outcome 

A document that includes the The Taranaki Story, Taranaki Attraction Proposition and 
articulation of strategy for effectively delivering the Taranaki Story. 

 

8.0 Production and Toolkit Development 
February 2020 

Purpose 

The Taranaki Story will be documented in a comprehensive communications kit, including the 
UVP boiler plate in short and long form and value proposition across key audience groups 
and channels. The team will write up reverse briefs, based on the outcomes of the 
Storytelling Strategy and Implementation Plan, for all media and stories that will be 
developed to successfully launch the strategy both locally and internationally.   

Steve Unwin will lead the video capture process and the team at Five and Dime will work with 
local talent to source accompanying written case studies, and pull together in a toolkit that 
can be used by the region and its enterprises. 

This step of the process will include the following:  

● Storyboards, reverse briefs and scripts for the stories, case studies, photography, 
video, and other media assets that will need to be created to deliver the Taranaki 
Story both locally and internationally 

● Working with our talented team of production experts to craft the perfect stories 
● Scoping the asset library requirements with key stakeholder representatives 
● Training on how to access and maintain the assets to ensure a consistent, current and 

comprehensive story is delivered 

Outcome 

Following this step in the process, the team at Venture Taranaki will receive a digital asset 
library that is fit-for-purpose, secure and meets the stakeholder’s access and usage 
requirements. 

 



 

7.0 Performance Indicators 

The following are considered to be indicative performance indicators, with refined project 
success metrics to be established based on the co-design of the process and collaboration 
with local project team and talent.  

● Participation - stakeholders engaged, contributing into the stakeholder mapping, 
audience grouping, research and the draft UVP development, messaging hierarchy 
and storytelling strategy. 

● Representation - a cross-section of stories representing the diverse talent and needs 
across the Taranaki region.  

● Sustainability - the work will be undertaken with a commitment to reducing our 
carbon footprint and ensuring we minimise the amount of trips that we take, 
single-use items we consume and offset our carbon when flying. 

 
 

8.0 Project Milestones 

To reach Venture Taranaki’s anticipated delivery milestones, this will be an exciting, efficient 
and ambitious timeline of work. With consistent and clear communication, identified project 
leads and supporting decision makers, cooperation and true and genuine collaboration, we 
feel ready, available and equipped to meet the following proposed milestones: 

 

Milestone  Timeframe 

Contractual conversations, core team 
engagement, briefings and kick off 

1-12 October 2019 

Deep readings, research and stakeholder 
mapping 

12 October - 01 November 2019 

Stakeholder engagement and audience 
segmentation / supporting research and 
audience engagement 

01 November - 21 December 2019 

Report of findings, strategic outcomes, 
strategic recommendations 

06 January - 25 January 2020 

Story production and toolkit development  25 January - 29 February 2020 

 



 

 

A lot of these timeline assumptions are based on free and available stakeholder groups 
during a time of year that is typically known for New Zealand family holidays and celebrating 
and acknowledging whānau. We anticipate that the parameters of these milestones will likely 
organically shift, but we will provide a full and detailed project plan during the discovery 
phase of our work together to detail key actions and responsibilities in a more granular 
nature. We are committed to working with Venture Taranaki to reach your anticipated 
timeframes. 

9.0 Budget Overview 

 
Collectively, we have worked to meet the established budget expectations as noted within the 
Venture Taranaki RFP. 
 
We have utilised our bespoke co-design and collaboration process to breakdown each step of 
the process, while further utilising Venture Taranaki’s provided readings, our own guided 
research, the experience and insight across our collective team of experts and our knowledge 
bank of previous workstreams in alignment with this scope.  
 
We have established a breakdown we believe to be indicative of the steps we must take to set 
about achieving your core objectives. That said, we likewise feel there are undoubtedly 
unknowns across this scope of work that will require refinement and agreement upon.  
 
We would use our initial discovery process with you to refine our scope, budgets and continue 
to evolve expectations in alignment with your budget indications, organically and transparently. 
 
