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Cream of the crop
Meteoric rise sees The a2Milk Company honoured in business awards

Chief Financial Officer of the Year:
Steve Gray, Ports of Tauranga

Chairperson of the Year:
Rob Campbell, Tourism Holdings

Chief Executive of the Year:
Simon Moutter, Spark

T he a2Milk Company has been
named Company of the Year
at the prestigious Deloitte Top
200 Awards, on the back of

a meteoric share price rise of 250 per
cent in the year to September.

The judges were impressed with a2
Milk’s revenue growth of 56 per cent;
a result of strongdemand for its A1 beta-
casein-free milk products from Asia.

In a market update on Tuesday, a2
Milk announced that in the fourmonths
to October, net profit was $52.4 million
up 137.7 per cent on the same period
in 2016; underlining why the NZX’s star
performer took out the top honours at
last night’s Top 200 awards ceremony.

A2 Milk’s outstanding success
headlined a generally positive year for
the Deloitte Top 200 companies.

Total revenues for the companies in
the 2017 Top 200 Index increased 4.3
per cent to reach $179.0 billion — a
turnaround from the fall in revenue
seen in the 2016 Index. 2017 also saw
an increase in underlying earnings and
equity; but a decrease in total after tax
profits of 6.4 per cent, from $9.3 billion
in 2016 to $8.7billion this year.

Spark managing director Simon
Moutter was named Chief Executive of
the Year for his re-
lentless commit-
ment to Spark’s
future as a
digital services
business.

Moutter’s
contribution
to New Zea-
land’s broader
success and
support of
inno-

vation and diversity was applauded by
the judges.

The a2 Milk Company’s chief execu-
tive, Geoff Babidge, was also a finalist
in this category.

Port of Tauranga’s Steve Gray was
awarded Chief Financial Officer of the
Year. The judges said Gray demon-
strated he is not afraid of a challenge.
During Gray’s tenure as CFO, the port
company has achieved a ten-year total
compound average return to share-
holders of 18.3 per cent.

RobCampbell, with his 30-plus years
of governance and investment experi-
ence, was awarded Chairperson of the
Year, recognising his strong track re-
cord in financial performance. The
judges applauded his thought leader-
ship and willingness to speak freely —
an asset to the business community as
well as to the companies he chairs.

The Visionary Leader for 2017 was
Xero founder and chief executive Rod
Drury who has grown his software as
a service company to a market capi-
talisation of $4.7 billion in just a decade.

After three appearances as a finalist,
Air New Zealand ascended to take out
the Excellence in Governance award.
Its stakeholder management is seen as
going beyond shareholders to benefit
thecountry. Theairlinehasappliedbest
practice in important
areas including its
sustainability re-
port.

And though be-
ing the third mo-
bile operator in a
small country is a
tough role to oc-
cupy, 2degrees
achieved a 24 per

cent growth in

revenue over the past year and deliv-
ered a profit for the first time. This feat
saw it take out the award for Most
Improved Performance, squeaking in
ahead of Xero and Datacom.

Zespri was awarded Best Growth
Strategy.

The kiwifruit exporter has
performed superbly, implementing
a strategy that has seen it flourish
despite significant headwinds.

Fonterra, again ranked first in
the Top 200 Index, saw an in-
crease in revenue of 11.8 per cent
on 2016. The dairy giant’s Disrupt
Initiative — embracing diverse
thinking to form new business
models — saw it take out the
Diversity and Inclusion Leader-
ship category. Fonterra’s Komal
Mistry, a key driving influence
in the success of the Disrupt
programme, was recognised as
Young Executive of the Year.

The Deloitte Top 200 list
includes publicly listed and
private companies, NZ sub-
sidiaries of multinational
companies, co-operatives,
societies and state-owned
enterprises.

The financial figures for
the Top 200 as well as New
Zealand’s Top 30 finance
companies have been
produced in full at the
rear of this Dynamic
Business 2017 report,
with explanations
and insight from
the Herald’s team
of business

reporters.
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Megatrends that matter

The value of seizing themoment

Andrew Grant says we are a small, nimble nation with an inherent ability to
respond quickly to global forces.

Tim McCready

continued on D4

T he forces and trends that
shape the world are not
always front of mind when
running a business.

But in a world where trends are
dramatically changing the way value
is created, they form an important
backdrop that all company strategy
and planning should be considerate
of.

Some of the most successful busi-
nesses over the past decade have
prospered because they have
managed to successfully navigate the
challenges and opportunities these
global forces bring with them.

Andrew Grant, Senior Partner
(Asia-Pacific) at McKinsey and Com-
pany, says New Zealand is a small,
nimble nationwith an inherent ability
to respond quickly to global forces.

“Over the yearswehavehadmany
global trends working in our favour,
but we’ve failed to respond fast
enough to seize the moment and
capture the opportunity,” he says.

McKinsey uses the metaphor of a
crucible for these forces — “a place
or situation in which concentrated
forces interact to cause or influence
change or development,” and
segments these “crucibles” into global
growth shifts, accelerating industry
disruption, and a new societal deal.

Some, like cybersecurity, geopoli-
tics, and the rapid invasion of tech-
nology are already front of mind for
executives and the boardroom.

Others, though not so obvious, are
just as important to consider.

No one can know for surewhat the

future will look like. But businesses
— both old and new — that grapple
with these crucibles and question the
assumptions of their business model,

can expect to compete more effec-
tively in the increasingly disruptive
world we have found ourselves in.

1 Beyond Globalisation
Globalisation as we have
known it — and as New Zealand
has greatly benefited from — is

going to change.
Donald Trump, Brexit, Jeremy

Corbyn, TPP: the results of recent
elections and referendums world-
wide can be attributed to a growing
sense of disillusionment, anti-glob-
alisation and protectionism.

Traditional measures of global-
isation are also slowing. Trade growth
over the past decade has been half
of that in the late 1990s and early
2000s. Following the global financial
crisis in 2008-2009, global capital
flows as a percentage of GDPdropped
dramatically — andhavenot returned
to pre-crisis levels.

Despite this, many argue global-
isation has accelerated — but it is
taking place in different forms: cross-
border data flows are increasing at
rates approaching 50 times of those
in 2005; theMcKinseyGlobal Institute
estimates there are now 914 million
social networking users with at least
one foreign connection. The world
now has 429 million international
travellers, 361 million cross-border
e-commerce shoppers, and 244
million people that live outside their
home country.

Competing with the increasing
number of global players means
maintaining a local touch is increas-
ingly important for companies. Rising
tension between technology firms in
China and the rest of the world is
creating a gulf that will be an import-
ant factor shaping the future of global
tech innovation. TheNewYork Times’

Farhad Manjoo explains: “You can be
Alibaba or you can be Amazon. You
can be Uber or you can be Didi. But
you can’t be both.”

2 ICASA Factor
Brazil, Russia, India and China
(or the “BRIC economies”) are
four major emerging national

economies postulated by Goldman
Sachs in 2001 to become among the
four most dominant economies by
the year 2050 and the biggest drivers
for future global growth.

But more than 85 per cent of the
growth from the BRIC economies
came from China. McKinsey
proposes that ICASA — India, China,
Africa and Southeast Asia — will be-
come the dominant force, primarily
because the greatest growth engine
has been urbanisation.

At the same time, these regions
present some of the biggest risks to
global growth, as they struggle to deal
with internal obstacles including
sustainable urbanisation, increasing
productivity, mobilising domestic
resources and deepening regional in-
tegration.

3 Resources (Un)limited?
As the world’s population
approaches 9 billion, there is
growing urbanisation which

brings with it a rapidly increasing
demand for resources. This includes
a dramatic increase in the demand
for protein, consumption of oil and
gas, fresh water, and synthetic and
natural fibre.

Yet advances in analytics, auto-
mation, the Internet of Things and
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Megatrends that matter

The value of seizing themoment
continued from D3

material science are reducing re-
source consumption in other areas.

McKinsey and Bloomberg have
estimated advanced mobility sys-
tems — including self-driving cars,
ride-sharing, and electric vehicles —
could yieldUS$600billion (NZ$880b)
in societal benefits through to 2030,
by cutting the costs of traffic conges-
tion (about 1 per cent of GDP globally),
road accidents (1.25 million deaths in
2015), and air pollution (health prob-
lems like respiratory ailments).

In other sectors, algorithms are
helping optimise and predict energy
use, enhanced oil recovery is
transforming resource production,
and innovative new materials are
helping reduce resource use. De-
mand for resources is growing, but
innovation and technology provide
the opportunity for the world to be
more efficient with what we have.

4 Technology Invasion
Technology change is
happening continuously. But
Grant believes we are under-

estimating the scale and the pace at
which technology is evolving andwill
shape business. “People don’t quite
understand how profound and how
long the journey is going to be.

“The ubiquity of technologies and
the ability to roll it out globally is
making new advances far more
impactful than ever before.”

We’re seeing rapid innovation in
areas where families of technologies
are coming together. The smartphone
brought the touchscreen, appli-
cations, CPU, LCD displays, wireless
connectivity, and lithium-ion battery
technology togetherwithadvances in
miniaturisation. The development of
the autonomous car is combining
video cameras, presence sensors,
Radar, Lidar, GPS and CPU techno-
logy. Instead of linear step changes,
we can expect to see combinations
of technologies make the scale of
change much more powerful.

5 Customer-to-Business
B2C (business to consumer)
andB2B (business to business)
have long been common-

place, but digitalisation and new busi-
ness models are giving consumers

the ability to shape goods and
services, often receiving free access
to what would once have been paid
for. Alibaba’s founder and executive
chairman, Jack Ma, declared the start
of C2B, or consumer to business, open
several years ago.

Rapidly growing Chinese mobile
manufacturer Xiaomi uses crowd-
sourcing to engage with consumers
for fast, first-hand feedback on its
products. Grant says Xiaomi is be-
coming representative of where the
business world will need to position
itself for the future.

Customers are increasingly dictat-
ing the terms of what they need (and
what they want) directly to com-
panies and the Internet is providing
the ability for this to occur as never
before. Consumers have an ever-
increasing choice, and companies
must make decisions about their pro-
duct offering and which business
models they should use to continue
to create value.

6 Ecosystem Battles
Five of the 10 largest com-
panies in the United States
are platform-oriented.

Airbnb now has four million listings
globally, more than the top five hotel
brands combined. The company says
“on any given night, two million
people are staying in other people’s
homes around the world on Airbnb“.
Uber might be the world’s largest taxi
firm, but it doesn’t own its cars.
Neither of these companies existed 10
years ago.

Alibaba — the world’s largest re-
tailer — moved NZ$37b (US$25.3b)
worth of stock during its November
11 extravaganza, but doesn’t own
warehouses to store the eye-watering
quantity of products sold through its
platforms.

These platforms offer business
models that can be enormously dis-
ruptive in the way they shape the
world, and are shaking up industries
that were immune from significant
competition in the past.

7 Dealing with the Dark Side
Cybersecurity has become a
trillion-dollar issue. Grant says
boards of Fortune 500 com-

panies are now spending about 15 per
cent of their boardroom agenda on
cybersecurity. The Herald’s Mood of

the Boardroom in September re-
vealed that New Zealand’s executives
are highly concerned about the
threat, with 67 per cent of respon-
dents now doing significantly more
to combat cybercrime and 30 per
cent doing more “in a modest way”.

Previous Mood of the Boardroom
reports suggest a clear — and rapid
— trend: in the 2015 survey, cyber
crime rated 5.9/10 in terms of impact
on business confidence. Last year it
became the top issue at 7.16/10, and
this year it sat head and shoulders
above other issues, with an impact
rating of 7.64/10.

Alongside cybersecurity,
McKinsey estimates that 81 per cent
of executives worldwide single out
geostrategic factors as the top risk to
growth.

Examples of the severity geopoli-
tics can have on business include:

● A4.5million shortfall of Russian
tourists as a result of the ban on
agency tours to Turkey in retaliation
for shooting down a Russian
warplane.

● 120,000 tonnes of Norwegian
trout and salmon have been banned

from Russian markets in retaliation
for EU and US sanctions over the
Ukraine crisis.

● 16 per cent of London proper-
ties listed online have had their price
cut after the UK referendum to leave
the European Union.

● 500 direct daily flights were
halted in the Middle East as a result
of the diplomatic stand-off between
Saudi Arabia, Iran and Qatar.

8 Growth Formula
Experiments
There is no shared narrative
on why economic growth is

stuck. Is the problem in developed
economies a supply problem or is it
a demand issue?

Monetary easing, a universal basic
income, and debt mutualisation are
among the suggestions on how to
restart growth. There is extraordinary
experimentation going on, but no
consensus.

Grant says solutions will not be
singularly political. They will require
business, civil society, and the poli-
tical arena to come together.

“Some interesting insights are
coming from Denmark, Switzerland,
Finland, Israel, Singapore... I think
New Zealand has a real opportunity
to lead on this,” he says.

9Middle-class Progress
The benefits of globalisation
have not been distributed
evenly. Alhough globally the

middle-class have done well, those in
advanced nations have missed out.

This has created a widening of
earnings disparity, and has been
blamed for the increasingly negative
view towards immigration, the status
quo, and trade deals that appear to
favour the boardroom over the
workers.

Much disillusionment has been
blamed on, and exploited by, politi-
cians, but trust has become a critical
flashpoint that companies must
address and build back to ensure
long-term, sustainable businesses.
Sources: PresentationbyAndrewGrant
—Anewnarrativeofprogress?Major
MacroTrendsShapingourRegion—
to the 2017 Infinz conference;
McKinsey report—Theglobal forces
inspiringanewnarrativeofprogress.
.

Leadership in a fast-changing future
Christien Winter

and Ian Taylor

Christien Winter Ian Taylor

T echnology has radicalised
almost every workplace. This
reality has changed the
required skillsets needed by

most employers. For themajority, com-
puter skills are mandatory, along with
a basic understanding and competency
in using specific computer software.

These skills have gone from being
assigned to a select few, to becoming
ubiquitous across the entire workforce.

But what qualities are now required
of high impact leaders? Some skills,
such as communication, coaching and
execution, are important at any time.
Others are demanded by an increas-
ingly complex environment. To some
degree, though the tools of doing busi-
ness have changed, fundamentals of
good leadership remain grounded in
understanding the human dimension
of employee motivation and perform-
ance. Thus, soft skills continue to be
prominent and, increasingly, are a cor-
nerstone to leadership success as the
context keeps shifting in our changing
world. A critical overlay is now the
need for innovation, versatility and
adaptability, with the ability to navigate
ambiguity and guide others through
change upon change. The “certainty of
change” has become a cliche in our
lexicon and the disruption that claims

the lives of businesses and industries
that fail to stare into the crystal ball of
change is a common occurrence. This
is a predictable narrative of doing busi-
ness in the 21st century.

So what skills truly make a differ-
ence in this highly disruptive world?

It depends on howyou define “make
adifference”. Formost businesses, com-
mercial success remains a priority.

To this point DDI’s research points
to a direct correlation between the all-
important bottom line and the set of
skills that are unashamedly referred to
as “money skills”. These include:
entrepreneurship, business savvy, driv-
ing execution, decision-making and
leading change. Funnily enough these

are not exclusively 21st century skills,
are they? In fact, they fit the mindset
of every great business leader, from
Steve Jobs to Henry Ford.

Research has shown themost profit-
able companies have leaders with
wide-ranging skills, and it is important
to note that a few talented leaders
cannot compensate for a large group
ofmediocre ones. Youwant to improve
commercial performance? Start devel-
oping the relevant skillswith thosewho
have clear leadership potential inside
your business through a very
calculated and targeted approach to
leadership development.

So how are highly capable leaders
developed who can confidently navi-

gate into this future? According to DDI’s
global leadership and talent research,
the portion of organisations reporting
sufficient leadership bench strength,
has declined fromanalready-low 18per
cent to only 13 per cent.

Other research supports the often
reported “talent and leadership short-
age” as a critical issue. Many companies
have attempted to identify external
“superstars” with potential to address
their leadership “gap”; others actively
look to develop their own leadership
bench strength.

There is increasing evidence that
leaders who are grown from within an
organisation generally perform much
better than those who are sourced
externally, with a success rate for a
leader in a role being 3.8 times better
if they have been nurtured and grown
internally.

The quality of an internal leadership
acceleration programme is crucial to
lifting business performance by build-
ing the skills that are critical.

Developing such a programme
requires a fundamental shift in thinking.
For some companies, building and
“bench strength” readiness is seen
merely as replacement planning. The
reality is that nothing could be further
from the truth. Themost effective talent
strategy is about developing a pool of
leaders who could potentially take on
a range of leadership roles.

An excellent way to develop and
accelerate leadership capability is to
help individuals develop competencies
they may apply to roles beyond their
own, and in a changing environment
that demands a recalibration of lead-
ership thinking and action.

The other secret to developing a
successful leadership pool, is in the
accurate identification of potential,
motivation and readiness. Potential is
not the same as capability. Potential
needs to be fed andnurtured to achieve
readiness; neither are relevant if the
individual is not motivated to realise
their potential.

Thus, a personalised, targeted ap-
proach far outstrips a series of leader-
ship courses. This notion makes sense
as we all have different learning capa-
bilities; professional development is not
a one-size-fits-all approach.

Developing leadership potential also
works well if it is identified early in an
employee’s career, along with their
motivation. Those who realise their
potential are often the ones who have
been offered growth and development
opportunities early on. Offering early
career leadership opportunities is an
effective way of increasing diversity
within a talent pool.

A long-term and organisational view
makes all the difference.
● ChristienWinter and IanTaylor are
executivedirectors at Sheffield.



IT ’ S PEOPLE THAT
MAKE OUR WORLD
GO AROUND.

We’ve always been powered by people, lots of people.
We believe it’s amazing people and the power of diversity that
drives our global success. Because we know it takes all sorts
of people, here and overseas, working together to help make
and take the dairy loved around the world, to the world.
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Megatrends that matter

Four ‘ideas that matter’
● Ageing population

● Decarbonisation

● Connectivity

● Globalmobility

Profiting from new challenges

If you can solve for better
outcomes for older

people in amore efficient
way that costs the

Government less, you
ought to be able tomake

money out of that.
Paul Newfield

James Penn

A s the profile, living habits,
andneeds ofNewZealand’s
population changes, it is no
surprise the nation’s infra-

structure requirements are similarly
morphing.

Take the example of demogra-
phics, canvassed by Paul Newfield,
Chief Investment Officer of HRL
Morrison & Co. at this month’s Infinz
Conference.

Newfield pointed to an ageing
population, rising healthcare costs,
and constrained government funds
as the genesis of a challenge — and
an opportunity.

“That feels like a really crunchy
problem to solve,” he said. “If you can
solve for better outcomes for older
people in a more efficient way that
costs the Government less, you ought
to be able tomakemoney out of that.”

Though the failure to address such
shifts is often laid at the door of
government, both national and local,
the reality is that a significant pro-
portion of infrastructure investment
has been and will always be made by
the private sector.

The ageing population was one of
four “ideas that matter” driving HRL
Morrison — the parent company of
Wellington-based Infratil — in its in-
vestment priorities. The other three
are decarbonisation, connectivity,
and global mobility.

While the idea of profiting from
societal challenges is often unpalat-
able to the public, Newfield speaks
candidly about the way HRL Morri-

son is positioned to profit from
challenges such as climate change.
Importantly, it is about profiting from
the solutions — with the company
invested in a variety of companies
providing products and services de-
signed to reduce carbon output.

Tomakemoney out of these ideas,
there are three key investment
criteria according to Newfield:

1. It’s got to be solving a long-term
problem for our society that’s not
going away;

2.Thenyouneed to find a business
that has genuine competitive advan-
tages, such as pricing power or bar-
riers to entry, so that profit can con-

tinue to be generated from the solu-
tion to the problem; and

3. You should be able to keep
reinvesting into that business as the
problem it is solving grows — “a
business that basically sits as a port-
folio of options” rather than one that
requires competitive bidding when-
ever you have more capital to invest.

Though renewable energy invest-
ments are a good example of where
these criteria are often fulfilled under
the rubric of climate change, infra-
structure investors are thinkingabout
the problem less conventionally too.

“To me, reforestation and best-
practice farming — if you can get the

right financial structures in place —
are basically infrastructure busi-
nesses,” says Newfield.

“Because what they become is
long-term, government-backed
contracts. We’ve got a team at the
moment doing a lot of work on
carbon farming as a potential infra-
structure investment.”

Despite the fact that across most
developed nations the majority of
infrastructure is funded by private
investors, political and public dis-
course continues to focus on govern-
ment as the genesis of the infra-
structure gap; and government there-
fore as the solution to it.

Perhaps greater public awareness
of the willingness of private investors
to step in, and their ability to deliver
these projects at lower prices with
higher performance, is needed.

The National Infrastructure Unit’s
Thirty Year New Zealand Infra-
structure Plan, published in 2015, said
as much.

“Where possible, the Government
will favour private markets for the
provision and ownership of infra-
structure,” said the report.

“Private providers subject to the
market disciplines are generally ac-
ceptedas achieving greater efficiency
and better outcomes.”

The Government will have a role
to play where there are “unambigu-
ous market failures” or equitable in-
terests not upheld by amarket mech-
anism, according to the report.

But where we see infrastructure
deficits, we may do better to make
our first port of call an assessment of
whether there are barriers to private
investment.

Investors are often more focused
than anyone on the societal
challenges of the future: unleashing
their potential can generate social
benefit just as much as it delivers
private profit.
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Business Transformation

ANZ banks on new approaches
Bill Bennett

We’re doing a
lot of work

making sure
our products
and services

aremore
organised

around
customer

needs rather
than our
channels.

Liz Maguire, ANZ

A NZ Bank head of digital and
transformation Liz Maguire
says banking is all about
people. “It’s about the big

financial decisions people need to
make. They want reassurance and
they want to share their goals. More
than anything they want to talk to a
banker.”

It’s a philosophy she carries into
her role overseeing the bank’s digital
offering and how it uses technology
to prepare for future challenges. She
says every ANZ technology project
starts by taking people into account.
In 2017, that also means putting mo-
bile at the centre of the customer’s
banking experience.

“Our strategy is that it should be
possible to do all the little bits and
pieces of banking through your mo-
bile. Almost anything youmight want
to do can be donewith GoMoney, our
mobile banking app. That’s easy to
say, but there’s a lot of work needed
behind the scenes to make that hap-
pen,” she says.

The nature of the work needed to
make banking systems has changed
over the years. In the past banks
worked on complex projects that
could take years to come to fruition.
Today Maguire says the ANZ is an
agile shop, it’s been that way for at
least the past five years. “We use agile
development processes. These are all
about short cycles to get to working
software.

“You get an opportunity to test
with users, either customers or bank
staff along the way. This approach
reduces risk. With big projects, there
was always a lot of risk — a chance
a project would go late or deliver
something different from what users
wanted.”

Making ANZ’s agile development
customer-focused is important.
Maguire says having frequent user
interaction while you are building is
rewarding for developers.More to the
point, it means that the products
being developed meet user needs
and expectations from the outset.

Part of the thinking behind agile
development is that nothing is set in
stone. The bank continues to refine
its development processes.

“We’re doing a lot of work making
sure our products and services are
more organised around customer

needs rather than our channels.”
Maguire says the starting point for

any development work is to look for
areas where customers are dissatis-
fied. This means understanding their
pain points and listening towhat they
ask for. “It’s refreshing to have cus-
tomers go to the trouble of takingpart.
At any moment, we have a top-10 list
of things we should be working on.
We constantly review that to make
sure what’s on our technology road
map fits with customer demand,” she
says.

One of the projects the bank is

working on is adding international
money transfers to the mobile app.
Maguire says it is a complex trans-
action. “It’s been a challenge to enable
this and make it easy for customers,
but it’s one of the things they’ve been
asking for.”

Not all the work is for ANZ’s cus-
tomers. Maguire is also responsible
for building the tools to help bankers.
She says the process is similar, but
the end goal is to help employees
make life easier for customers.

The focus is to join up the cus-
tomer and banker experience.

Though the applications and func-
tions available to bankers are differ-
ent to those seen by customers, she
says the apps often look and work
the same way. So, if a customer asks
a bank manager to perform a trans-
action search, it looks the same on
the bank screen as on the customer’s
computer.

For now, ANZ development cycles
means products like internet banking
and the GoMoney app are refreshed
about once a month.

Maguire would like that to be
quicker — she says Facebook releases
code many times a day. Though
customerswouldn’twant to be forced
toupdateapps toooften,webbanking
can move faster.

“We ask ourselves how we can
speed up the cadence.”

Maguire says voice technology
looks set to be a big deal for ANZ. She
points out humans have been talking
a lot longer than using devices.

“Voice will be an interesting way
to address digital uptake in older
customers.

“Plenty of older customers use
GoMoney, but some don’t. Voice will
let people ask for transactions instead
of figuring out what buttons to press.
Our team has already built Siri (Apple
speech technology) integration into
GoMoney.”

Customers can also use Apple’s
new face recognition feature on the
iPhone X to sign-in to GoMoney.
Though the technology is new,
Maguire says theANZ approach is not
about being first with emerging de-
velopments, but delivering techno-
logies customers want.

That worked for the bank when it
was first to market Apple Pay in New
Zealand by a year.

She says the bank was extremely
pleased with what that move did for
customer acquisition.

Port is New Zealand’s international hub
Graham Skellern

Let’s have port facilities in the most logical place, says Mark Cairns.

P ort of Tauranga’s timing was
perfect. Two weeks after
completing its $350 million,
10-year development pro-

gramme, the first large post-panamax
container ship sailed past Mauao and
into the beautiful harbour.

When Maersk began its weekly
Triple Star service in August last year
— sending 9500 TEU (20-foot equiva-
lent units) container ships to Tauranga
— it cemented the port company’s
standing as NZ’s international hub.
Maersk was the first container line to
tie Tauranga and New Zealand to its
global mainline networks.

That Maersk service only calls at
Tauranga and bypasses Australia, ex-
changing general imports and exports
to and from North Asia. Port of Tau-
ranga has the capacity to receive
exports from the east coast of Australia
to join the Maersk service to northern
parts.

Soon after, Hamburg Sud began its
weekly Apsa service to Tauranga using
7500 TEU container ships which carry
a lot of the kiwifruit production, among
other exports.

The turnaround in the highly-
productive Tauranga port is less than
24 hours and it takes the Maersk and
Hamburg Sud services 11 days to reach
their North Asian gateways.

“The container ships have time sen-
sitive cargo (fromNewZealand) and the
services provide unrivalled transit time
to North Asia via Singapore and
Malaysia,” says Port of Tauranga chief
executive, Mark Cairns. “The acid test
is whether the services create econom-
ies of scale and clearly they do.”

Cairns says it doesn’t make econom-

ic sense for all New Zealand ports to
invest in this (big ship) capability.

“We are seeing the consolidation of
hub ports such as Tauranga where
trans- shipment (transferring con-
tainers from one ship to another) is
increasing at a very fast rate.

“Our productivity rates (the best in
Australasia) and fast connections to
Asia are also making Tauranga
increasingly attractive as a hub port for
Australian shippers to Asia and South
America. This is much better than New
Zealand becoming a branch line to
Australian ports, which was the fear 10
years ago.”

A decade ago Port of Tauranga, 54
per cent owned by Environment Bay
of Plenty’s Quayside Holdings, planned
its long-term growth to become the
country’s leader in its sector.

The company figured rightly that the
shipping lines would undergo sig-

nificant rationalisation with the smaller
services being replaced by the faster,
more efficient larger container vessels
that produce fewer carbon emissions.

Port of Tauranga had to be ready.
The company extended its container
wharf to berth the bigger ships, built
newwarehouses and other buildings at
the container terminal, increased the
number of its saddle carriers and
doubled the number of Liebherr cranes
to eight.

The new cranes generate their own
electricity, fed back to other cranes or
to uses in the terminal including the
refrigerated stack, creating further cost
savings and a lower carbon footprint.
New technological advances will in-
clude automated stacking cranes.

Port of Tauranga also deepened and
widened its shipping channel in the
harbour — its dredging programme cost
$50 million and the Maersk container

ship arrived two weeks after the dredg-
ing was completed.

“We were mightily relieved when
the ships began calling, and the services
have been more successful than
expected,” Cairns says. “The importers
and exporters are enjoying economies
of scale and the New Zealand Shippers’
Council had estimated $300m per year
savings to NZ Inc.”

Port of Tauranga became the first in
New Zealand to handle 1 million con-
tainers in a year and it has the capacity
to triple that volume within its existing
resources. The port company owns 190
hectares, comparedwith Ports of Auck-
land’s 75ha, and within that land hold-
ing Tauranga has 40ha, presently on
short term rental, available for develop-
ment. “We have enormous headroom
to grow,” says Cairns. ‘And one area is
receiving trans-shipments from within
New Zealand — especially from the east
coast ports (Napier. Wellington, Nelson,
Lyttleton, Timaru, Port Otago).”

Port of Tauranga’s trans-shipments
have grown 86 per cent in the first
quarter of the latest financial year
compared with the previous corres-
ponding period. The port company
expects to welcome four or five more
big container ships — “they will be
anywhere between 6000 and 10,000
TEUs in size,” says Cairns.

Port of Tauranga is the most inte-
grated port in the country, owning 50
per cent of Northport inWhangarei and
a similar stake in Prime Port, Timaru.

“This gives us the ability to pull more
levers,” says Cairns. “Container
volumes have quadrupled from Ti-
maru since August 2014 and we will
receive more trans-shipments from the
South Island.”

Port of Tauranga also has transport

and logistics covered. “We have organ-
ised long-term freight agreements with
our key customers that give us the
certainty to make capital investment
decisions,” says Cairns.

The port company has a 10-year
agreement with Oji Logistics to aggre-
gate most of its cargo, and has a similar
deal with Zespri to send its large vol-
ume of New Zealand-grown kiwifruit
overseas.

Port of Tauranga handles all of
Fonterra’s North Island dairy exports
and joined Kotahi in a newly merged
company Coda Group. The port contri-
buted itswholly-owned subsidiaryTap-
per Transport, a container packing and
unpacking facility MetroPack and its
37.5 per cent stake in empty container
repair and storage business MetroBox.
Kotahi put in Dairy Transport Logistics.

“We are looking for efficiency in the
domestic supply chain, connecting
road, rail and coastal shipping,” says
Cairns. “We see a trend of more coastal
shipping from the South Island on
international flag vessels and more rail
in the North Island. There has been a
64 per cent increase in rail containers
in the past two years and this has the
lowest impact on the community. Each
train covers 106 truck movements.”

Asked how Port of Tauranga would
react if Ports of Auckland was moved
to Northport, Cairns says “well, we own
50per cent of Northport. Itmakes sense
to send somebulk cargoout ofWhanga-
rei, but not containers in terms of
investment.

“What we really need is a fact-based
study to show the origins of cargo and
its movements around New Zealand.
We are a small country and when we
make port investments, let’s have the
facilities in the most logical place.”
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Constant change calls for agility
What happens in a 2017 Internet minuteBill Bennett

There’s been a
strategy

transformation, a
technology

transformation
and a cultural

transformation.
Justine Smyth

Chairwoman, Spark

“ Today’s companies need con-
stant reinvention to stay rele-
vant”, says Spark chairwoman
Justine Smyth. She says it’s no

longer a matter of going through
successive cycles transformation.

“We’ve decided as a company to
centre ourselves on the customer.We
aim to be completely agile to deliver
whatever the customer demands
from us. That is how we will win.”

Spark already has impressive runs
on the board when it comes to
adapting. In 2011 the company was
still called Telecom New Zealand. Its
performance was poor when bench-
marked against other telecommuni-
cations companies around the world.
Now it has moved to the top rank.

At the time, all telecommunica-
tions companies faced external dis-
ruption: they still do. Telecom also
had to deal with structural separation
after demerging the Chorus business.
That was disruptive. It moved from
a traditional telecommunications
infrastructure role to a retail service
provider.

Smyth says Spark is the only telco
that has moved from being an inte-
grated incumbent to a separated busi-
ness. It’s a regulatory change not seen
anywhere else in the world.

That change meant reimagining
the entire enterprise. It was a man-
agement challenge on a scale not
seen before in New Zealand. The
numbers tell the story and act as a
scorecard.

Between 2012 and 2017 the organ-
isation’s revenue dropped by a billion
dollars. Yet over the same period the
EBITDA (Earnings before interest,
taxes, depreciation and amortization)
remained stable. The company’s net
earnings increased by $100 million.
Its dividend climbed 25 per cent and
the share price is up more than 50
per cent.

Smyth says because of the differ-
ent structure it doesn’t make sense
to compare Spark with overseas
telcos. Yet, from a shareholder return
point of view, Spark is among the
world’s best performers.

She says the revenuedecline came
as the company lost fixed-line phone
customers: “We had to make that up
by selling other services, such as
cloud computing. It meant we had to
change the mix of what we do. But
also, we had to take out cost along
the way.

“(CEO) SimonMoutter has led com-
prehensive change in terms of reset-
ting the business across the board,”
Smyth adds. “There’s been a strategy
transformation, a technology trans-
formation and a cultural transforma-
tion. It was any one of those things,
it was all of them. We’ve made some

bold decisions along the way.”
Spark hasmade a conscious strate-

gic shift away frombeing a traditional
telecommunications company with
some international interests. Today it
is a New Zealand-focused digital
services company.

Along the way came that name
change and the investment in what
it sees as future growth business such
as thecloud, data analytics andonline
television.A less visiblemovewas the
way it re-orientated the business to-
wards mobile communications.

Smyth says the company invested
significant sums in spectrum and
mobile network assets: a total of
around $700m over that time.

Spark’s signature move was to
outbid rivalVodafone for the last slice
of the important 700 MHz spectrum
that became available during the
auction of frequencies after the ana-
logue television service switched to
digital transmission. The 700 MHz
spectrum band is particularly useful
for delivering wireless data.

Spark paid $158m to take the larg-
est share of the spectrum. There was
also a major investment in building
mobile towers to use the extra cap-
acity gained from more spectrum.

Smyth says: “It was important for
us to become market leader in terms
of mobile. It also gave us the capacity
to allow us to do what we want to
do with mobile. It helped pave the
way for our wireless proposition”.

In the past 18 months Spark has
moved around 100,000 customers
from the copper network to fixed
wireless broadband services.

Alongside these investments, it has
focused on reducing the cost of serv-
ing customers. This meant upgrading
all the IT systems to improve the way
it delivers digital services.

To make this happen Moutter had
to change the company. It went from
what Smyth describes as a “slow,
defensive culture to one more
centred on the customer and focused
on winning.”

Though this is already showing up
in the company’s financial perform-
ance, Smyth says the transformation
work so far has been about making
the business match-fit. “You don’t get
this transformation unless you have
a skilled leader at the top.”

Though technology and business
change is a given, there’s also pres-
sure from customers. Their expec-
tations and behaviour is moving at
least as fast.

“It’s exponential. We know that
every two years data consumption
doubles, that’s down to customer
demand, but telecommunications
revenues stay flat.”

There’s also a change in how cus-
tomers want to interact with the
business. Spark uses automation and
other technologies toputmorepower
in the hands of customers. “That’s
what they want,” Smyth explains.
“Customers want to do more things
for themselves. They don’t want to
rely on talking to people to get them
to do things for them.”

The customer experience has
moved centre-stage. “No business is
going to survive if it doesn’t keeppace
and understand how customerswant
to interact and what they want,”
Smyth says. “It’s vital to stay relevant.”

When it comes to staying relevant
Spark faces a challenge its rivals and
other large local technology-centred
business do not. It is New Zealand-
based, there’s no overseas head
office. It’s important for the company
to stay connected to global trends
and developments.

Smyth says: “We do that through
the board and management having
global connections. Onedirector, Paul
Berryman, is Chief Technology
Officer of PCCW in Hong Kong. He is
on the board of the organisation
setting the standards for 5G mobile.

“Spark’s management liaises with
companies like (US telecoms giant)
Verizon to tap into their ideas. We’ve
formed international partnerships
with the likes of Spotify, which gives
us an ability to learn and share in-
formation.

“We’re not disconnected from
what’s happening globally.”

People the key to resilience in a climate of disruption

Lloyd Kavanagh says attitude and
optimism are important.

Lloyd Kavanagh

Most New Zealand businesses are
operating in a climate of significant
digital disruption and technology
change, whether they know it or not.
What matters is how businesses re-
spond to the challenges. And that
depends on the attitude of the people
in the business from the front line to
the CEO.

For those operating in regulated
sectors, additional challenges include
getting buy-in from the regulators to
allow adaptation at a speed faster
than was traditionally required.
The people matter most

The list of tech innovations disrup-
ting traditional businesses has many
well-known examples — video
streaming replacing video stores,
Uber challenging taxis, Airbnb chal-
lenging hotels, blockchain and
cryptocurrencies used for financial
services such as payment systems.
Changes for legal services are coming
too. What makes the difference in
terms of who prospers in the incum-
bent businesses, is the people’s open-
ness to change and their adaptability
— rather than defending old models
and seeking stability.

For example, blockchainhas spaw-
ned hundreds of startups funded by
billions of investment dollars with
diverse applications. There are now
bitcoin ATM machines around the
world, and inNewZealand. Thebanks
and financial services providers are

moving quickly to learn and harness
the power of blockchain technology
as a safe and transparent way of
handling financial transactions.
Entrepreneurs are proposing
blockchain-based solutions to help
customers satisfy increasing
requirements to establish and verify
identity. Those who are not engaging
find themselves left behind.

Adaptability is the key to success
To succeed in such a climate takes

courage, adaptability, and an optim-
istic mindset. Leaders need to ac-
knowledge and accept the reality of
change, and its pace, personally and
within the leadership team. This
requires not being defensive of “the
old ways” (which are still generating
cash flow) while not being too starry-
eyed about new technology — ac-
knowledging that many new
ventures will fail to capitalise.

Leaders must understand and
empathise with those fearful of the
change, without allowing fear to stifle
progress. It’s important to instill a
deep optimism and resilient culture,
as it will provide the best prospect of
adapting and prospering.

Regulators face similar challenges.
The need remains to protect consu-
mers from the threats that have
always existed, for example facili-
tating competition, ensuring mislead-
ing or deceptive conduct is prohi-
bited, protecting privacy and that
food and personal safety standards

are met. But regulators must also
allow New Zealand business to be at
the forefront of innovation by ensur-
ing regulator frameworks are not
barriers.

The challenges facing the leaders
of regulators are largely the same as
for business — except the challenge
to create a climate which supports
innovation may be less obvious than
for those directly engaged in the
market. But the stakes are higher as
regulators decisions affect whole
sectors.

An example of a good approach
is the Financial Markets Authority’s
facilitation of robo-financial advice.
However more needs to be done in
the regulatory “sandboxes” created
between competing jurisdictions to
facilitate FinTech.

Technology transforming legal
services

Legal services are not immune to
disruption — they are ripe for the
picking by innovative legal tech
startups with no geographical bound-
aries. Around the world and in New
Zealand, we’re seeing large shifts
through innovation such as new con-
tract lawyer models, “robo-advice”,
and artificial intelligence.

Among others in the industry,
MinterEllisonRuddWatts has beenex-
ploring this legal disruption to better
understand the innovations and
applications of this new technology.

We’ll need to bring those to the

market to add value for our clients
to stay relevant. Working away for
over a year, we are now testing what
we believe is one of the most ad-
vancedAI legal offerings in theworld.