We will work with Venture Taranaki to fix each stage of the process as the deliverables of each 
phase of the process are identified, known to us and agreed upon.  

 
Discovery  Indicative Budget 

Video conferencing, initial acceptance conversations remotely, kick off 
logistics, contractual agreements and approvals in place. 
  $1,200.00 

Internal team engagement briefings, kick-off considerations, structure 
/ thinking / and agenda planning. 
  $1,200.00 

Further readings and team engagement in preparation for project kick 
off and in alignment with our agreed kick off agenda.  
  $2,000.00 

Onsite briefing session with Venture Taranaki - in Taranaki - all core  $3,000.00 

 



 

team members - stakeholder engagement lead, project lead, creative 
director and regional talent / enterprise strategist. 
 

Anticipated travel - all core team members - Taranaki return 
  $1,200.00 

TOTAL  $8,600 
 
We will  work closely and collaboratively with Venture Taranaki to truly understand the scope of work 
ahead of us, leveraging all research, engagement, stakeholder consultation and planning to date to 
strengthen our future process - and to align and agree upon expectations, milestones and the future focus 
of work together.  
 

Stakeholder engagement + Relationship management with 
Venture Taranaki  Indicative Budget 

Stakeholder mapping directly with Venture Taranaki - needs analysis, 
their level of influence, perceived roadblocks or challenges and initial 
engagement considerations.  
 
Identifying what part each stakeholder group plays in delivering to the 
Taranaki Story, based on your extensive engagement and research to 
date.  
 
Identifying and querying any stakeholder groups not yet considered, 
why, and if / how we should look to engage them.  
 
Anticipated Deliverables;  
 

- A clear understanding of your high-level roadmap of who your 
primary, secondary and fringe stakeholder groups are. 

 
- A clear plan for the considerations and engagement approach / 

engagement requirements set out around that roadmap 
  $9,800.00 

Stakeholder research and due diligence - what further insight and 
readings do we require to set up stakeholder engagement and 
consultation successfully.  
  $2,000.00 

Intentional, deep-dive readings in support of your core foundational 
future pillars and sectors - Energy, Food, Māori Economy, Visitors - 
leveraging all your workshops, engagements and planning to date. 
Including Future Foods / Food Centre readings and landscape scan.  
  $2,000.00 

Public Relations and Media review - surrounding external influences 
and events of the region. Including Future Foods / Food Centre  $1,800.00 

 



 

readings and landscape scan.  
 

National and international research - leveraging the learnings of those 
stories told before us. Including Future Foods / Food Centre readings 
and landscape scan.  
  $1,800.00 

Onsite session with Venture Taranaki - in Taranaki - all core stakeholder 
engagement team members - stakeholder engagement lead, project 
lead, creative director. 
  $2,000.00 

Anticipated travel - Taranaki return 
  $1,200.00 

TOTAL  $20,600 
  
 
Based on your extensive research and stakeholder engagement to date, and based on our local 
understanding of the region and landscape, we understand your stakeholders to be broad and diverse in 
their needs and previous engagements with you. Our Discovery phase and our Stakeholder Mapping 
phase, alongside working directly with Venture Taranaki, will allow us to refine and adjust this scope 
across the following stages based on further insight and understanding. For now, we have allowed for a 
series of core engagement tactics below - but we would be looking to align expectations with scope at this 
very core point in our journey together. 
 
Stakeholder Engagement  Indicative Budget 

Stakeholder engagement management - leading, curating and 
strategically guiding the process of diverse stakeholder engagement. 
 
Anticipated considerations; 
 

- Further stakeholder engagement workshops - planning for, 
steering and curating subject matter and conversations, 
guiding connections, working through challenges, collating 
findings and steering next steps based on core considerations 
and identified actions 

- One-to-one interviews and meetings - central and local 
government, iwis, schools and education providers, local 
business networks - stakeholder engagement point of contact 
on behalf of Venture Taranaki based on the identified 
stakeholder map / needs analysis 

- Engagement with the core Venture Taranaki team on a regular 
and consistent basis 
 

  $21,400.00 

 



 

Relationship management and stakeholder engagement support, 
secondary contact and engagement point for stakeholder 
engagement, workshops, interviews. 