Of course, the legal industry is
heavily regulated, and for good
reason — clients need to be protected
and confident in the advice they
receive. Like others, our profession is
on the cusp of major change and
innovators are struggling with anti-
quated legislation and regulatorswho
are having to react to a fast-changing
environment.

Are our regulators keeping pace or
inhibiting our world-class
innovators?

New Zealand is a place of inno-
vation. It’s part of ournational psyche,
a point of pride — tell a Kiwi it can’t
be done and they’ll find a way. His-
torically, we have also been well
served by light regulation.

However, a recent report by The
New Zealand Initiative and
InternetNZ said that “Trying to shoe-
horn new services into old regulatory
models hurts everyone except old
incumbent producers.” If the
regulators can’t keep pace with the
swift changes brought about by tech-
nology, then New Zealand businesses
can’t lead the world.

It’s a critical time for New
Zealand’s global competitiveness

We’re at a critical point for our
country’s economy. Digital is no
longer the shiny front-end of the
organisation — it’s integrated into
every aspect. It’s undeniable that
while digital technologies are
transforming the economy, many
businesses are struggling to work
within or remove the barriers that
restrict them from using or delivering
new digital technologies.

Regulators shouldnot clampdown
on technology because they do not
understand it or because it’s disrup-
tive. Instead, regulators should facili-
tate innovation — engaging with
stakeholders working with various
technologies to learn more.
● LloydKavanagh isChair,
MinterEllisonRuddWatts
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The spirit of resilience
Top 200 businesses have a responsibility to do their part, says Thomas Pippos

G iven how political events
were unfolding in other
parts of theworld ayear ago,
New Zealand was a com-

parative rock in a sea of change. The
political stability we enjoyed for nine
years under National-led Govern-
ments and the nine years previously
under Labour-led governments,
reflected the consistent rhythm of
our political life and, more import-
antly for business, provided certainty
to the regulatory settings that each
government pursued.

Political stability is generally good
for business. Policy stability, in par-
ticular, provides business leaders
with a relatively certain regulatory
foundation fromwhich to address the
other changes and disruption in their
business landscape — a relative con-
stant in a sea of change.

In saying that, the paradox is that
thoughpolicy and regulatory stability
are good for business, change is also
necessary and inevitable. It drives the
adjustments and innovations
required to address existing issues
and can also improve social cohesion
that underpins lasting business suc-
cess.

The role of MMP and the recent
election result brings this paradigm
into light, particularly when viewed
through the social cohesion lens.

At one level, participatory dem-
ocracy allows voters to feel con-
nected to their political leaders and
policy decisions. The turnout for this
year’s election was up on the 2014
general election across all age groups,
including a 6.5 per cent increase in
younger voters. The overall turnout
as a percentage of enrolled voters
was 79.8 per cent, the highest since
2005 when it was 80.9 per cent.
Business can take heart in these voter
participation statistics, because it
reflects a high level of health in our
political process — particularly when
global participation rates can be

around 50 per cent.
But like the experience in many

other developed countries of late, the
electorate was divided — almost
exactly down the middle in our case.

In fact, 49.5 per cent of voters did not
vote for the current Government.

This is where resilience comes in,
and the ability to absorb change, even
when for many, the change is no-

where near at the level people may
think. While politically the outcome
is inevitably seen as binary — centre
left or centre right — using traditional
parlance, from a regulatory or policy
perspective, particularly given MMP,
there remains a high degree of con-
sistency in settings irrespective of the
government of the day. In no small
way this is also due to the fiscal
position we find ourselves in relative
to some of our trading partners.

Inmany respect therefore, for busi-
ness, an important aspect of the cur-
rent change is that business and the
new Government work together to
address the issues that could erode
overall resilienceand social cohesion.
Government cannot, and should not,
be expected to do it all. Businesses,
and Top 200 businesses especially,
have a responsibility to do their part.

We face important challenges
around our increasingly diverse and
ageingpopulation, child poverty, high
youth unemployment, housing
affordability and increased infra-
structure demands on our cities, to
name a few. In addition, we also face
the environmental challenges that
often come with a growing economy
and pressure on infrastructure. While
New Zealand has its own nuances,
many of these challenges are global
and we are, relatively speaking, in a
better place thanmanyothers, having
exhibited fiscal resilience through the
global financial crisis and the series
of natural disasters faced since.

Nonetheless, challenges always
exist, and looking to work
collaboratively on these challenges is
key to ensuring we actively
strengthen our levels of resilience: an
outcome that will improve our levels
of social cohesion, which is a neces-
sary foundation to increase pros-
perity — social and economic — in
New Zealand.
● ThomasPippos is the chief
executiveofDeloitteNewZealand

Steering
to success

Michael Boggs

Last night at SparkArena the28th
DeloitteTop200eventbrought together
NewZealand’s pre-eminent leadersof
industry toexperiencea show-stopping
eventproducedby the teamfromNZME
Events.

NZMECEO,Michael Boggs,
congratulated the
nomineesand
winners in a field
that
demonstrated the
depthandcalibre
of talent inNew
Zealand’s
businesses today.
“This year’s
theme, ‘TheSpirit
of Resilience’
focuseson the
opportunity for businesses to remain
nimble and innovative in the faceof
unforeseenchallengesand theever-
changingcompetitive landscape. This
year’swinners showedbold leaders can
steer their businesses togreat success
often in the faceof significantmarket
adversity,” saidBoggs.

“AtNZMEwehavecontinued to
transformourbusiness tonotonly
support andgrowour traditional
businessmodel but also to identify and
grownewaudiences andnewrevenue
streamsas technology in themedia and
entertainment industry rapidly evolves,”
addedBoggs.

In 2017NZMEhas launchedseveral
newbusinesses intonon-traditional
markets andhasannouncedplans to
launchnewventures in complimentary
markets around theautomotive,
employment and real estate categories.

“Inour industryunexpectedchange
is a constant andensuringourbusiness
models andpeople are resilient to
capitaliseonnewopportunities is
paramount toour success,” Boggs said.

“TheDeloitteTop200demonstrates
howbusinesses, through their leaders,
continue to innovate, embracediversity
of thought, and set visionary strategies
for success.NZME isproud tobeapart
of this eventprovidingopportunities for
our eventpartners, the finalists and the
widerbusiness community to learn from
leadershipbest practice.”

Preparing for risks and opportunities
Traumatic events such as last year’s Kaikoura earthquakes have demonstrated the
enormous impact natural disasters can have on our lives, writes Simon Mackenzie

Resilience has always been a chal-
lenge inNewZealand.We live in a long,
thin, sparsely populated, earthquake-
prone country with difficult terrain,
which makes redundancy economics
difficult for infrastructure providers.

In October 2011, businesses that
depended on the supply of gas experi-
enced one such event, when a land-
slide ruptured the Maui pipeline oper-
ated by Vector. This caused wide-
spread disruption and impacted those
businesses without contingencies in
place for days.

A critical lesson for Vector was that
resilience is a dynamic, multi-
dimensional challenge, and busi-
nesses must continuously plan for
new and evolving risks across their
supply chain.

Though businesses generally plan
for the biggest risks, and foster the
mindset that these may occur, the
harsh lesson of experience highlights
that resilience cannot be considered
in static terms. A crisis management
plan is important to provide a frame-
work but real crises have proven time
and time again that plans must have
flexibility within their framework to
deal with unfolding scenarios. As the
military saying goes, no battle plan
survives first contact with the enemy.

Increasingly, climate change is
altering New Zealand weather pat-
terns. It means we must factor an
increase in the number of “one-in-a-
hundred-year” extreme weather
events and an increase in the risk of

drought, with the consequent impact
onNewZealand’s lake levels, so critical
to our energy supply. It’s why a
system-wide view of operating more
sustainably is a critical need for New
Zealand, and why Vector has commit-
ted to being net carbon zero by 2030.

Growth is a resilience challenge.
Auckland is now the third-fastest
growing city in the developed world,
so infrastructure must accommodate
this growth smartly, reliably, and cost-
effectively. A consequence of growth

is traffic congestion, which can ham-
per response times for Vector field
crews seeking to restore critical
services each time a car hits a power
pole.

Disruptive new energy technology
is an enabler of not only customer cost
benefits but a resiliency opportunity.
As solar and battery solutions drop in
price, residential uptake will acceler-
ate and add more resilience to energy
systems. Power generation will, over
time, shift frombeing the sole preserve
of incumbent generators to a broader,
diverse generation sector as
consumers choose from awider range
of energy sources that are, quite liter-
ally, closer to home. Energy supplywill
no longer be concentrated in a few,
remote locations. It’s not just about
residential solutionseither.Vectorwas
the first company in the Southern
Hemisphere to put an industrial-sized
battery on a network, increasing resili-
ence and reducing network upgrade
costs.

Today, we expect continuous ser-
vice and the ability to access what we
want, when we want, and how we
want. The relentless shift in market
power from companies to consumers
seen in all other sectors will inevitably
transform the energy sector. Soon

peer-to-peer technology will allow
consumers to buy and sell energywith
neighbours, smoothing peaks in de-
mand on the network and softening
the impact of peak pricing for
consumers in the process. It’s an ele-
gant dynamic — the more distributed
energy generation becomes, the more
control shifts to the consumer, the
more they can reduce their own costs
and the more resilient the network
system becomes.

The electrification of transport is an
emerging factor. The number of elec-
tric vehicles on our roads is roughly
doubling year-on-year, and EV costs
are coming down, so energy systems
must have the resiliency to cope with
a surge in localised demand from
more EVs being charged up at night.

The challenge is to help avoid a rise
in energy inequality, as areas with low
EV uptake may end up effectively
subsidising areas with high EV uptake
if network upgrades are required.

One way to help manage that is to
use EVs to reinforce network resili-
ence. Vector is now trialling the use
of Vehicle-to-Grid and Vehicle-to-
Home technologies. Who would have
thought, even five years ago, that you
could power a house through your car
in the event of an outage, while being

able to use that vehicle at peak times
to reduce your overall peak energy
consumption?

Vector has also invested heavily in
“internet of energy” technology. Our
partnership with mPrest allows us to
manage energy systems in more
sophisticated ways, using data
analytics and artificial intelligence to
manage network systems more ef-
ficiently, dynamically shift demand
and improve resilience— aswell as put
more power and control in the hands
of consumers.

There aremany, many examples of
technology like this on the way. Yet,
though technology offers huge oppor-
tunity, there is a flipside. There is a
growing need for businesses to em-
ploy best practice cyber-security
measures as the cyber threats to their
IT systems become more prevalent
and sophisticated around the world.

I think it’s a lasting lesson from
every crisis. Though nobody wants to
learn from harsh experience, good
resilience planning means looking
ahead holistically to what might be
coming, and preparing for both the
risks and the opportunities those fu-
ture possibilities might bring.
● SimonMackenzie is groupchief
executive ofVector.
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Dame Alison Paterson Sandy Maier Fran O’Sullivan Jonathan Mason Neil Paviour-Smith Cathy Quinn

DAME ALISON PATERSON
DameAlisonPatersonwas
appointedasaDame
Companionof theNew
ZealandOrderofMerit for
services tobusiness in theNew
Year’sHonours 2014andwas
previouslyawarded theQSO
for services to thecommunity.
DameAlison’s experience
spansa rangeof industries in
both thepublic andprivate
sector. She is recognisedas
beinga trailblazer forwomen
ingovernance roles. She is a
charteredaccountantwho
operateda sole farm
accountingpractice.Her first
majorboardappointmentwas
in 1976.
DameAlison servedon the
ReserveBankboard from1996
to2010 includingas chair of
theaudit committeeand
DeputyChair.Herpast
appointments include the
chair of several organisations
includingLandcorpFarming,

AbanoHealthcare, Crown
Irrigation Investment,
WaitemataHealth andasa
directorofMetrowater.
DameAlison is aFellowof the
UniversityofAuckland,D.Com
[Massey], aDistinguished
Fellowof the Instituteof
Directors, anFCA. Shewas
2010QBEChairmanof the
Yearandwas inducted into the
BusinessHall of Fame in2015.

SANDY (SAMFORD) MAIER
Sandyserves, andhas served,
asChairmanorDirector for
numerousorganisations in
bothNewZealandand
overseas.Hehas awealthof
experience incorporate
governanceand finance,
having spent 15yearsworking
in international commercial
and investmentbanking,
includingasCEOofCitibank
NewZealand. Sandyhas lived
andworked inNewZealand
since 1986, servingon the

boardof theBankofNew
Zealandandas the statutory
managerofDFCNewZealand
Limited forwhichhe received
a 1990Commemoration
Medal.
For thepast 25years, hehas
hadhisown international
management consulting firm,
specialising in strategic,
financial andhumanresource
issuesandhas servedas
ChairmanorDirectorof
severalNewZealand
companies.

FRAN O'SULLIVAN (Judging
Panel Convenor)
FranO’Sullivan isEditorial
Directorof Business forNZME
andahighprofile business
columnist for theNewZealand
Herald. Shehasa strong
interest inNewZealand's
business success and is a
frequentTVcommentator and
public speaker.
Fran is amemberofboth the

NZUSCouncil andNZChina
Council’sAdvisoryBoardsand
acommitteememberof the
PacificEconomicCooperation
Council (NZ). She is alsoa
regularparticipant inNZ’s
partnership forumswith the
UnitedStates,Australia and
China.
Fran is a formereditorof
National BusinessReviewand
hasanaward-winning track
record inbusiness journalism.

JONATHAN MASON
JonathanMasonhasover 30
yearsof experience in
financialmanagement roles in
theoil, chemicals, forest
products, anddairy industries
withanemphasisonemerging
markets. JonathanwasChief
FinancialOfficer (CFO)of
FonterraCo-operative, CFOof
CabotCorporation (aBoston
basedchemical company),
andCFOofCarterHoltHarvey.
Jonathanalso served in senior

financialmanagement
positionsatUSbased
InternationalPaper from
1990-2000.
Jonathan is currentlya
directorofnumerous large
organisationsandanAdjunct
ProfessorofManagementat
theUniversityofAuckland.

NEIL PAVIOUR-SMITH
Neil Paviour-Smithhasover 25
years' experience invarious
roles inNewZealandcapital
markets.
He isManagingDirectorof
ForsythBarr Limited, a leading
NZXsharebroking firmand
investmentbank.
Neil is adirectorofChartered
AccountantsAustraliaNew
Zealand (CAANZ)andPro
ChancellorofVictoria
UniversityofWellingtonanda
formerdirector of theNew
ZealandExchange (NZX
Limited).He is aFellowof the
InstituteofFinance

ProfessionalsNZ (INFINZ),
havingbeenChairmanof the
NZSocietyof Investment
Analysts 1999-2001.
Neilwas an inaugural recipient
of aSir PeterBlakeTrust
LeadershipAward in2005.

CATHY QUINN
CathyQuinn is a seniorpartner
(and formerChair) ofMinter
EllisonRuddWatts. Cathywas
madeanofficer of theNew
ZealandOrderofMerit in the
Queen’sBirthdayhonours list
in 2016 forher contribution to
the lawandwomen.
Cathy is aboardmemberof the
NewZealandChinaCouncil
andnamed theVeuve
ClicquotBusinessWoman
AwardWinner2010 (New
Zealand).
Cathy ison theBoardof the
NZTreasuryandchairs its
Audit andRiskCommittee. She
recently joined theboardof a
publicly-listedcompany.
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Company of the Year sponsored by Deloitte &Marsh

The a2 Milk Company
A testament to very focused leadership

Hamish Fletcher

The a2 Milk Company’s
CEO, Geoff Babidge,
impressed the judges.T

he a2 Milk Company’s me-
teoric rise is one of themost
spectacular sharemarket
ascents in many years.

Once an “alternative” player in
dairy, its 250 per cent share price rise
in the year to September puts it
squarely among the biggest com-
panies on the New Zealand stock
exchange.

It is also one reason why it beat
the pack to take out the much
coveted Deloitte & Marsh Company
of the Year in this year’s Top 200
awards.

But that wasn’t the only figure
which impressed the judges.

The dual-listed firm also grew
revenue by 56 per cent in the last
financial year and sold over a half a
billion dollars of product.

Gross profit rose by 75 per cent,
operating profit was up 160 per cent
and,most importantly, net profit grew
by 200 per cent to $91 million.

“This is no fluke,” said judge and
Forsyth Barr managing director Neil
Paviour-Smith. “This is the culmi-
nation of a strategy that was put in
place by the company and led by
chief executive Geoff Babidge.”

A former partner at Price
Waterhouse, Babidge and his senior
team have earned plaudits for a2’s
performance.

Oyvinn Rimer, senior research
analyst at Harbour Asset Manage-
ment, said in August that the com-
pany’s 2017 result was a stellar
achievement from its management.

“It shows they are very competent
in navigating pretty tough market
conditions,” Rimmer said. “There are
somany variables at play, as we have
seen with so many other companies
executing into the infant formula
space.

“It is a testament to very solid
management.”

When Babidge joined in 2010, the
company had been around for a
decade and its shares were trading
for about 9c a piece.

Beginning life nearly 18 years ago
as A2 Corporation, the firm was
founded by New Zealand scientist
Corran McLachlan and the late
Howard Paterson.

Its point of difference was that its
products came from dairy cows that
only make the A2 type of beta-casein
protein, whereas most dairy contains
both the A2 and A1 strand.

Paviour-Smith said the company
“floundered” for a long time.

It picked fights with Fonterra and
became preoccupied with the
science of its product rather than
going out into the market and selling
to customers, he said.

But along came new backers, a
new sense of direction and a new
chief executive in Babidge.

“And he was very focused, driven,
and I think determined to implement,
for lack of a better word, a premium
milk strategy,” Paviour-Smith said.

“So not just focused on infant for-
mula but also on high value milk in
the chilled department of the super-
market where per litre you can get
much more of a premium than nor-
mal milk.

“In effect over the last five years
they’ve really fine-tuned their strat-
egy and they’ve absolutely delivered
on that.”

The company has been strong in
both the freshmilk and infant formula
segments.

It is the biggest-selling fresh milk
brand by value across the Tasman
and inAugust it also started exporting
fresh product fromAustralia to Singa-

pore with the long-term aim of using
the island state as a springboard into
Southeast Asia.

While a2 Milk already airfreights a
small amount of fresh milk to China,
its main exports to the People’s Re-
public are milk powder and infant
formula under the Platinum brand
name.

a2’s sales from China and other
Asian markets were up 133 per cent
in the 2017 financial year, from
$38.2m to $88.9m.

Paviour-Smith said the company’s
performance in Asia helped cement
its place in the awards this year.

“a2 was on our radar a year ago
given its performance even up to
then.

“Butwewere looking for just a little
bit more of an indication or evidence
of their delivery into the markets
beyond Australia, in particular the
Asian markets — and without a
shadow of a doubt they’ve delivered
on that,” he said.

In September a2 announced its
infant formula partner Synlait had
received registration with Chinese
regulators, which will allow exports
into that country to continue.

All manufacturers of infant for-
mula are required to register brands
and recipes with the Beijing authori-
ties in order to be able to get products
into the Asian giant from the start of
next year.

Those rules are part of a wider
Chinese effort to lift food safety stand-
ards after the likes of the melamine
scandal almost a decade ago.

Both New Zealand dairy com-
panies’ shares soared to a then-record
high on news of the registration and
the regulatory approval has been one
factor fuelling a2’s stock since then.

After another flurry, some of the

heat has come out of a2 shares.
At time of publication, the com-

pany’s shares were trading for $8.70
a piece, slightly down from a high of
$8.75.

Paviour-Smith said an earlier price
slip was a “healthy thing” and
shouldn’t be a surprise.

“Acompany that’s goneup invalue
by 250 per cent — that’s to the year
of September . . . at the end of October
over a 13-month period the stock had
gone up by 375 per cent. And so it’s
only natural that shareholders with
quite large investments are going to
look to take profits,” he said.

Finalist: Briscoe Group
Briscoe Group has been notching up
record profits almost as frequently as
it is advertising a sale.

The retail group — led by veteran
chief executiveRodDuke— is a strong
performer in a sector under siege
from online shopping.

That doesn’t mean it doesn’t face
challenges and the company’s share
price has come under pressure after
a squeeze on margins in its half-year
result in September.

The Deloitte Top 200 judges were
impressed by howwell the company,
which has over 80 stores around the
country, had delivered in regional
markets. The firm’s performance was
testament to its operating discipline.

The judges noted the company’s
success was “very much a Rod Duke
story.”

Duke acquired Briscoes in 1990
and still owns more than three-
quarters of the wider group, which
runs Briscoes Homeware, Living &
Giving and Rebel Sport in New Zea-
land. The company, which floated on
the New Zealand stock exchange in
2001 and became dual-listed across

the Tasman in July, notched up its
seventh record annual profit in the
year to January. Net profit rose 26 per
cent to $59.4m and Duke said it was
because Kiwis are sick of “cheap
rubbish.

“Over the past seven or eight years,
a new perception of value has devel-
oped,” he said.

“Kiwis are over cheap rubbish,
they’re over lowest price guarantees.
They’re sick of buying things that
break.

“We like to deliver good-quality
brands they know, cheaply.”

Duke said part of the Briscoe strat-
egy was knowing its customers and
knowing what motivates them. Sur-
veys show that retail brands like
Rebel Sport and Briscoe have a strong
top-of-mind awareness.

Duke, at the time, was uncon-
cerned about the prospect of
e-commerce giant Amazon heading
to our shores.

“Some product categories will suf-
fer,” he said, “but they tend to be
books and women’s fashion”. Briscoe
Group’s products would be less affec-
ted, he said.

Finalist: Tourism Holdings
Tourism Holdings’ (THL) value has
risen steadily for the past few years
as the company has delivered on
what the Deloitte Top 200 Judges
describe as a very clear growth strat-
egy.

In fact as chairman Rob Campbell
noted at the AGM this year: “If you
purchased THL shares five years ago
and, throughout that time, reinvested
all your dividends, you would now
have made a 1000 per cent return.”

Campbell noted that reflected a
return off a relatively low base after
the company struggled for several

years to get momentum.
But THL in 2017 is a different

company — more disciplined, more
flexible and, increasingly, more glo-
bal.

The company exceeded guidance,
in the year to June 30, net profit rose
24 per cent to $30.2m with revenue
rising to $340.8m from $278.9m. It
now aims to boost earnings to $50
million by 2020.

In December last year THL
expanded further into the US market
with the purchase of campervan
rental and sales business El Monte
Rentals.

The acquisition, for an enterprise
value of $93.5m including transaction
costs, will be funded through $82.2m
of debt from its current lenders and
through the issue of 3.4 million Tour-
ism Holdings shares.

It makes THL now the second-
largest RV rental operator in North
America.

The US expansion was one of two
highlights for the 2017 financial year,
chief executive Grant Webster said
last month.

The other was the New Zealand
rentals business, which saw EBIT in-
crease by over 50 per cent.

Asked about the THL turnaround
storyWebster creditedhis chairman’s
intense focus on Return on Funds
Employed (ROFE) and the right bal-
ance of bravery and caution.

“We understand that we are an
operational business,” he told the
AGM. “We have hundreds of people
on the frontline every day, delivering
to customers’ needs. Ensuring they
are focused, have the right tools and
are appropriately motivated is key.

“This is a detail business and we
need to get the detail right con-
stantly.”



Chief Executive Officer of the Year

SimonMoutter, Spark

Liam Dann

“C hoosing to spend
money that has no
chance of making a
profit anytime soon is

a difficult challenge,” says Sparkman-
aging director Simon Moutter.

Moutter — winner of the Deloitte
& Orbit World Travel Chief Executive
of the Year — has been relentless in
his commitment to Spark’s future as
a digital services business despite the
natural temptation to rely on the
steady revenue of the past.

“The pressure is to hunker down,
go to the cost line, to pump dividends
for as long as you can off that core
business,” he says.

But goingwith the flow is no longer
an option in a world where digital
disruption remains the biggest chal-
lenge.

The forces of disruption are so
strong that if you let yourself follow
the existing revenue streams they
can lead you into “sunset mode”,
Moutter says.

Spark stillmakesmost of itsmoney
through retailing phone and internet
connections but the capacity for fu-
ture growth in that sector is limited.

You have to “make a stand about
reinvention“.

“It’s not just external forces,” he
says. “Your own organisation tends to
want to go where the weight of the
business is.”

Managing the balance is as much
art as it is science, he says. It’s crucial
not to let daily cost pressures divert
you from the greater goal.

“It requires constant attention of
the leadership team to make sure
those trade-offs are made only at the
most senior level,” Moutter says. “So
that you’re not allowing trade-offs to
be made lower down because the
natural force will cause the ‘new’ to
be snuffed out to protect the old.”

Moutter says one of the mantras
at Spark has been to invest heavily
in the new . . . “but to free up the cash
from the old.”

“So it’s almost: invest as much as
you want in your new world but
make sure you’re getting it from the
old. That creates a sense of viability
about it and a sense of value.”

“You’ve got to pay attention to it
or you can easily lose control of the
model, and youwake up one day and
all the new stuff has been shut down.”

That creates strong discipline
around the value of cash and means
you aren’t asking the board and
shareholders to take unrealistic leaps
of faith.

Moutter cites the big global tech
companies as his major competitors
now, not the other local telcos.

“You’ve got a change occurring in
our industry where telcos could eas-
ily be relegated to nothing more than
data connectivity providers and
many of the smaller players in New
Zealand are already,” he says.

“But if you aspire to be more than
a data utility then you’ve got to
confront rapid change in what cus-
tomers want. You’re going to have to
confront competitors like Apple and
Facebook, Google, Amazon and
Netflix.
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—weighing the risk and placing the right-sized bets

Invest asmuch as
youwant in your

newworld but
make sure you’re
getting it from the

old.
SimonMoutter

“It’s a hard play because these are big
sophisticated, well-performing and
well-funded businesses.”

For Spark, now that it has
cemented a strong position locally in
the connectivity business the ques-
tion is: “How do we eke out and
maintain a growth profile and a role
in digital services that can stand
alongside the best global providers?”

Moutter has been actively building
a new culture at Spark since it
rebranded from Telecom just over
three years ago. Hewaswith Telecom
for almost a decade from 1999 to
2008 eventually as chief operating
officer, before he took on the top job
at Auckland Airport. In 2012, he
returned to head up Telecom. The
company was recovering from a
regulatory bashing and adifficult split
with its lines business Chorus.
Moutter drove the push for a rebrand
in 2014.

An important part of his job has
been communicating the new vision
to staff and dealing with ongoing
tension between a cost focus at one
end of the business and a growth
focus at the other.

“Inside Spark today everyone
knows the plan,” Moutter says.

“We share the plan on the page
with all staff and we expose those
trade-off choices. They all under-
stand that in some areasweare trying
to free up cash.”

“Success breeds success,” he says.
“If you canmake some things happen
that are cool and positive and new,
then the culture of the organisation
steps forward into that, it leans into
it. And they get excited about what’s
next.

“So in Spark today we have the
backing of the organisation to try to
reinvent the company. We may fail.
We’ve always got the option to roll
back to being a connectivity business
. . . but why would you die wonder-
ing? Why wouldn’t you have a go at
trying to establish a position in digital
services that’s relevant to New Zea-
land?”

Moutter, who has a passion for
horse racing, believes it’s about
weighing the risk andplacing the right
sized bets. “We’re making sizeable
bets but not betting the farm and
putting the whole business at risk.”

So far it’s paid off for shareholders.
But as well as financial perform-

ance of the business the Deloitte Top
200 judges noted Moutter’s contri-
buted to broader industry issues in
New Zealand.

He’s been committed to encourag-
ing innovation and diversity.

Spark has backed a venture capital
business Spark Ventures putting
more than $10 million aside to invest
in local start-ups.

And the judges were impressed by
his decision to put Jolie Hodson,
former Chief Financial Officer, into
the future focused role as chief execu-
tive of Spark Digital.

Moutter says it has been part of his
personal philosophy to make doing
business about making New Zealand
a better place.

“It’s what’s led us into the public

discussion around taxation of global
corporates, equality of access to
broadband, diversity . . . we’re willing
to put our voice into the arena. Not
because we think we’re awesome at
those things but if we believe it about
our tech services why wouldn’t we
lend ourweight to these other issues.”

It was a patriotic outlook Moutter
adopted at Auckland Airport.

“We set the strategy around doing
a job for New Zealand rather than just
being an effective business at turning
activity into money.

“That same philosophy is what
we’ve applied at Spark. In the
reinvention of this company the

number one setting is that we need
to make a much bigger contribution
to New Zealand.”

Spark is one of New Zealand’s
largest spenders on infrastructure —
spending more on the network than
all its retail competitors combined.

“So the country needs Spark to be
successful. And the country will be
more successful if Spark does a great
job.”

That attitude helped to reset the
business with a deeper sense of pur-
pose around helping New Zealand
unleash its potential, he says.

“When you’re making really good
choices to do a better job for the

country it’s a much more powerful
starting point. And that makes a dif-
ference with the culture-building.

“I don’t think many people get
excited about going to work to make
more profit. Profit is an outcome of
a successful business,” he says.
“There’s a high level of motivation
that comes fromabusiness that really
adds value for customers or adds
value to people’s lives. Or makes a
real contribution to the economy and
the country.”

“That is something worth getting
out of bed for in the morning, some-
thing to go and spend your day
doing.”
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Finalist: Geoff Babidge
The a2 Milk Company

Themarket said
‘you’ll never hit

that’ — he has, and
exceeded it.

Aschief executive at a2Milk since
2010,Geoff Babidgehasoverseena
remarkable transformation for a
company thatwasonceon the fringe
of theNewZealanddairy sector.

Thecompanywasoriginally
founded in2000byNewZealand
scientist CorranMcLachlanand the
lateHowardPaterson, amillionaire
farmowner.

It struggleduntilmoving its focus
toAustralia and towards theAsian
markets.

WhenBabidge tookover it shares
wereworth just 9c— theyare
currently tradingabove$8.

Babidgehasover 30yearsof
seniormanagementexperience
working in theAustralian fast-moving
consumergoods industry. Prior tohis
role at a2, heheld senior executive
roleswith companies inAustralia
includingFreedomFoodsGroup
Limited, BungeDefianceandNational
Foods.

He startedhis career as a
charteredaccountant andPartner at
PwC.

TheDeloitteTop200 judgesnoted
that themarket ratedBabidgehighly,
off thebackof a fantastic company
performance. This year a2also

features in theCompanyof theYear
categoryandBestGrowthStrategy
category.

a2had followedanaggressive
plan for value creation,with key
milestones, the judges said. The
market said “you’ll neverhit that“—
hehas, andexceeded it.

Theenvironment for small
companies to expand in infant
formulaoutsideNZhasbeendifficult
and fraughtwith regulatory
challenge. Babidgehadplayed that
cardverywell, the judges said.

Finalist: Russel Creedy
Restaurant Brands

There’s more
opportunities than
we could ever wish
for, it’s just picking

the right ones.

“Tenyears ago itwas just hunker
downand try andkeep thewheels
on the roadand fix this business,”
RestaurantBrands chief executive
Russel Creedy told theHerald in
August.

“Andnowthere’smore
opportunities thanwecouldever
wish for, it’s just picking the right
ones. I plan to just enjoy thebusiness
andhave fun.”

DeloitteTop200CEOof theYear
finalist, Creedyhasoverseena
remarkable turnaroundatRestaurant
Brandsandanexpansionwhichhas
seen it takeonnewbrands andmove
offshore intoAustralia andHawaii.

InApril 2016 it expanded intoKFC
inAustralia and inMarch2017bought
the largest fast-foodoperator in
Hawaii. Theacquisitionmade it the
soleTacoBell andPizzaHut
franchisee inHawaii, Guamand
Saipan.

Creedy saysbeddingdown that
expansionwasboth thebiggest
challengeand thebiggest highlight
of thepast year.

Since takingover as chief
executive in 2007SouthAfricanborn
Creedyhasmanageda successful
brand refresh forKFCand the

additionof theCarl’s Jnrburger
chain.

Frommakinga lossof $3.6m in
2007 the company's latest reported
netprofit after taxwas$26.0mfor
theyear to2017.

TheDeloitteTop200 judgesnoted
thatCreedybuilt confidenceof the
master franchiser to thepoint itwas
able toexpandbothvertically and
horizontally.

Hehadoverseen improved
performance in ahighly competitive
industrywith relatively lowbarriers
toentry.



Chief Financial Officer of the Year sponsored byMassey Business School

Steve Gray, Port of Tauranga
A long-term performer

Tamsyn Parker

,, I always say I have
got Port of Tauranga
running inmy
blood.

S teve Gray is not afraid of a
challenge and it is that ten-
acity and staying power that
has seen him recognised as

the Massey Business School Chief
Financial Officer of the Year in the
2017 Deloitte Top 200 awards.

Gray has been CFO at the Port of
Tauranga for 10 years and with the
company for 30 years.

He joined the firm in 1987 when
it was under the Bay of Plenty
Harbour board. After a few
restructures he became the finance
manager, then the IT manager left
and he took on that role too.

In 2007 he was appointed chief
financial officer. Gray says it was a
great privilege to take on the role.

Since then the biggest challenge
has been to continue to grow the
company’s total shareholder returns.

The company has averaged
around 18 per cent per annum in the
past 10 years and 19 per cent over
the last five years.

Deloitte Top 200 judge Jonathan
Mason said the market respected
Gray and hewas seen as a competent
CFOwhomade prudent investments.

Mason said Gray was a “long-term
performer” which was very import-
ant in the chief financial officer’s role.

Gray has been integral to develop-
ing the port’s strategy over the last
10 years and says it is great to now
see the results coming to fruition.

“We had this five-year strategy to
be big ship-capable.”

The port spent $350 million to
make this happen and it finally came
to pass this year.

Gray says his biggest challenge to
date has been the shipping contract
he helped negotiatewith Kotahi — the
logistics company owned by
Fonterra and Silver Fern Farms — for
a 10 year lock-in.

“We were spending all this money
— we needed an agreement with
Fonterra that they weren’t going to
chop and change ports.”

Gray led the team that negotiated
with Kotahi in 2014. He says they kept
chief executive Mark Cairns in re-
serve in case they needed to bring
out the big guns. “We didn’t use
consultants. It took us six months. It
had never been done before.”

One of the sticking points was that
Kotahi wanted shares in the com-
pany in exchange for the deal. The
port was initially opposed this but it
did happen.

Since doing that deal back in June
2014 Gray says the market cap of the
Port of Tauranga has risen by $1
billion.

It was a major shake-up for the
industry, which also required a deli-
cate balance so that other customers
were not upset by it, Gray says.

“It is by far the biggest deal I have
done and will ever do.”

But the deal means the port will
have Fonterra’s business for 10 years.

Kotahi will put cargo through Port
of Tauranga’s Timaru Container Ter-
minal in return for 1.5 per cent equity
stake in the port company and 49.9
per cent ownership of its Timaru
terminal.

At the time, Port of Tauranga chief
executive Mark Cairns said the vol-
ume the 10-year deal delivered to
Port of Tauranga “was a $5b-$6b deal,
to put some context around it“.

He has been CFO for the same
amount of time Cairns has been CEO
and the pair have a great working
relationship, something that was
noted by the Deloitte Top 200 judges.

“Part of being a good CFO is being
close to the CEO. I am a sounding
board for Mark,” he says.

Gray is 58 and says he has no plans
to retire soon. He jokes that he
wouldn’t be welcome at home if he
left soon.

“I don’t think my wife would want
me around home,” he says.

He is also really proud of the
capital return and share split which
the company has gone through in
recent years.

Gray said analysts had criticised
the company for being too conserva-
tive with its balance sheet. He came
up with the idea to pay back share-
holders $40m over three years.

The board wanted it to be paid out
all at once but Gray convinced them
to spread it out and says “it went
down really well with shareholders”.

The company had been asked by

a few different people about a share
split because of a lack of liquidity.

It did a five-to-one share split in
October 2016. Since thendaily trading
in the company had increased sig-
nificantly.

“A couple of shareholders thanked
me because now they can buy shares
for their grandchildren.”

Gray said though the share split
didn’t seem to make much sense at
the outset, after looking at the
downsides there didn’t seem to be
any reason not to.

Convincing the board was another
thing.

But Gray says he likes those sort
of challenges. “I like that. I like a
challenge.”

He says the port business has a

great culture: “It’s a great company
and has great people.”

He is not the only longstanding
employee and says quite a few others
have been there 25-plus years.

“I always say I have got Port of
Tauranga running in my blood.”

Finalist: Paul Chambers, Meridian
Energy
Meridian Energy chief financial
officer Paul Chambers has been in-
strumental in helping to list the com-
pany on the
share market
and its strategy
since then.

Chambers
joinedMeridian
in 2009 from
Transfield
Services New
Zealand after a
varied career
covering ports,
manufacturing and retail in both the
United Kingdom and France.

He told the Herald in 2013 that he
was attracted to the role at Meridian
not only for the complexity of the

power generation business, but also
the emotional response consumers
have to power.

“I think the role of CFOs generally
in large organisations has shifted a lot
so I think the expectation is the CFO
will have much more involvement in
the operational management of the
business and also, depending on their
particular inclination, in the strategic
management of the business.”

That’s reflected in the diverse
nature of his role at the company.

Chambers has responsibility for
strategy co-ordination, performance
measurement, external reporting,
funding, risk management coordina-
tion, procurementand financial trans-
action services.

“I see it as being the role that holds
the banner for the commercial
aspects of every part of the business.
Every decision that ismade you have
to have some finance involvement
and I’m the person that leads that off.”

Meridian Energy was listed on the
NZX in October 2013 as part of the
Government’s share offer pro-
gramme and the company has grown
substantially since then.

Its was initially valued at $3.84
billion and now has a market capi-
talisation over $7.4 billion.

The judges said Meridian had also
done well in growing its retail arm
Powershop alongside its traditional
generator business.

They said the company had made
good capital market moves and had
increased its commercial paper.

Finalist: Grant Ellis, Restaurant
Brands
Restaurant Brands chief financial
officer Grant Ellis is rated highly by
the market and is seen as an integral
part of the com-
pany’s success
story.

Ellis has
been with Res-
taurant Brands
since its share-
market listing
in 1997, helping
it grow from a
$200 million
business into a
company with revenues of $518
million.

Restaurant Brands operates the
KFC, Pizza Hut, Starbucks Coffee and
Carl’s Jr franchises in New Zealand,
KFC franchises in New South Wales,
Australia and Taco Bell and Pizza Hut
franchises in Hawaii.

Starting with the company at the
time of its initial public offer, Ellis was
given a challenging task right from
the beginning.

He had to set up all the accounting
systems from scratch, an entire de-
partment, establishing funding lines,
and all other financial and adminis-
trative aspects of a public company’s
operation within a three month time
frame.

Since then he has been actively
involved in overseeing the financial
aspects of the business including the
acquisition and building of the
Starbucks Coffee and Carl’s Jr
franchises, the acquisition and con-
version of the Eagle Boys pizza chain,
the entry (and exit) from the Austra-
lian Pizza Hut business, the re-
surgence of the KFC brand and the
most recentmajor expansion into the
Australian (KFC) and Hawaiian (Taco
Bell and Pizza Hut) markets.

He has also been a critical part of
negotiations with the company’s
franchisors in renewing the
franchises the company holds.