  $6,000 

Logistics management and arrangements. 
  $4,500 

Consolidation of insight and materials. 
  $2,500 

Anticipated travel costs - based on 4 x visits to Taranaki 
  $2,500 

TOTAL  $36,900 

 
We understand there to be a lot of available insight, data capture and findings in support of your core 
industries, audiences and subject matter focus areas. This would be another phase of the process that we 
believe could shift in emphasis or scope, based on further resources and information, as provided by 
Venture Taranaki. We will work closely with you to define any further research or audience engagement 
approaches following our initial Discovery phase and we will look to align scope of work with your 
available budget to produce the most effective approach possible within that budget. 
 
Audience segmentation and insight  Indicative Budget 

Identifying our core audience groups together - the high-level overview 
of the hearts and minds we need to engage in order to deliver to our 
broader strategic objectives. 
  $2,500 

Conversations and engagement in alignment with each audience group 
across Venture Taranaki’s key points of contact - leveraging all 
research, insight and workshop outcomes to date and building out any 
additional tactics or insights we might require to frame up a true 
indication of the needs that need to be met and ‘stories’ that are 
required in alignment with each audience. 
  $3,400 

One-to-one persona interviews for any core audience groups we all 
believe we require further insight or data captured around, supported 
by any agreed focus groups to specifically align our stakeholder 
learnings back to our primary purposes identified, and to the needs of 
our core audiences groups. 
 
Anticipated considerations; 
 

- A series of one-to-one interviews 
- Potential focus groups depending on the outcome of refining 

our audience segmentation groups 
- Online data capture if this is a more practical way to capture  $8,200 

 



 

information around a specific area of interest / or a 
requirement to have more information around any potential, or 
known, assumptions 
 

Persona development and high-level needs analysis 
  $3,080 

Aligning the diversity of our goals and outcomes with our intended 
audiences 
  $2,500 

Allowance for video conferencing, connection and engagement with 
Venture Taranaki 
  $2,000 

Total  $21,680 
 
 
We understand one of the core deliverables for Venture Taranaki to be a detailed and written report that 
consolidates in depth solutions and clearly substantiates and articulates the following: 
 

● Unique Value Proposition (UVP) for the Taranaki region to attract visitors, talent, enterprises and 
investment 

● Determine and define a clear visitor attraction proposition for the region 
● Determine and define a clear value proposition to assist in the attraction of enterprises, and 

investors to the regions 
● Crafting the ‘Story Foundations’ messaging hierarchy as a framework for shared understanding  
● Crafting the key messages for each key audience group 
● Developing the strategic narrative structure and identifying our ‘story’ themes that will bring the 

UVP to life. These will account for: 
- Four focus areas - Visitor, Foods, Maori Economy and Energy 
- Diverse audience groups needs and psychographic contextual insights 
- Stakeholder communication strategies and channel recommendations  
- Local and international cultural considerations 

 
Storytelling strategy and report of findings and solutions  Indicative Budget 

High-level storytelling taxonomy - the diversity of key messages in 
alignment with our strategic objectives (as noted above), narrative 
structures and proposed sub stories, identified key messaging. 
  $7,200.00 

Unique Value Proposition (UVP) for the Taranaki region to attract 
visitors, talent, enterprises and investment. 
  $5,640.00 

Determine and define a clear value proposition to assist in the attraction 
of enterprises, and investors. 
  $5,700.00 

 



 

A focus on future, sustainable foods / food centre considerations. 
  $4,080.00 

Content development, design and layout of our storytelling taxonomy 
and report of findings and solutions. 
  $5,000 

Bringing together our stakeholder considerations, persona development 
and insight, broader communication objectives and key messaging into 
a communications strategy that meets the consolidated needs of our 
report proposed solutions - communication tactics, content 
considerations, channels and a proposed implementation plan. 
  $8,600 

Allocated Budget $36,220 
 
We have worked through the steps and high-level requirements that in our experience would be involved 
in producing a video, and series of sub stories, to the quality and level of consideration we believe to be 
required.  
 