Judge Jonathan Mason said Ellis
was a “steady, well-regarded part of
a success story.”
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Excellence in Governance sponsored byMinterEllisonRuddWatts

Air New Zealand
Broad stakeholder management

Tim McCready

,, The company does an
excellent job for the
shareholders, but beyond that
it really thinks about the
country.

A ir New Zealand has taken
out the MinterEllisonRudd-
Watts Excellence in Gover-
nance award in 2017 in

recognition of the company’s world-
class track record and its emphasis
on broad stakeholder management.

AirNZhas consistentlybeen recog-
nised for its excellence in governance
— this is the company’s third appear-
ance in this category at the Deloitte
Top 200 awards.

Of particular note, is the seamless
way inwhich the airline hasmanaged
board and CEO transitions through its
robust succession planning pro-
cesses.

Since the Government-backed
recapitalisation of the national carrier
in 2001, it has had just two chairmen:
JohnPalmer (appointed inNovember
2001) and Tony Carter (appointed in
December 2010).

In that time there have been three
chief executives: Sir Ralph Norris —
who came off the board in February
2002 to pilot Air NZ through a major
rebuild following a near bankruptcy;
Rob Fyfe — who brought marketing
pizzazz to the role when he took up
the CEO reins in 2005 following
Norris’ move to Australia to become
chief executive of Commonwealth
Bank; and, Christopher Luxon, who
became chief executive in early 2013
introducing a global management
style to the airline.

Both Fyfe and Luxonwere internal
appointments who were thoroughly
blooded by their predecessors before
stepping up to the top job.

In September, former Prime Min-
ister and Tourism Minister Sir John
Key joined Carter and fellow mem-
bers Jan Dawson (deputy chairman),
Rob Jager, Linda Jenkinson, Jonathan
Mason and Dame Therese Walsh on
the board.

Air New Zealand was recently
rated New Zealand’s most reputable
company for the second year in a
row.

The company has continued to
sport outstanding financial results
since it was named Company of the
Year in the 2014 Deloitte Top 200
awards.

Both Carter (2014) and Luxon
(2015) have taken out the top hon-
ours, for chairman and chief execu-
tive respectively, which is another
testament to the company’s overall
governance record.

It was recently nominated “Airline
of the Year” by leading international
aviation website AirlineRatings.com
for the fifth consecutive year.

The Deloitte Top 200 judges said
New Zealanders’ continued faith in
Air NZ was a stellar reflection of the
airline’s successful governance and
the positive impact it has in the
country.

They added: “Air New Zealand
does thebest jobof broad stakeholder

management. The company does an
excellent job for the shareholders, but
beyond that it really thinks about the
country.”

Air New Zealand’s concern for its
wider stakeholder group is evidenced
by the airline’s annual sustainability
report.

First published in 2015, this annual
report tracks the company’s perform-
ance socially, economically and en-
vironmentally.

These three pillars are supported
by six key focus areas — the airline’s
people, the communities it operates
within, carbon, nature and science,
tourism, and trade and enterprise.

The judges remarked that the
sustainability reports were a fantastic
resource and said Air New Zealand
is considered among the best in the
country in this area.

The airline has formed a sustaina-
bility advisory panel, which includes
British environmentalist Sir Jonathon
Porritt, New Zealand entrepreneur
and environmentalist Sir Rob

Fenwick and US biofuels expert Suz-
anne Hunt.

The airline industry contributes
around 2 to 4 per cent to global
greenhouse gas emissions.

As part of the sustainability frame-
work, Air NZ is committed to working
closely with key regional stake-
holders, collaborating and helping
them to develop attractive tourism
propositions.

An example of Air New Zealand’s
work is inNorthlandwhere,with local
tourism operators, the council and
other stakeholders it created a “Sum-
mer of Safety” inflight safety video,

which was complemented by other
tourismmarketing campaigns both in
New Zealand and internationally.

The judges also noted that the
airline’s board had applied best prac-
tice in a number of important areas
— including its commitment to creat-
ing adiverse and inclusiveworkforce.

The airline says its workforce
reflects its diverse customer base and
helps it to better serve their needs.

The company also acknowledges
that its diversity helps it to be more
innovative, challenging traditional
ways of thinking, and introduces
fresh perspectives.

Air New Zealand has made strong
progress in delivering on its diversity
and inclusion objectives, focusing
strongly on gender representation
and growing the cultural capability
and fluency of leaders.

The airline recently achieved 39
per cent female membership on its
senior leadership team, and has com-
mitted to reaching 40 per cent by
2020.

It has established a women’s net-
work around the country to coach
and mentor women throughout the
business.

Air New Zealand has also
implemented other employee net-
works, including Young Profes-
sionals, Maori and Pacific Islands,
Pride (LGBTQI) and an Asian em-
ployee network.

These have helped to promote a
sense of community and belonging
across different employee groups,
and increase the visibility and aware-
ness of its diverse workforce.

The judges commended Air New

Zealand’s commitment to Maori lan-
guage and culture.

The airline has placed an
increased focus onmaking this a core
part of its identify — reinforcing the
company’s role as the national airline
of New Zealand.

Air New Zealand provides execu-
tive coaching and intensive residen-
tial, marae-based workshops for
members of the senior leadership
team to help them to develop greater
Maori fluency. The company has also
established Maori ambassadors to
promote Maori culture and language
among all its employees.

Finalist: Abano Healthcare
Abano Healthcare received high
praise from the judges for its success-
ful business model and steadfast fo-
cus on growing shareholder returns
while fending off disruptive hostile
takeover offers.

The Abano board, led by chairman
Trevor Janes is focused on growing
its trans-Tasman dental group —
which is benefiting from economies
of scale and increasing market share.

The Top 200 judges were im-
pressed with how the board and
shareholders have backed the com-
pany, particularly in light of the hos-
tile partial takeover bid from
Healthcare Partners.

Janes is joined on the board by Pip
Dunphy (deputy chair), Danny Chan,
Murray Boyte, Dr GinniMansberg and
Ted van Arkel.

“The board’s resistance to
attempted takeover offers has re-
sulted in shareholders continuing to
receive growing returns,” the judges
said.

In particular, they were impressed
that the company has not been
distracted while dealing with
attempted takeovers, instead remain-
ing focused on the business and
implementing strategy.

They noted the successful transi-
tion of Richard Keys into the role of
chief executive. Keys was previously
the company’s chief operating officer
and chief financial officer, and took
up the role at the company’s 2015

annual meeting following Alan
Clarke’s retirement. The board under-
took a considered process to identify
the best and most capable person to
fill the role. Under Keys’ leadership,
Abano reported a record net profit
after tax of $11.1 million for the 2017
financial year, enabling an increase
in its full year dividend by 20 per cent
on last year.

The judges also commended
Abano Healthcare for its recent re-
cord dividend of 36 cents per share,
and payment of $25 million in divi-
dends over the past five years – an
indication on why shareholders con-
tinue to back the company.

Finalist: Sanford
Sanford’s recognition as a finalist is
the result of the freshness of strategy
and a focus on broader considera-
tions beyond the company’s com-
mercial activity.

The directors are acutely aware
the company’s future depends on its
long-term sustainability. This com-
mitment to rigorous management of
environmental performance and
sustainability across all areas of the
business was commended by the
Deloitte Top 200 judges.

They said: “Sanford is clearly
transitioning strategy around their
footprint and sustainability through-
out the business to build a long-term
business.”

The Sanford board chaired by in-
dependent director Paul Norling
includes Liz Coutts, Bruce
Goodfellow, Peter Goodfellow, Peter
Kean and Rob McLeod.

Sanford has placed strong empha-
sis on offering meaningful opportun-
ities for continual learning and de-
velopment, setting a goal tomaximise
the prospects of all its people.

The company has acknowledged
this is not an area that has previously
been managed as effectively as it
could, and has put in place manage-
ment systems to make it a priority.

Sanford has made a commitment
to improving the wellbeing of its
employees, adopting the WorkWell
programme developed by Toi Te Ora
Public Health to support the develop-
ment of a healthy working team.

Sanford’s annual report was re-
ferred to as “absolutely outstanding”
by the judges. It includes a touching
story from an employee, who credits
turning her family’s health and life-
style around following a visit to
Sanford by a diabetes specialist.

The judges also commend
Sanford’s very strong integrated
reporting. The company has been
recognised by the market for this —
providing a balanced picture of their
economic, environmental, and social
performance; facilitating compara-
bility, benchmarking and assessing
performance; and addressing issues
of concern to stakeholders.
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Chairperson of the Year sponsored by QBE Insurance

Rob Campbell,Tourism Holdings
Awillingness to speak out

James Penn

The people who are
at the wrong end of

inequality really
have genuine social

and financial
needs.that are not

beingmet under the
current system.

Rob Campbell

R ob Campbell is highly re-
spected for his thought-
leadership and advocacy
on governance matters.

His willingess to speak freely on
issues, such as advising directors to
take a more hands on approach, has
been a real asset to the business
community.

But, said the Deloitte Top 200
judges, it is the track record of fin-
ancial results in the companies he
chairs over a lengthy periods, which
marks Campbell out as the winner
of the 2017 QBE Insurance
Chairperson of the Year.

“There is a clear link between his
chairmanship style and the perform-
ance of those companies,” said judge
Dame Alison Paterson.

His 30-plus years of governance
and investment experience has been
invaluable in his chairmanships —
such as at Guinness Peat Group.
Campbell became chairman of the
GPG holding company in 2011 and
oversaw the disposal of various in-
vestment assets, with the group’s
focus transitioning to their invest-
ment in Coats, the world’s largest
manufacturer and distributor of sew-
ing thread and supplies.

The role the experienced chair-
man played at GPG was also noted
by the Deloitte Top 200 judges as an
example of Campbell’s willingness to
take on challenging companies that
are in tough spaces.

More recently, Campbell has
overseen the successful listing of
retirement village operator
Summerset Group, and, has guided
Tourism Holdings Limited (THL) on
its global growth strategy.

Since Campbell became chairman
of Tourism Holdings in August 2013
it has achieved a substantial uptick
in financial performance.

In the half-year to 31 December
2016, Tourism Holdings posted EBIT
(earnings before interest and tax-
ation) of $18.7 million.

This compared with $7.2m for the
half-year to December 2013.

Over the course of his chairman-

ship, themarket has observed a clear
change in strategy, and “could see
Rob’s fingerprints on it,” said the
judges.

THL’s progress since Campbell’s
appointment was considered par-
ticularly impressive bymultiplemar-
ket analysts, who commented that it
is often hard to see the chair’s con-
tribution to company performance:
“But with THL, Rob has had a sig-
nificant impact, which we could see,”
explained Dame Alison.

“An outstanding chairman is one
who understands the industry, has
a clear strategic view and establishes
a strong and constructive relation-
ship with his CEOs to deliver out-
standing returns to shareholders,”
Dame Alison added.

“Rob Campbell has demonstrated
this with Tourism Holdings, which

has an annualised five-year return of
63 per cent.”

A tangible example of Campbell’s
influence is Tourism Holdings’ con-
tribution to a tourism infrastructure
funding report to the Minister for
Tourism in December 2016.

The report, developed alongside
Air New Zealand, Auckland Airport,
and Christchurch Airport, proposed
the creation of a $130 million annual
fund to address tourism infra-
structure challenges, funded by a
National Tourism Infrastructure
Levyalongside anequal contribution
from the Government.

“He has positioned Tourism
Holdings as a leader in the tourism
industry which, in 2016, overtook
dairy as the highest contributor to
New Zealand’s GDP,” Dame Alison
said.

August 2017 saw a prediction that
earnings per share for Tourism
Holdings would grow by 49.34 per
cent over the next three years.

Campbell is set to become chair
of SkyCity on January 1, 2018,
succeeding the 2016 Deloitte Top
200 Chairperson of the Year, Chris
Moller.

Campbell was described as a
chairmanwhomaintains closework-
ing relationships — characterised by
sustained and regular contact — with
the chief executives of the com-
panies he governs.

In an interview for the Herald’s
Mood of the Boardroom election
survey, Campbell spoke frankly
about inequality.

“The people who are at the wrong
endof inequality really have genuine
social and financial needs that are

not being met under the current
system,” he said in a video interview.

“There is an increasing recognition
among the business community and
the wider community that things
have got a little stale.

“If I can use a word from a previ-
ous National Prime Minister, maybe
we need to be a bit more
aspirational.”

When awarding Campbell its Bea-
con Award, the NZ Shareholders
Association said he had awillingness
to speak out on issues “without fear
or favour”, citing his comments ad-
vising directors not be tick-box gov-
ernors, manage the managers, and,
criticising the limited imagination of
some boards and a disconnect
between reality and how bankers
and other finance professionals are
remunerated.

Finalist: Jan Dawson, Westpac
JanDawsonhas an impeccablepedigree
performingat thehighest level in everything
sheundertakes.

Appointedchair ofWestpacNZ in2015,
shehaspresidedover impressive results,
with annual cashearnings for theKiwi arm
of theAustralianbank risingbyalmost 10
per cent in the year toSeptember to reach
$970million.

Dawson is deputy chair ofAirNewZealand
and is adirector ofBeca, AIGNewZealand
andMeridianEnergy.

Shehas servedas a trusteeof theNational
MaritimeMuseumsince 2012,waspresident
andchair of YachtingNewZealand for six
years from2007-13, andwasdeputy chair
ofCountiesManakauDistrictHealthBoard
from2010-13.

“Typically,where Jan is not chair of
companies, she is often foundserving in the
the roleof chair of theaudit committee,” said
DeloitteTop200 judgeDameAlison
Paterson.

“This is a valuable applicationof hermany
yearsof prior experience asapartner, chair,
andchief executiveatKPMG.”

The judgeswere impressedbyDawson’s
performance ingovernance roles across a
varietyof industries.

”As anexample, itwasunderher
leadership thatKPMGcommitted to the

sponsorshipof theRugbyWorldCupheld
inNZ in 2011, DameAlison said.

“ItwasaboldmovemadewithoutKPMG
International support and firmlyestablished
the firmamong themajorNewZealand
accounting firms.

“She is correctly describedas incredibly
competent andcompetitive”.

Dawsonhasofferedhergovernance
expertise toa varietyof community
organisations.

Shealsoenteredunchartedwaters this
year, followingher appointment asVice-
PresidentofWorld Sailing, thehighest role
anAustralasianhas everheld in that
organisation.

Finalist: Peter McBride, Zespri
PeterMcBride’s understated stylehas come
to the fore sincehe tookover thechairmanship
of Zespri International in 2013.

McBridehasoverseen thekiwifruit
exporter’s strategies as it rebounded fromthe
Psacrisiswhichdecimated the industry and
erodedgrower returns.

“In addition tomanaging thePsa crisis and
the response, PeterMcBridehas shown
extraordinary leadership indealingwith the
SeriousFraudOffice investigation intoZespri’s
commercial dealingswithChineseagents,”
saidDeloitteTop200 judgeDameAlison
Paterson.

“His strategy to ring-fence— tominimise
theoperational impact over the several years
of an investigation involving significant cost
anddemandon resources—hasbeen
effective, and rewardedby theannouncement
in the firstweeksofNovember that theSFO
wouldnot be layingcharges.”

“Issuesmaybeongoing,” saidDameAlison.
“ButBAU (business asusual) has notbeen
impactedas thepositive results show.”

Earlier this year, Zespri forecast netprofit
of between$98millionand$103m in theyear
endingMarch31, 2018.

After tradingaround$1.50 twoyears ago,
Zespri shares nowcommandaround$8on the
Unlisted share tradingplatform.

McBridewasparticularly commended for

the impressivegrowthof thecompany’s Psa-
resistantGold3 (G3) kiwifruit variety.

InAugust this year, agreenkiwifruit orchard
inTePuke sold forwhatwasbelieved tobe
a recordpriceof $500,000per canopy
hectare,with a total price for the3.6 acre
(1.46ha)orchardof $1.8m.

Thebuyers said theywereplanning to
convert theorchard into theG3variety
immediately.

Zespri’s performance in recent yearshas
resulted in “hugewealth creation” forNew
Zealandgrowers.

“This is a reflectionof stronggrowthborne
outof prudent governancedecisionsunder
PeterMcBride’s leadership,” DameAlison said.



Best Growth Strategy sponsored by 2degrees

Zespri International
Outstanding recovery is complete

Graham Skellern

Zespri chairman
Peter McBride
(with trophy),
team members
and growers
celebrate the
company’s win
in the “Most
Improved
Performance”
category at the
2016 Deloitte
Top 200 awards.

T he Psa crisis is all but a
distant memory. The out-
break of the bacterial dis-
ease in late 2010 wiped out

most of the lucrative gold kiwifruit
crop. But since then global marketer
Zespri International has re-focused
and produced outstanding results.

Zespri introduced a more Psa-
resistant G3 variety (branded
SunGold) and is now delivering re-
cord returns to its 2500 New Zealand
grower shareholders.

Zespri’s remarkable recovery has
been recognised by the Deloitte Top
200 judges, who awarded the
Tauranga-based co-operative the
2degrees Best Growth Strategy award
at the 2017 Deloitte Top 200 awards.

Zespri International won the Most
Improved Performance award last
year.

Deloitte Top 200 judge Cathy
Quinn said Zespri overcame real
headwinds over the past few years
including the Psa crisis and issues
with China.

“They developed a clear strategy
to grow its business and have deliv-
ered superbly in a globally competi-
tive market.

“Zespri has focused on
implementing its strategy and it’s
great to see a horticultural business
doing so well and providing great
returns for its growers. Zespri is this
year on track to deliver its highest
grower returns.”

Zespri’s net profit of $73.7 million
for the 2016/17 financial year (double
the previous year) was boosted by
increased revenue from the tender of
new SunGold growing licences. This
was part of a deliberate strategy to
ensure Zespri has a more-than ade-

quate all-year supply and is keeping
up with strong demand. The co-
operative has sales and marketing
programmes in 59 countries.

Over the past two years, Zespri
released 800ha of SunGold licences
and will be considering three addi-
tional tranches of 400ha each year
up to 2020. Zespri also said 1800ha
of SunGold licences would be
allocated to Europe over the next
three years, at least doubling the
offshore production of 16.6 million
trays (in the 2016/17 financial year).

In this period, Zespri sold a record
137.7 million trays of New Zealand-
grown kiwifruit (including Green),
taking its global sales to $2.26 billion,
an increase of 19 per cent on the
2015/16 year.

Zespri chairman Peter McBride
told the annual meeting: “We can be
satisfied overall with performance in
the season, with a good result deliv-
ered despite the challenges of a sharp
increase in supply and a relatively
late harvest. The task ahead is to
continue to deliver long-term value
for growers and shareholders
through consistent and disciplined
implementation of our strategy.”

He said Zespri achieved an aver-
age per-tray return for the Gold pool
of $8.64 — up from $8.21 in 2015 —
despite supply increasing to 48.5
million trays from 32.6 million trays
in 2015/16.

“The customer and consumer re-
sponse to SunGold continues to be
very positive, supporting our confid-
ence in market demand.”

Zespri is set to hit $2.45 billion in
sales this year and has a target of
reaching $4.5 billion by 2025.

The projected gold returns to
growers this year is $110,000 per
hectare, up from $98,838 in 2016/17,

and $55,000 for green, up from
$53,555. The higher-yielding SunGold
sold for $8.64 per tray.

Over the past two years Zespri’s
share price has moved from $1.80 to
$7.25 and the board approved a total
dividend of 25 cents a share for the
2016/17 financial year.

Zespri’s successful growth strategy
has been executed by former chief
executive Lain Jager and driven by
McBride and fellow directors Bruce
Cameron (deputy chairman),
JonathanMason, TonydeFarias, Paul
Jones, Peter Springford, Nathan
Flowerday and Teresa Ciprian.

Zespri has 21 offices around the
world and nearly half of its 500 staff
work outside New Zealand.

New Zespri chief executive Don
Mathieson earlier said that the co-
operative was facing increasing com-
petition, and its focuswas to continue
to invest in its markets.

More and more consumers were
turning to healthier foods. Mathieson
told the NZ Herald: “Consumers have
many choices so it is very important
that we stay relevant and we con-
tinue to invest in the messaging to
consumers.

“The goal is to double sales by
2025. We think it is a realistic target
because of the growing demand for
nutritious products around the world
and how Zespri fits into that.”

Finalist: The a2 Milk Company
The a2 Milk Company has embarked
on an aggressive growth strategy,
making the most of increasing inter-
est in its A1 protein-free products
from naturally occurring cows’ milk.

The company is experiencing
strong growth and market share for
its a2 Platinum infant formula in
Australia and China, and for its

branded a2 Milk (fresh milk and milk
powders) in Australia.

The a2 Milk Company has also
turned its attention to developing
export opportunities in Britain, the
United States and emerging markets.
There is increased investment in
building brand awareness in the US,
and the British market is providing
positive operating earnings.

The a2 Milk Company is intent on
building a broader portfolio (from
fresh milk to customised infant, chil-
dren and adult nutritional products)
centred on the unique strengths of
the A1 protein-free proposition.

A number of product launcheswill
take place in the 2018 financial year,
and the company has just released
a2 PlatinumStage 4 infant formula for
children 3 years and above, and ex-
tended its milk powder range.

Deloitte Top 200 judge Cathy
Quinn said a2 Milk was operating in
a tough dairy industry but has played
its cards well.

“They had a clear growth strategy,
they planned their key milestones
and they have been phenomenally
successful.

“They are tapping into what Chin-
ese consumers are looking for, and
they have provided 119 per cent total
shareholder return in the 16/17 finan-
cial year.”

For the year ending June 30, 2017,
a2 Milk achieved total revenue of
$550m, an increase of 56 per cent on
the previous year, and the net profit
was $90.6m, a leap of 198 per cent.

Finalist: Tourism Holdings
TourismHoldings,which listedon the
NZX in 1986, has become a global
force in the recreational vehicle
(campervan) sector.

The company is setting the pace

by providing campervans for rent
and sale in New Zealand, Australia,
United States and Britain.

It has added a significant digital
platform to its operations, and is
concentrating on expanding its busi-
ness in North America.

Tourism Holdings bought Califor-
nian-based rental company El Monte
and formed a partnership with
Roadtrippers, an American road
travel app and data business. The
joint venture, which includes the
GeoZone business, provides Tourism
Holdings customers with valuable
travel information in New Zealand,
Australia and the US.

In announcing the latest financial
result, Tourism Holdings chief execu-
tive Grant Webster said the purchase
of El Monte took the company to a
clear number two position in the US.

The investment in Roadtrippers
and the pilot of Mighway (a peer-to-
peer motorhome rental service) all
reset the way Tourism Holdings
thinks about North America.

“We operate in an industry that’s
in a growth phase, we deliver com-
pelling experiences and we are a
business that has improved, is still
improving and is prepared to take
some careful risk for future substan-
tial growth.”

TourismHoldings increased its net
profit by 24 per cent to $30.2m on
revenue of $341m. The company has
forecast a net profit between $36m
and $39m for the year ending June
30, 2018, which includes the first full
year of ElMonte operations. It has has
targeted a net profit of $50m for 2020.

The judges said Tourism Holdings
has benefited from an uptick in the
tourism industry, but has developed
a clear growth strategy in the US,
Australia and Britain.
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2degrees
Reaching the turning point

Graham Skellern

What
started

as a
prepay
mobile
price

play has
become
somuch

more.
Stewart Sherriff,
2degrees CEO

I ts bigger rivals may have
thought that 2degrees would
run away. But that never en-
tered 2degrees’ mind for one

moment.
Homegrown 2degrees has been

chipping away in the fiercely-
competitive New Zealand telecom-
munications sector for nearly 10
years and is nowmaking strong head-
way. It was rewarded by winning the
New Zealand Herald Most Improved
Performance category in the Deloitte
Top 200 awards.

The country’s third mobile oper-
ator — “a tough role to occupy in a
small country” said the Deloitte Top
200 judges — delivered its maiden
profit for the year ending December
31, 2016, achieving a 24 per cent
increase in revenue and doubling the
size of its broadband subscriber base.

2degrees’ profit of $13.4 million
reversed the previous year’s loss of
$33.1m — a turnaround of $44.5m.

Its majority shareholder, Trilogy
International Partners, announced in
March this year that the adjusted
EBITDA growth was 43 per cent.

Stewart Sherriff, 2degrees’ chief
executive, said in announcing the
latest financial result that last year
was a turning point for the company.

“Total revenue grew as average
customer revenues increased, while
network costs reduced as we
completed a mobile network exten-
sion programme.

Our mobile customers enjoy 98.5
per cent coverage.

“Itwas the first full yearof 2degrees
broadband, with customer numbers
growing more than 100 per cent as
our full service bundle gained trac-
tion in the consumer market and our
Telecommunications as a Service
offering attracted large government
organisations such as Ministry for
Primary Industries.

“The business is maturing while
remaining true to its identity as the
leader in market innovation. , with
national mobile and broadband net-
works serving all market segments.”

Deloitte Top 200 judge Sandy
Maier, said 2degrees’ revenue had
topped $700 million.

“They are big numbers and 2de-
grees is no longer a small company.
These guys are innovators and they
have been challenging the
incumbents.

“They are a disruptive company.
Theywere the first ones in themarket
to offer an unlimited voice package
in 2010 and then in April 2017 un-
limited mobile data. 2degrees is
willing to try things and the competi-
tors are forced to follow. 2 degrees
has been changing the market to the
benefit of customers.”

Maier said some people may have
thought that 2degrees would “bite off
more than they can chew”, but the
company changed market pricing
and has shaken up the duopoly.

“2degrees is a young company and
has just turned the corner — that
made the difference for us in choos-
ing the winner.”

2degrees has more than 1.4 million
customers, 1200 staff and 55 retail
outlets. In September, 2 degrees
announced it was shutting down its
2G services on its nationwide mobile
network in March 2018 and
upgrading to 4G that customers
increasingly demand.

Sherriff said 2degrees had not sold
2G mobile phones since 2015 and the
company had been actively encour-
aging2Gcustomers tomove to 3Gand
4G phones for the past year.

2degrees also introduced Data
Clock, offering time-based data for

prepay customers, and it is part of the
Rural Connectivity Group delivering
the government’s RBI2 network.

Finalist: Xero
Xero, always bold and challenging,
entered the Deloitte Top 200 for the
first time this year — and therefore
it was the first opportunity for the
judges to assess the technology com-
pany. This is what they found.

After 10 years of operating, Xero’s
online accounting system was being
used by a third of all businesses in
New Zealand. Xero was a leader in
Australia and it had expansion plans
for the Southeast Asian, South
African, United States and British
markets.

Xero is one of the fastest growing
“software as a service” companies in
the world, with 1800 staff operating
in 20 offices.

Right from the beginning, Xero had
a big international picture and it
continued to put runs on the board.

Its founder RodDrury showedhe had
the executive skills to go global, said
judge Sandy Maier.

At the end of the March 2017
financial year, Xero had just over 1
million paying subscribers in 180
countries and its revenue was $295.4
million.

The net losswas $69mbut thiswas
reduced to $21.1 million six months
later. For thehalf year endingSeptem-
ber 30 Xero added 160,000 net new
subscribers and peaking at 1.2 million.

A total of 1500 updates were de-
livered this year, and Xero is concen-
trating on adding more services.

Drury told theNew Zealand Herald:
“We know that small business hate
doing accounting, and they’re not
trained in it, so we’re well on the
journey now to small businesses not
having to worry about the technical
parts of accounting.

“If we can get their documents into
the system, then we can do their
accounting for them.”

Finalist: Datacom
Datacom, founded in Christchurch,
has been around the information
technology scene for 50 years and it
has moved with the times to produce
impressive results.

One of the leading IT service
providers in Asia Pacific, Datacom
went through a transformation by
expanding into digital and Cloud-
based services, and increasing its
wide and local area networks.

Datacomcompletedanational net-
work in Australia to connect its inter-
state data centres and allow access
to digital assets and public Cloud
resources, including Amazon Web
Services and Microsoft Azure.

Datacom is spending $45 million
upgrading its four data centres inNew
Zealand, adding more than 2MW of
power capacity nationally.

Datacom Data Centres Director
Tom Jacob said “we are looking for-
ward to further enabling our cus-
tomers’ digital transformational op-

portunities through the Cloud so they
can best take advantage of core
emerging technologies such as Arti-
ficial Intelligence, Virtual Reality,
Internet of Things and hybrid cloud
solutions.”

Judge Sandy Maier said Datacom
was a long-haul story with 50 years
of continuous growth.

It has had a 10-year compound
growth rate of 11.3 per cent — “that’s
a good number.”

Datacom reported a 61 per cent
increase in net profit to $43.7m for the
year ending March 31, 2017. Revenue
rose 9.5 per cent to $1.16b.

The group employs more than
4880 people in 30 offices in New
Zealand, Australia, Malaysia,
Vietnam, United States and Britain.

Maier saidDatacomcontributes 3.7
per cent of its net profit after tax to
charitable contributions.

“That’s a very big number for these
types of companies and I’ve never
seen that before.”

Most Improved Performance sponsored by the New Zealand Herald
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Fonterra
Encouraging employees to embrace their diverse perspectives

Fonterra’s Disrupt programme involves employees from around the world.

F rom its research and develop-
ment office in Palmerston
North to its manufacturing
plant in Saudi Arabia, the face

of Fonterra’s workforce is more diverse
than ever before.

Complemented by major business
initiatives such as Fonterra Disrupt that
foster diverse viewpoints, the co-
operative’s progress has seen it recog-
nised as the winner of this year’s Min-
istry of Business Innovation and Em-
ployment Diversity & Inclusion Lead-
ership award.

Though modest by New Zealand
standards, 8 per cent of the Saudi
manufacturing team is now comprised
of women, from none in 2015. Such
progress is commendable in the con-
servative state, coming about as a result
of working with local government and
developing site facilities to meet cul-
tural requirements for female em-
ployees.

Back in New Zealand, the Palmer-
ston North R&D centre boasts 45
nationalities out of a team of almost
400 employees, while women now
make up 40 per cent of the staff in the
top three levels of Fonterra.

The company brought on board a
General Manager Maori Strategy earlier
this year, and is set to appoint a Divers-
ity & Inclusion manager soon.

High-level appointments such as
these are matched by an impressive
array of initiatives designed to foster
diversity at ground level — including
programmes to develop future Maori
leaders, scholarships and work experi-
ence to assist young people irrespec-
tive of their socio-economic back-
ground, andextensiveworkwithorgan-
isations such as Global Women and
Champions for Change.

The introduction of Disrupt was
cited by judges as a key differentiator
for Fonterra in this field. Run out of the
Fonterra Ventures team, employees
form teams across Fonterra’s offices
from around the world, and submit
ideas, before competing in a hackathon
to determine which teams go forward
to the next stage. Successful teams then
spend 12 weeks in an accelerator to test
and develop their business idea before
pitching to a panel of judges led by chief
executive Theo Spierings for further
investment in their project (and poten-
tially landing a new day job bringing
their concept to life).

The D&I judging advisory panel —
comprising AUT’s Agnes Neara, Russell
McVeagh’s Gary McDiarmid and inde-
pendent consultant Jo Cribb — were
impressed by the impact the Disrupt
initiative had on Fonterra’s culture and
business model.

Though a commercial initiative in
many respects, the category judging
panel saw Fonterra Disrupt as demon-
strating “diversity and inclusive leader-
shipbyproviding aplatform for encour-
aging all employees to embrace their
diverse perspectives and enable them
to be brought to bear on a commercial
project”.

SaysKomalMistry, GeneralManager
of Fonterra Ventures: “Disrupt
encourages diverse teams to form —
based on their passions, not their pro-
fessional experience, existing networks
or geographic location.

“Disrupt ran as a pilot in Australia,
China andNewZealand in 2016 and this
year we went global.”

The initiative has already involved
some 1400 individuals, spanning at
least eight languages, around 27
nationalities and ethnic backgrounds,
and ages from 21 years to 60.

And the trajectory is just as sig-
nificant: “It better equips us to achieve
our ambition to make a difference in
the lives of two billion people by 2025,”

says Joanne Fair, Managing Director of
People and Culture at Fonterra.

“We’re applying the key learnings of
Disrupt into other initiatives — the pro-
cess of forming diverse groups to tackle
a specific task has been adopted in a
number of ways across the business.”

In the 18 months since its launch,
Disrupt has seen four business models
invested in, and the ventures arising
from the 2016 pilot are expected to
deliver $70m in revenue by the end of
the 2018 financial year. These ventures
involved ecommerce and cloud-based
solutions to reach new customers and
consumers in China. In the first nine
months of operation, they have already
generated $8.5m of new revenue.

The D&I judging panel was im-
pressed by this recognition of the con-
nection between diversity and com-
mercial performance.

“Diversity and inclusion is seen be-
yond a “metric” and, as demonstrated
by the quality of the ideas and the
revenue generated, it is critical to
achieving exceptional commercial re-
sults,” explains Mistry.

“Our Disrupt programme has
reinforced to us that by bringing
together individuals with different
skills, backgrounds and world views,
we are in a far better position to solve
complex problems and innovate for the
future,” agrees Fair.

The company says there is still more
to be done.

“Wehavemade goodprogress in this
space, and we recognise there is more
we can do,” says Fair. “While there is
no doubt we have diversity throughout
our business, we have an opportunity
to be more inclusive.”

More holistic measurement and
reporting is a step towards this, and
that’s where the work with Champions
for Change comes in.

“We are proud to be among the first
businesses in New Zealand committed
to the new diversity reporting frame-
work developed by Champions for
Change,” says Fair. “This will help us
with ongoing measurement of our
diversity data.”

The co-operative has committed to
collecting diversity data for the 2017-18
reporting year using the new Cham-
pions for Change reporting framework,
to then deliver their first report in mid-
2018.

Flexible working practices are an-

other area of focus. The company
points to an array of arrangements
offered to facilitate this: job shares,
combining remote-based working with
office-based hours, four-day work
weeks, or 32-hours over 5days tomatch
school hours, and flexibility with start
or finish times.

Fonterra pays the difference
between government funded parental
leave payments and80per cent of their
New Zealand employees’ base salary
for 16 weeks of parental leave. New
Zealand employees have the opportun-
ity to purchase an additional twoweeks
of annual leave a year if they wish to.

“We believe businesses have an im-
portant role to play helping to drive
New Zealand forward to becoming an
increasingly diverse place to live and
work,” says Fair.

Finalist — Fairfax NZ (since renamed
Stuff)
“We will be judged in this area by what
wedo, not bywhatwe say,” says Fairfax
NZ’s corporate social responsibility
director, Annamarie Jamieson.

It was a results-led strategy — de-
signed to support individuals with dis-
abilities to join the Fairfax workforce
— that impressed the judging advisory
panel for the 2017 Diversity and In-
clusion Leadership Award. The com-
pany has launched two programmes
over the past year designed to support
individuals with disabilities:

● The Coffee Co-op, a pop-up coffee
shopwithin theAuckland office, staffed
by deaf baristas; and

● The Creative Spirit programme,
which places young people with intel-
lectual disabilities in suitable positions
within the company.

Both programmes were born out of
conversations between Jamieson and
individuals outside Fairfax, challenging
her on the company’s ability to inte-
grate disabled employees.

Her response was to build a micro-
business around that very challenge, in
the case of the Coffee Co-op. Customers
— other Fairfax employees — use New
Zealand Sign to order coffee. The Co-
op has employed five baristas who
have hearing disabilities since its
launch in December 2016, and has
taught 350 people at the Auckland
office how to use basic sign language.

“You can publish any number of
diversity strategies and develop any

number of policies but if you want to
have an inclusive workforce then you
must simply employ diverse people,”
says Jamieson. “Simple. Ignore the dis-
ability and think about the possibilities.”

To date, Creative Spirit has placed
eight people in employment in Auck-
land, Wellington, Hamilton and Christ-
church.

They are matched with duties both
required by the business andwithin the
capability of the applicants.

“But perhaps of greater consequence
has been the effect on those communi-
ties of people around them,” says
Jamieson. “Every day, hundreds of staff
interact with Creative Spirit employees,
which is helping to educate this part
of the corporate sector about how we
can all make a valuable contribution in
the workplace. The message: there is
real dignity in work, but most of us take
that for granted.”

Finalist: Air New Zealand
New Zealand’s national carrier im-
pressed the category judges with their
systematic approach to addressing gen-
der disparities in senior leadership posi-
tions.

Back in 2013, the year of current CEO
Christopher Luxon’s appointment,
women made up just 16 per cent of Air
New Zealand’s 80-strong senior leader-
ship team. There was a “clear call to
action”, with a target of 40 per cent by
2020 set.

Today, the level is 39 per cent, and
the work continues.

The company says they “saw the
opportunity to set an example and
ensure pay relativity across the busi-
ness and identify and address any
factors resulting in pay gaps”.

The judges agreed, reporting that
“Air New Zealand took their responsi-
bility as an iconic Kiwi brand very
seriously, and were taking a strong
leadership position by initiating funda-
mental changes within the business.”

These changes included the estab-
lishment of a Women’s Network, a
Women in Leadership programme,
growing diverse pools of longer term
talent, and increasing flexible working
options.

In the past year alone, Air New
Zealand had more than 1000 women
attend career panel sessions led by
women on the senior leadership team,
as well as sending 35 delegates to the
World Women Conference in March.

The company was also part of the
launch cohort for Global Women
TupuToa initiative over summer
2016/17, which provides internship op-
portunities for Maori and Pasifika
students.

The students involved were
partnered with an Air New Zealand
mentor, were involved with the
Women’s and Young Professionals Net-
works, and participated in a bespoke
development programme for the sum-
mer. Luxon met with each intern in-
dividually and is a strong public advo-
cate for the programme.

Meanwhile work across other
functions reflects a similar commit-
ment to improved gender parity: in-
cluding programmes to increase the
number of female pilots, a Women in
Engineering & Maintenance group and
a mentoring programme for younger
female employees.

Of note for the judges was the fact
that, by employing clear and transpar-
ent metrics and having meaningful
targets, Air New Zealand is now able
to demonstrate their achievements.

“Air New Zealand has seen improve-
ments in all areas of tracking business
performance — Commercial, Culture
and Customer — since focusing on
increasing representation of women in
senior leadership,” said the panel.
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Komal Mistry, Fonterra

continued on D21

Aimee Shaw

,, Wehave a supportive, collaborative environment
and failing is not seen as a negative - it's a necessary
part of our journey to achieve future revenue streams
for Fonterra.

F onterra Ventures general
manager Komal Mistry has a
“high bias to action” which
has resulted in strong com-

mercial returns from the innovative
programme she leads at New Zea-
land’s largest company.

Mistry has beem named the Eagle
Technology& IMNZYoung Executive
of the Year at the Deloitte Top 200
awards for 2017.

Mistry, 30, started working at
Fonterra almost seven years ago in
a corporate accounting role — a very
different job to what she does now.

“I had a few different roles in
finance, and in and around the co-op
before I took on ventures. I was in
the branded business for five years,
about four of those years were in
finance,” she says.

She has been a key driving influ-
ence in the success of Fonterra’s
internal innovation programme Dis-
rupt which is dedicated to finding
innovative ideas to benefit the dairy
giant and its customers.

“We’ve taken the model from a
mere pilot to global in 12 months,”
Mistry says.

“It’s essentially a platform where
any of our people can come up with
business concepts and we second
them into bringing them to life.”