In order to provide a fixed budget around proposed filming and videography deliverables, we would need 
to have an agreed storytelling taxonomy, narrative structure and communications approach. 
 
That said, we have worked below to clarify what those steps would likely entail, to demonstrate our depth 
of thinking. We will welcome both the opportunity to refine scope and / or to push for a more extensive 
suite of deliverables in line with any proposed recommendations. 
 
 

Video production and asset production / toolkit  Indicative Budget 

Video stills and pre-production   

Script writing/shot listing  $3,300 

Production filming logistics planning/booking  $2,000 

Video/Stills Production    

Filming on location - crew, equipment, travel, accommodation 
catering. This allows for 4 core stories / locations / narrative 
themes in alignment with each pillar and we strongly believe more 
will be required to achieve your desired results. 

$24,040 

VO recording - artist, crew, studio time. 
 
 

$2,000 

 



 

Video Post-Production    

Editing  $7,720 

Motion graphics  $1,400 

Sound mix  $1,840 

Picture grade  $1,840 

Music Licensing for online use  $2,000 

Stills Production    

Stills shot on video locations for efficiencies where possible 
otherwise dedicated stills shoots and licensing worldwide, in 
perpetuity, multi use. 
 

$3,000 

Stills Post-Production    

Editing and selection  $600 

Colour grading, retouching and final export & distribution  $2,000 

Toolkit allowance - utilising the above assets and our supporting 
communication strategy to deliver a suite of video, photography and 
design assets to deliver to marketing strategies and considerations. 
This is a ballpark figure without knowing exactly what deliverables 
we need to cater to. 

$5,000 

Allocated Budget $56,740 
 

TOTAL BUDGET      $180,740 

We have genuinely and transparently worked to provide a budget breakdown that we believe 
considers all deliverables and desires of Venture Taranaki in as much detail as possible. We have 
challenged our approach and thinking collectively, and we have made both assumptions and 
better judgement on this journey toward our total. As a group, we are more than willing (and 
would welcome) the opportunity to better understand all the nuances and parameters around 
your scope of work and your budget expectations so we can address each part of the process with 

 



 

a fixed indication and clear set of expectations. 

10.0 The Mandatories    

Five and Dime confirm that all project deliverables, assets and content created will become the 
property of Venture Taranaki Trust, in perpetuity. It is not subject to any pre-existing property 
rights.  
 
Five and Dime have no known or real perceived conflicts of interest. 
 
Five and Dime confirm that we are equipped and able to deliver to the desired scope of work 
and communicated deliverables within the timeframe provided. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 
11.0 Referee Contact Information:  

 
 

1.0  
 

Company Name: Ministry of Social Development 
 

Company Contact:  James Poskitt, General Manager, Communities and Families Policy 
  

Contact Number: 029 256 482
 

Contact Email: James.Poskitt@health.govt.nz 

 
2.0  

 
Company Name: Weta Workshop 

 
Company Contact:  Sir Richard Taylor 

  
Contact Number: 021 533 9554

 
Contact Email: richard.taylor@wetaworkshop.co.nz  

ri.streeter@wetaworkshop.co.nz (Richard’s EA) 

3.0 
 

Company Name: Sport New Zealand 
 

Company Contact:  Chris Crichton, Young People Strategy Lead 
  

Contact Number: 0270 601 7965  
 

Contact Email: Chris.Crichton@sportnz.org.nz  
 

 
4.0  

 
Company Name: Creative HQ 

 
Company Contact:  Brett Holland, General Manager, Innovation Services 

 



 

  
Contact Number: 021 026 38121

 
Contact Email: brett.holland@creativehq.co.nz 

 

 

 

 

 

 
 

 
   

   
 
   

 

 