The Disrupt programme had four
key objectives: generating future
revenue streams through new busi-
ness models; providing a platform to
achieve results through diversity and
inclusion; building entrepreneurial

innovative capability and culture
through the organisation; and
identifying and developling a talent
pipeline.

As leader of Fonterra Ventures,
Mistry is responsible for a direct team
of 13.

The programme is now global and
across 30 of Fonterra’s markets and
available for any of the 22,000 em-
ployees to take part in. “We have had
over 200-plus business model ideas,
1300 people through the programme,
two hackathons where finalists
competed for investments, over 40 of
our people have been seconded
through a three month incubator
programme and four new ventures
invested into,” says Mistry.

Disrupt is forecast to contribute
around $70 million in revenue to
Fonterra this year.

The team at Fonterra Ventures is
what Mistry most enjoys about her
job.

“People I work with I’d say are
number one. And then working on
something that I’m absolutely pas-
sionate about — getting up every day
and wanting to go to work because
what we do is pretty exciting.”

Mistry describes her management
style as an “enabler”.

A qualified lawyer andaccountant,
Mistry studied both law and com-
merce at Waikato University. She
started her career at Deloitte in the
UK, as an associate then as a senior
analyst before joining Fonterra in
2011. Earlier this year Mistry attended
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— combining intellect, energy and determination
continued from D20

a two-month long executive leader-
ship course at Stanford University in
the US, funded by Fonterra.

“What gets me most excited is
seeing people reach their potential
and seeing my team achieve things
that they thought that they couldn’t
achieve. And equally, us together as
a team, achieving results,” she says.

“When I started out in my career
it was all around technical expertise,
content and domain knowledge, and
specialisation which is what finance
is about and essentially what law is
all about, too.”

The judging panel for the Young
Executive of the Year award
applauded Mistry’s achievements.

IMNZ chief executive Steven
Naude says “Komal combines great
intellect with energy and determina-
tion.”

“She has taken on the challenge to
ensure Fonterra remains relevant for
generations to come by adding new
products, services and ventures to
the already broad offering.

“Her new initiatives have been
implemented on an international
scale and there are many more ex-
citing opportunities waiting in the
wings.”

Eagle Technology chief executive
Mark Allan says Mistry has “excep-
tional strategic insight combinedwith
superior execution skills.”

Adds ASB’s James Bergin: “Komal
presented an exciting approach to
developing new business and explor-
ing innovative operating models. She
has already exhibited great potential
in her leadership style and approach
to encouraging diversity of thought
within her team and the broader
business. Her varied background and
non-traditional path into her current
role definitely paves the way to fu-
ture executive success.

“In addition, she understands how
to leverage and harness broadly
based organisational talent in her
own team as well as multiple virtual
global teams across a complex organ-
isation and business environment.”

For Mistry, resilience is about
preparing for the next tidal wave of
innovation.

“We have built a culture within
Fonterra Ventures where we em-
brace new things, complete trials,
learn, fail and keep moving forward,”
she says.

“Failure is key part of the process
for us to deliver our results. Learning
is celebrated in our team and is
evident in everythingwedo.Wehave
a supportive, collaborative environ-
ment and failing is not seen as a
negative — it’s a necessary part of our
journey to achieve future revenue
streams for Fonterra.”

— Additional reportingBusiness
Reports team

Finalist: Ed Hyde, Spark Ventures
SparkVentures chief executiveEd
Hydehas theexperience, technical
skills andpersonal grit to lead ina
fast-changingandhighlydisrupted
marketplace—according to the
judgesof theYoungExecutiveof the
Year award.

Since its formation in 2013,Hyde
hasbeenakeyexecutivewithSpark
Ventures,whichhasbeen
responsible forbuilding,
development and investment in 10
newbusinesses ranging fromSkinny
andLightbox, through toQriousand
a recentmove into the Internet of
Things.

He led the formationofNZ’s
leadingbigdataandanalytics
businessQriouswherehe servedas
CEO for the first twoyears, before
steppingup toheadSparkVentures
and join SimonMoutter’s senior
leadership team.

Keywins sinceHydebecameCEO
include thecreationof a$36million
fundwhich is committed to investing
inearly stageNZstart-ups including
MyCare, homes.co.nz, Putti and Jupl.

SparkVentures hasalso created
overhalf amillionnewservice
relationshipswith total revenues
fromthesenew linesofbusiness in
excessof $50mannually. It has set
agoal of achieving$150mpa
revenueby2020.

ForHydeandSpark, resilience is
abig topic. “Weareeither involved
in thebuildingofnewdigital services
or investing inearly stage
businesses. Part of theparcel of
doing that is not everythingwe

invest in and focusonwill be
successful,” he says.

“Abigpart ofmy role,which is
botha challengeandwhere
resiliencecomes in, is investmentsor
projectswherewe’re investinga lot
of time, effort andemotion.

“At somestage for someof those
businesses, youhave to sayenough
is enough, ‘actuallywe’vegiven it a
really good trybutwe’renot seeing
the traction, things arenotunfolding
howwewould like themto’, and
ultimately, youhave tobe
comfortablemaking the toughcalls
to stopventuresor redirect them.”

Hyde is also looking to integrate

offerings thatwill add themost value
for Spark and its customers.

The judges say itwasnosurprise
Spark choseHyde to lead their new
ventures in ahighly competitive
arena. “His team isdrivingvalue for
Spark’s customers andachieving
somevery impressivenumbers.”

JudgeStevenNaudesays the
“calmexterior”Hydepresentsbelies
the strategic thinkinghehas
demonstrated.

“Hehas acrystal clear
understandingof his industry, and,
his visionofwhat telecommuni-
cations candeliver to societymakes
hima leader of great significance.”

Finalist: Sasha Lockley, Avanti Finance
SashaLockley, headofoperationsat
Avanti Finance, hasbeenwith the
firm for twoyears and in that time
hasplanted seedsof successwhich
she is nowseeing flourish.

Lockley,whowas a finalist for the
sameaward last year, describes
herself as “a visionary leader”,with
ahugepassion forpeople.

JudgeStevenNaude saysSasha
usesenthusiasmandheapsof
people skills to ensureAvanti
Finance is transformed intoa
forward-thinking,mould-breaking
organisation.

“Stepping into a traditional,male-
dominated industry, shehas rattled
the foundationsof thebusiness and
implemented systemsandprocesses
that havebeen radical, but hugely
successful for thewell-established
company.”

AtAvanti Finance, Lockley is
responsible for the engine roomand
hashada significant influenceover
its culture through leadingnearly 70
per cent of the staff.

Lockley says the strategies she
introducedarenowpart ofAvanti’s
DNA. JudgeMarkAllanagrees,
sayingLockley’s personal vision,
motivationandpeoplevalues
strongly alignwithAvanti’s business
mission.

Her teamshaveachieveda53per
centgrowth in the loansbookover
ayear; improvedoperational
deliverywith a 30per cent reduction
in the time it takes to respond to

customers andscoreda30per cent
increase innetprofit.

“Mymotivation and reason for
beingon this planet is tohelppeople
tobe thebest theycanbe,” Lockley
says. “My leadership style is thatwe
all choose to takeone stepat a time,
together . . . Imake sure that there
is anenvironment inwhichpeople
feel comfortable tobe themselves,
and feel comfortable to takeone step
forour journeyand for themselves.”

The judges recognisedher
achievements, sayingLockleybrings
aconfidenceandpassion toher

leadership that is truly inspiring.
“Shecaresdeeply abouther team

andherorganisation, andexhibits an
incredible amount of strengthand
managerial courage.

Shewill nodoubt continue tobe
anagent for positive cultural change
withinher organisationand the
country as shecontinuesher
executive career.”

“Herhuge rangeof skills are
supportedbyadrive tokeep
developingandadetermination to
succeedwhichmakesher avery
valuable leader.”

What the
judges said

Steven Naude, CEO
IMNZ

Mark Allan, CEO
Eagle Technology

Liam Dann,
Business editor-at-
large, NZ Herald

James Bergin, GM
Architecture,
Strategy and
Innovation, ASB

Thecalibreof the finalists for the
EagleTechnology& IMNZ
YoungExecutiveof theYear
wasoutstanding, say the four-
strong judgingpanel for this
award.

“Itwasa real privilege tohear
the stories andbusiness insights
fromall three candidates this
year,” saysHeraldBusiness
editor-at-largeLiamDann.

“They representeda full
spectrumofexecutive
management styles and
experienceswhichmade
choosinga finalwinner all the
moredifficult.”

ASBchief architect James
Bergin, thewinnerof last year’s
YoungExecutiveof theYear,
saidhewashonoured tobepart
of the judgingpanel.

“I didnot realisehowhard it
wouldbe to choosebetween
suchhigh-calibre finalists,”
Bergin said.

“Each representeddifferent
aspects of beinga senior leader
inNewZealandbusiness, and
pickingawinnerbetween them
wasaverydifficult task.”

The judgingpanel for the
YoungExecutiveof theYear
awardwascomprisedofEagle
TechnologyCEOMarkAllan,
IMNZCEOStevenNaude,Dann
andBergin.

SaysAllan: “Judging is always
a rewardingandoftenan
enlighteningexperience, seeing
thediversityof talent and the
energy, driveandvision that
candidatesbring to their teams
and their organisations.”



D22 nzherald.co.nz | The New Zealand Herald | Friday, November 24, 2017

Rod Drury — Xero
From Xero to a $4.7 billion global company in 10 years

Graham Skellern

continued on D23

Rod Drury’s achievements
● New ZealandHi-Tech Entrepreneur of the Year in 2006 and 2007

● World Class New Zealander for ICT in 2008

● DistinguishedAlumni Award, 2011 Victoria University ofWellington

● NZHerald Business Leader of the Year in 2012

● EYNew Zealand Entrepreneur of the Year in 2013

● TheWellys-Wellingtonian of the Year — Business categorywinner in 2014

● Named one of The Top People in Public Accounting byAccounting Today in
2016

● GlobalMarketer of the Year 2017, named by TheAcademy ofMarketing
Science

● Member of the NZHi-TechHall of Fame andHonorary Fellow of the Institute
of IT Professionals NZ

● Workswith Creative HQ, an innovation base inWellington, involvedwith
community business advisory in Hawke’s Bay

● Amember of the ASB Strategic Insights panel in partnershipwith KPMG and
has lobbied for the creation of a national chief technology officer role

● Formerly a director of NZX and TradeMe, and consultant with EY

● BCA in Accounting and Information Systems fromVictoria University

R espected director Rob Cam-
eron remembers the dayRod
Drury wandered into his in-
vestment banking firm Cam-

eron Partners in 2007 to talk to him
about his initial listing plans and busi-
ness ideology.

Normally, companies that list on the
NZX have achieved momentum
through initial private investment and
establishing a track record of profitabil-
ity.

“Rod had neither of them,” says
Cameron. “We knew of Rod before he
came to see us. We had checked him
out and found this guy is serious and
worth listening to.

“He had this accounting software,
and he envisaged a market that he
would sell into. He wanted to scale
quickly and become a global company.
He had boldness and courage by ar-
guing that Xero had to list to get the
capital heneeded to increase its profile.

“Rod was very imaginative and he
had this amazing self-awareness that
he would have to lead people rather
than do it himself,” says Cameron.
“Entrepreneurs don’t often scale well.
Rod recognised that he needed a
strong board with the right capabilities
to mentor and guide the growth.”

Cameron Partners linked up with
First NZ Capital to manage the then
start-up Xero’s initital public offering
(IPO). “It was quite risky. Wemade sure
he had a good compelling business
plan and this got us over the line,” says
Cameron.

“Rod has been extraordinarily
visionary. He went for scale and not
short-term profitability. He took ac-
counting, which you would have
thought was boring, and turned it into
a software as a servicebusiness. Hehad
the vision to build an ecosystem
around it and people were building
apps to support it.

“Rod showed size doesn’t matter
and that New Zealand entrepreneurs
can build global companies from
scratch. In New Zealand we are a
conservative bunch and we never had
amarket in thesehigh-tech stocks.Now
we love to invest in growth stocks. It’s
now part of the lexicon that has arisen
and Rod started that.”

Cameron’s faith was not misplaced.
By 2014, Xero was awarded No 1

ranking in the Forbes’ list of theWorld’s
Top 100Most Innovative Growth Com-
panies; an honour it repeated in 2015.

It was also named the best account-
ing software in the Cloudswave
Awards in January, 2015.

The judges have now named Drury
the Visionary Leader for 2017 in the
Deloitte Top 200 awards, in recogni-
tion of his impressive achievement to
build a global company from scratch
to reach $4.7 billion market capitalisa-
tion in just a decade.

The Deloitte Top 200 judges say
Drury has demonstrated temendous
vision and achieved a real impact.

“Xero has truly delivered on its
vision to disrupt the accounting world
for the better — accountants now per-
form in the more trusted business
advisory role.

“He has built a meaningful footprint
offshore in a way that is it very hard
for New Zealand companies to do,” the
judges say.

Drury already had a successful ca-
reer behind him as an entrepreneur
when he launched Xero.

In 1995, he established Glazier Sys-
tems, a NZ software development and
consulting company that was eventu-
ally sold to Advantage Group in 1999
for almost $7.5 million (it continues
now as Intergen). He subsequently
foundedAftermailwhichwas acquired
by Quest Software for US$15m in 2006.

But when he founded Xero, he drew
on his early career as an accountant.

Right from the start Drury was de-
termined to develop a global techno-
logy company and sacrifice short-term
profitability — he succeeded with his
“beautiful” Xero online accounting
software.

Drury can safely be described as a
people-manager.

Although he listed his accounting
software company on theNZX 10 years
ago and proclaimed straight away that
Xerowas going global, Drurywouldnot
have achieved that target without the
strong support of his staff, who gladly
joined him on his exciting journey.

Anna Curzon, Xero’s Chief Partner
Officer, says Drury is one of the most
human people she’s met. As a leader
he’s orientated to servant leadership.

“One of the first things he said to me
when I started was how important it
was to have channels so everyone can
communicate. AsRod said, ‘the 21-year-
old newly arrived at Xero may have
the next best idea’.

“We all have skin in the game,” says
Curzon. “There’s no big steering com-
mittee. Everyone has a sense of owner-
ship and you are as valued as anyone
else in the organisation.

“You don’t look to people in the
hierarchy to make the decisions. You
make them happen and drive the
company forward. Rod really does
walk the floor. He’s dropping ideas and

opportunities with people and it’s
really beautiful seeing them threaded
together.

“Rod is very curious,” adds Curzon.
“He wants to understand people’s posi-
tions and why they think like that. He
doesn’t have all the answers and he’s
willing to learn from others and be
challenged. He will thank them for the
opportunity to have a debate. He may

change his position on the information
at hand, but he won’t always agree.”

Drury, the servant-leader, shares
power, puts the needs of others first
and helps his staff develop and per-
form as highly as possible. He is also
open and transparent.

Soon after Curzon began her new
role in February 2016, she attended her
first fortnightly Global All Hands staff

meeting, streamed through Google
Hangouts.

Says Curson, “People are beaming
in from all around the world. We
worked through strategy and Rod
wanted to get everyone’s thoughts. We
were going through some key strategic
pillars and it was quite detailed. I
thought ‘gee, it really is this open’.

“We then had product demos from
Wellington and San Francisco. Rod
then announced ‘we’ve already got
feedback on the strategic pillars, let’s
continue this conversation’. People
challenged his thinking and he shared
intimate details of the strategy. He
wanted to flesh it out, and getting
feedback from everyone was more
important than from a few of the staff.
Rod is a very open and trusting leader.”

Xero, the cloud-based accounting
software leader, listed on the New
Zealand Stock Exchange in June 2007
with an initial public offering of $15
million and 100 customers. Drury
wanted to list on the NZX rather than
receive investment from Silicon Valley
sohewouldn’t bepressured into selling
to a larger competing company.

After listing at $1, Xero’s share price
soared to a peak of $44.79 on March
7, 2014. It is currently sitting around $33
— a rise of 80 per cent in the past 12
months.

Xero listed on the Australian Securi-
ties Exchange (ASX) in November 2012
after entering the Australian and
British markets in 2008 and the United
States in 2011. Over the years Xero has
raised more than $350m in funding
from a group of leading US technology
investors, andhas quickly built a global
software as a service (SaaS) company,
servicingmany thousands of small and
medium-sized businesses.

For the financial year ending March
31, 2017, Xero reached operating
revenue of $295.4m, compared with
$66.8m three years earlier. By Septem-
ber 30 this year, its six month revenue
was up 37 per cent to $187.8m
compared with the corresponding
period last year. About 80 per cent of
its revenue comes from overseas.

Xero is closing in fast on net profit-
ability. Its net loss for the latest six
months was $21.1m, down from $43.9m
in the previous corresponding period
— and on the back of a $69m loss for
the 2016/17 financial year.

Over the past 12months Xero added
337,000 paying subscribers to reach 1.2
million customers, and its “beautiful”
accounting system was used in 180
countries. The bulk of the customers
are based in Xero’s four key markets
— 518,000 in Australia, 271,000 in New
Zealand, 253,000 inBritain (an increase
of 54 per cent over the past year) and
110,000 in North America.

Xero has established a regional
headquarters in Singapore for a push
into the Asian markets, and it now
employs 1800 people in 20 offices
around the world — but 1000 of the
staff are based in New Zealand in
offices in Wellington, Auckland and
Napier, or working remotely in other
parts of the country.

Xero is a busy bee. It is always
updating its product — 1500 updates
in the past financial year — to keep
ahead of its global competitors. It has
established an application programme
interface (API) toenable customersand
third-party software vendors to inte-
grate external application with Xero.
More than 275 third-party vendors
have built Xero add-ons.

All the financial data is stored in the
cloud on a single unified ledger,
allowing users to work in the same set
of books regardless of location or oper-
ating system. Xero has partnered with
Amazon Web Services (AWS) to

Visionary Leader
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Visionary Leader sponsored by Sheffield

RodDrury, 51, liveswithhiswife
Annaand three children inHavelock
North.He spends somedaysof the
workingweekatXero’s global
headquarters inWellingtonandof
coursehe’s often travelling
overseasonbusiness andvisiting
his regional offices andcustomers.

“Rodcontinued tohavea lifestyle
based inHawke’s Bay, bringinghis
childrenup in the regionsandstill
having theopportunity togrowa
global company,” saysAnnaCurzon,
Xero’sChief PartnerOfficer.

“Hewanted togoglobal but he
didn’twant togiveupwhatNew
Zealandhas tooffer.”

Drury is passionateabouthis
beautiful cars andbeachbuggies—
“he’s agoodKiwi petrolhead,” says
Curzon—andheexercises every
day, either cyclingor swimming.

Go to Instagramandyouwill see
himcyclingupanddownTeMata
Hill nearNapier.

Whenhe travelswithhis leader-
ship team toanypart of theworld,

hemakes surehe findsa swimming
pool anddoes some laps.

“Rod tells uswhenyouexercise
your chemicals change inyourbody
and this allowsyou to remain
focused, openandcreative,” says
Curzon.

The leadership teamregularly
meets atDrury’sWaimaramaBeach
bach for planning sessions. “He
mightgo for ahoononhisbeach
buggyor interrupt theplanning
session saying ‘youguys continue
talking, I’ll go andmake some
scones’. He’d comebackwith these
finely cooked scones,” saysCurzon.

Back inWellington, Xerohasa
watersportsboatshednear the
Royal PortNicholsonYachtClub
that is available for staff to take time
out andgoouton to theharbour
onpaddleboardsor kayaks.

Curzon says “having the
opportunity toworkwithRodand
the feedback I get fromthe ‘Xeros’
— that’swhatwecall the staff—you
get tobeyourself. There’s notmany

organisations thatdon’tworry
aboutwhat youwear, andXero
plays to its strengths— its people
is its greatest asset.

“I often tellmy teamandour
people atAllHands thatwhen I think
aboutXero in the future, I imagine
Rodon the coverof aTime
magazine (which is sometimesmet
byquizzical expressionsby some
youngerXeroswhodon’t know
whatTimemagazine is).

“BecauseultimatelyRodwill be
recognisedas theguywhobuilt the
global small businessplatform,who
rewiredeconomies,whogrewsmall
businesses and their resilience
globally, andadded trillionsof
dollars toworldGDP. It’s a symbolic
visionofour intent.”

Drurydevelopedan interest in
codingatNapier BoysHigh in the
1980s.

Hehadwhat hasbeendescribed
asamiddle-classupbringing in
Hawke’sBaywherehis father traced
a lineage toNgai Tahu.

From Xero to here
continued from D22

I’m as passionate about
Xero today as the daywe

founded the business
and I’m proud of what
we have achieved as a

company.

Rod Drury

explore new products using Artificial
Intelligence and Machine Learning,
and has emerged from a back office
product to providing front office
solutions.

Curzon says that three years ago
Xero decided it needed to move to
a new platform and with AWS it was
able to future-proof its business.

“With Machine Learning and Arti-
ficial Intelligence capability, we con-
tinue to innovate and get better
insights and help other businesses to
thrive. We have a three-year start on
other competitors by moving on to
a new platform.”

Xero has built a total small busi-
ness system to make accountants,
book-keepers and small andmedium-
sized companiesmore efficient, more
productive and more profitable, en-
abling them to grow and create new
jobs.

World Bank statistics show that
over the next 15 years, 600 million
new jobs will need to be created, and
four out of the five jobs will come
from small businesses.

Xero is well placed. “There’s no
better time to support the small busi-
ness,” says Curzon.

Drury’s recent moves have stoked
debate in New Zealand investing
circles.

His announcement that Xero
would delist from the NZX on Feb-
ruary 2 next year and consolidate the
two listings on the ASX, has provoked
some soul-searching at the NZX.

Drury said delisting from the NZX
was “the next stage of Xero’s strategy
to ensure we can attract strategic
global growth investors who own

significant stakes in other global
platforms that we now consider
peers, and who are under-
represented on our share register
currently.”

Ten days ago, Drury sold down his
stake in the company, netting himself
$94.5m and in turn boosting the
liquidity in Xero shares.

He says some of the funds are
earmarked for future philanthropic
endeavours, which his familywill run
for now.

Drury remains the largest share-
holder in Xero with a 12.8 per cent

stake estimated to be worth $600m,
and will continue as chief executive.

Along with TradeMe, Xero is seen
as an integral part of the innovative
ecosystem in Wellington, where both
companies remain headquartered.

Says Drury, “I’m as passionate
about Xero today as the day we
founded the business and I’m proud
of what we have achieved as a com-
pany, evidenced by our strong recent
financial results.

“We have a lot more to do in order
to realise our global growth
aspirations, and I remain fully com-
mitted toXero andbuildingour global
business from New Zealand.”
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Turnaround time
Revenue for Top 200 companies is going in
the right direction, writes Tim McCready

TOP 200
WRITERS

James Penn

Tim McCready

T he high-level view of the
2017 Top 200 Index shows
significant contrast from last
year.

Total revenues for the companies
that comprise the Deloitte Top 200
increased from $171.6 billion in 2016
to $179.0b in 2017, which represents
a jump of 4.3 per cent, and a turn-
around from the fall in revenue that
was seen in the 2016 Index.

Total average revenue has also
increased from an average of $858.0
million in 2016 to an average of
$894.8m in 2017 — a 4.2 per cent
increase in average revenue year on
year.

The top ranked entity on the Top
200 in 2017 (Fonterra) has revenue
of $19.2b and the 200th ranked entity
on the Top 200 list (Honda) has
revenue of $176.5m. This is compared
to 2016when the top entity (Fonterra)
had revenue of $17.2 billion and the
200th entity (Reckitt Benckiser) had
revenue of $127.8m.

The increase in total revenues has
also driven an increase in underlying
earnings (EBITDA) of 2.9 per cent
from 2016 to 2017. Equity has also
increased year-on-year from $96.3
billion in 2016 to $99.1 billion in 2017.

Despite these increases, total
profits after tax decreased from $9.3b
in 2016 to $8.7b in 2017 — a 6.4 per
cent decrease year-on-year.

Among those companies that
showed significant increases in after
tax profits are Woolworths,
Foodstuffs North Island and Z Energy.

A2Milk, whichwas new to the Top
200 in 2016, has scaled the list this
year, moving from 97th place to 74th
place, with a 55.8 per cent increase
in revenue as a result of strong de-
mand for its infant formula products
in China.

Fonterra, ranked first in the Top
200, has seen an increase in revenue
year-on-year of 11.8 per cent. While
global milk prices have been rising,
this has been offset by a 3 per cent
decline in volumes, which is respon-
sible for their 10.7 per cent fall in profit
after tax from$834m in 2016 to $745m
in 2017.

Fletcher Building had an increase
in revenue year-on-year of 4.4 per
cent, from $9.0b in 2016 to $9.4b in
2017. However, they have reported a
decrease in profit after tax of 77.8 per
cent, impacted by the Building +
Interiors business unit within the
Construction division, which re-
ported a $292m loss during the year.

At the top end of the Top 200, the
revenue gap between Fletcher Build-
ing (2nd) and Fonterra (1st) grew this
year, with Fonterra growing revenue
by 11.8 per cent and outpacing Flet-
cher Building’s increase of 4.4 per
cent.

The overall increase in revenue
this year has been reflected in the
Government’s tax take from the com-
panies that comprise the Top 200.
Tax paid jumped 22.7 per cent on last
year’s figure to $3.3b — certainly con-
tributing to the former Government’s
higher-than-expected surplus.

TOP 200 COMPANIES
Category 2017 ($000) 2016 ($000) % change

Revenue 178,954,563 171,602,217 4.3
Profit After Tax 8,721,601 9,318,079 (6.4)
Tax paid 3,344,952 2,726,403 22.7
EBITDA 24,761,285 24,059,982 2.9
Assets 218,349,327 231,646,795 (5.7)
Equity 99,101,848 96,334,004 2.9

TOP 30 FINANCE COMPANIES
Category 2017 ($000) 2016 ($000) % change

Revenue 30,532,318 32,918,456 (7.2)
Profit After Tax 5,245,951 5,332,565 (1.6)
Tax paid 2,048,205 2,066,335 (0.9)
EBITDA 19,612,536 21,006,774 (6.6)
Assets 522,662,004 489,128,433 6.9
Equity 45,645,927 43,029,630 6.1

Firmly fixed on the future
Leon Wijohn

A
common goal for all Maori
organisations is to ensure
that they are around for
future generations.

“Mo tatou, a, mo ka uri a muri ake
nei” — for us and our children after
us, say Ngai Tahu. They often refer
to themselves as “operating forever”.
Therefore, they need to be resilient.

The Deloitte State of the State 2017
report defines resilience as the ability
to either absorb or bounce back from
a disruption.

The question is; are Maori organ-
isations ready for future shocks and
will they have the ability to bounce
back?

Over the last three years, since we
have been tracking the performance
of the top 10 Maori organisations, we
have seen their total asset base grow
by $1.4 billion or 18 per cent.

There is a commonperception that
most of the biggest Maori organisa-
tions are a result of treaty settlements.
However, we note that only six of the
top 10 are a direct result of treaty
settlements: the others are either Ma-
ori land blocks that have been
managed effectively for a number of
years, or those that have used their
right of first refusal options toposition
themselves for growth.

We are aware of two other land
blocks that could have made this
year’s top 10 list, but whose informa-
tionwasnot publicly available in time
for inclusion.

Asset growth alone does not en-
sure resilience.

A key measure when identifying
a Maori organisation’s resilience is to
look at the stability of their balance

sheet — their debt to equity levels.
Wenote the average debt to equity

for the 2017 year is 38 per cent. Strong
balance sheets and low gearing in
most Maori organisations puts them
in a great position to ride out the
market changes as they move to-
wards diversifying their assets and
income bases.

Historically we have rankedMaori
organisations based on their asset
size.

However, a more appropriate
measure is earnings before interest
expense, taxes, depreciation, and
amortisation (EBITDA).

As these business entities funda-
mentally exist to benefit or promote
Maori initiatives, EBITDA offers a
proxy for how much resource they

have to serve this purpose. EBITDA
also shows how much funds are
available each year to assist with
social goals.

Over the past three years, we have
seen an increase in average EBITDA
of $21.3 million or 38 per cent.

Healthy EBITDA levels improve
resilience and give Maori organisa-
tions a better buffer to respond to
shocks or disruption.

They also allows Maori organisa-
tions to implement distribution poli-
cies and make an impact in areas
important to them: cultural enhance-
ment, environmental guardianship,
whanau wellbeing, housing, health,
job creation and education.

As the Maori economy grows, we
expect to see more Maori organisa-

tions challenge for the top 10 list over
the next five years.

So who will be there? Wakatu and
Tuaropaki should already be in the
top 10, but their results were not
publicly available in time.

We remain hopeful that Ngapuhi
will settle in the next five years,
allowing them to join the list.
InnovativeMaori tech companies are
probably still 10 years away from
joining the list.

And significant collaborations are
being progressed in the areas of prop-
erty, infrastructure, and water.

These joint venture entities, which
are still forming,will certainly be ones
to keep an eye on and we should see
them leapfrog aheadonasset size and
EBITDA in the next five years.

MAORI BUSINESS TOP 10
Rank Name Assets

($000)
Revenue
($000)

EBITDA
($000)

Total equity
($000)

1 Ngai Tahu 1,668,471 329,643 92,543 1,362,731
2 Waikato Tainui 1,244,028 74,998 145,233 1,067,677
3 Ngati Whatua ki Orakei 938,845 56,511 174,604 716,786
4 Moana NZ 540,050 176,884 30,043 421,541
5 Tauhara No.2 352,104 62,992 22,027 139,665
6 Tuhoe T.U. Taumatua 328,355 7,627 26,189 325,306
7 Parininihi ki Waitotara 316,493 29,796 42,868 240,022
8 Ngati Porou 223,457 30,702 1,727 201,293
9 Pukeroa Oruawhata 204,205 15,455 22,936 117,399
10 TeWananga o Aotearoa 192,020 153,665 10,448 175,478
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Top Profits
Despite a 10.7per cent
fall inprofit from last
year, Fonterraagain
topped theDeloitteTop
200 in2017withaprofit
of $745million.This
decreasewasa result of
reducedmarginsacross
thebusiness, despite an
increaseon revenue
compared to last year.

The fall is in linewith
theaverageprofit
among theDeloitteTop
200,whichhas reduced
year-on-year, from
$46.6m in2016 to$43.6m
thisyear.

Spark,NZ’s biggest
telecommunications
company, jumped from
fifthplace in2016 to rank
second forprofit,
improving its netprofit
marginby 13per cent to
$418m.AirNZmoved
into thirdplace forprofit,
up from fourth in2016.
However, following the
overall trend, its profit
after taxdecreased 17.5
per cent from its record
profit of $463m in2016
to$382m in2017— though still the
airline’s secondhighestprofit ever.

ZEnergy saw itsprofit increaseby
280per cent in2017 to $243m, jumping
toeighthplace in the topprofit
rankings from43rd last year. Thishas
beendrivenby theacquisitionof
CaltexNewZealand in June2016 for
$785m,which led toZEnergygetting
70per centbigger than itwasbefore
theacquisition.

Supermarket chainWoolworthshas
seenan increase inprofit after taxof
182per centwithaprofit of $155.9m
in2017, after a lossof $190m in2016.

Thisyear, the top rankedcompany
hadaprofit of $745mand the200th
rankedcompanyhadaprofit after tax
of $3.1m. In2016 the top rankedprofit
was$834mand the200th ranked
companyrecordeda loss after taxof
$48.8m.

1 1 Fonterra
2 2 Fletcher Building
3 3 Ebos Group
4 5 Woolworths
5 4 Foodstuffs NI

19,232,000 11.8
9,399,000 4.4
7,625,854 7.3
6,468,043 1.8
6,393,277 (0.7)

745,000 1 (10.7)
105,000 26 (77.8)
132,846 19 4.6
155,927 15 182.1
16,885 112 60.3

6 6 Air NZ
7 12 Z Energy
8 8 Fulton Hogan
9 7 Spark
10 10 Warehouse Group

11 9 Foodstuffs SI
12 11 BP
13 16 Mainfreight
14 15 Meridian Energy
15 22 Zespri

16 14 ExxonMobil
17 19 Farmlands
18 13 Silver Fern Farms
19 17 Contact Energy
20 21 Vodafone

21 20 Genesis Energy
22 23 Infratil
23 24 Mercury
24 27 Downer
25 26 ANZCO Foods

26 28 Brit. Am. Tobacco
27 25 Nuplex Industries
28 27 Alliance Group
29 33 Vector
30 34 Toyota

31 35 Datacom
32 32 Haier
33 31 PGG Wrightson
34 29 Methanex
35 (-) Oji Fibre Solutions

36 36 Transpower
37 39 Chorus
38 42 Bidfood
39 (-) Bunnings
40 38 Tasman Steel

41 37 TrustPower
42 40 Skycity
43 (-) Harvey Norman
44 41 Sky Network TV
45 18 NZ Post

46 47 T&G Global
47 44 Goodman Fielder
48 46 F&P Healthcare
49 43 Colonial Motor
50 52 Open Country Dairy

5,109,000 (2.3)
3,871,000 53.6
3,644,006 18.1
3,614,000 3.3
2,980,771 1.6

2,970,709 3.3
2,710,699 (2.3)
2,333,088 2.1
2,319,000 (2.4)
2,288,996 23.0

2,200,712 (6.9)
2,160,536 2.8
2,146,939 (11.8)
2,080,000 (4.0)
2,054,700 2.8

1,951,100 (3.0)
1,823,800 6.9
1,597,000 2.1
1,517,836 15.3
1,446,737 (20.9)

1,415,610 8.2
1,380,500 0.4
1,357,609 (9.4)
1,226,653 7.2
1,177,194 8.6

1,157,303 9.8
1,134,914 (1.7)
1,132,963 (4.1)
1,132,447 (7.2)
1,131,982 (4.6)

1,061,100 2.6
1,040,000 3.2
1,008,343 9.1
1,008,066 12.2
1,004,693 (0.3)

939,859 (9.3)
927,300 (7.1)
895,598 12.4
893,485 (3.7)
890,000 (20.1)

871,171 7.2
870,604 0.7
869,506 6.2
854,542 (1.4)
818,807 19.0

382,000 3 (17.5)
243,000 8 279.7
179,649 11 6.5
418,000 2 13.0
20,731 101 (74.9)

8,912 141 2.6
147,484 17 15.0
101,523 27 15.9
197,000 9 6.5
73,701 39 105.7

91,166 30 3,486.6
2,963 162 137.7
(30,569) 192 (222.7)
150,000 16 327.3
40,200 65 319.7

118,700 23 (35.6)
130,400 20 (73.7)
184,000 10 15.0
36,894 71 16.4
11,992 126 167.1

22,103 98 (93.6)
87,000 33 18.2
102 178 (97.8)
168,871 13 186.7
21,721 99 18.6

43,744 59 60.9
77,302 36 234.7
46,311 54 17.0
25,217 90 1,751.5
(51,576) 195 (965.1)

266,000 7 47.0
113,000 25 24.2
41,770 61 38.3
27,241 84 126.4
(506,337) 200 (980.2)

93,989 29 4.6
44,862 55 (69.2)
31,501 77 62.5
116,344 24 (20.9)
27,000 87 (80.9)

32,436 76 66.8
29,309 81 131.8
169,152 12 17.9
23,303 94 14.7
61,996 45 80.0

Rank Prev
year

Revenue
($000)

%
change

Profit after
tax ($000)

RankName %
change

Biggest Losses
Thebiggest loss for 2017
wasTasmanSteelwitha
lossof $506.3million.
TasmanSteel’s loss,
primarily as a result of an
impairmentof $392.3m,
is a980per centdrop
froma$46.9m loss in
2016. This compares to
thebiggest lossof $190m
in2016byWoolworths
whichwas largelydue to
a$326m impairmentof
its Ezibuyoperations.

KiwiRail are the
secondbiggest loss
maker in 2017, recording
a loss of $194mand
movingupon this list
fromthird in2016.
KiwiRail’s full yearnet
losshaswidened, and
theoperating surplus
sankbynearlya third,
due to the impact of the
Kaikouraearthquake in
November2016.

Infrastructure
company
Broadspecturm
(formerlyTransfield
Services)moved into
thirdplacewitha lossof
$75m.Ferrovial ServicesAustraliaPty
Limitedacquired 100per cent of the
issuedshare capital inBroadspectrum
on27 June2016.

Fairfaxhasmoved into fourthplace
in the ranking forbiggest losses in2017
witha432per centdecrease inprofit
after tax from2016. It recordeda
$22.5mprofit in 2016anda$74.9m loss
in2017.

Xero sawa reduction in losses from
$82.5m last year to$69.1m in2017.
Specifically, it reportedan increaseof
$18.5m in sales andmarketing
expenses, $23.6million increase in
productdesignanddevelopment costs
anda$7mincrease general and
administrationexpenses. Theseare
offset byan$88mincrease inoperating
revenue fromsubscriptions.

Rank Name Profit
($000)

1 Fonterra 745,000
2 Spark 418,000
3 Air NZ 382,000
4 Ryman Health 356,694
5 Kaingaroa Timber. 335,363
6 Auckland Airport 332,900
7 Transpower 266,000
8 Z Energy 243,000
9 Meridian Energy 197,000
10 Mercury 184,000
11 Fulton Hogan 179,649
12 F & P Healthcare 169,152
13 Vector 168,871
14 Taumata Plantations 166,133
15 Woolworths 155,927
16 Contact Energy 150,000
17 BP 147,484
18 Kiwi Property 142,997
19 Ebos Group 132,846
20 Infratil 130,400

Rank Name Loss
($000)

1 Tasman Steel (506,337)
2 Kiwirail (194,000)
3 Broadspectrum (75,036)
4 Fairfax (74,949)
5 Xero (69,057)
6 Oji Fibre Solutions (51,576)
7 OfficeMax (35,548)
8 Orion Health (34,215)
9 Silver Fern Farms (30,569)
10 Opus International (29,869)
11 HEB Construction (23,527)
12 Sumitomo Forestry (18,359)
13 Mediaworks (14,849)
14 Toll (14,196)
15 Dimension Data (8,034)
16 Kerbside Papers (5,119)
17 DHL (4,593)
18 Ingram Micro (3,367)
19 Ballance Agri (2,792)
20 Wgtn Electricity (1,912)



EBITDA
($000)

EBIT
($000)

Total assets
($000)

Rank %
change

in

Total equity
($000)

RankReturn on
assets

Debt to
equity

Balance
date

Profit after
tax %

Return on
equity

1,684,000 1,158,000
689,000 264,000
234,427 208,593
408,539 285,229
N/A 73,396

3.9 17,842,000 1
1.1 7,673,000 4
1.7 3,205,574 18
2.4 3,911,255 15
0.3 2,669,466 20

4.2 4.3
5.6 1.4
0.4 4.2
(1.1) 4.0
3.2 0.6

7,248,000 1
3,580,000 5
1,152,398 22
1,817,191 12
774,829 29

10.6 1.5 07/17
2.9 1.1 06/17
11.9 1.8 06/17
9.0 1.2 06/17
2.2 2.4 04/17

1,082,000 571,000
482,000 388,000
361,663 262,635
1,032,000 600,000
161,250 60,998

N/A 18,023
305,118 241,569
195,039 151,547
628,000 354,000
114,011 102,195

152,936 139,428
18,666 5,845
26,977 (20,191)
500,000 296,000
422,700 99,300

399,600 222,600
562,400 320,700
560,000 353,000
77,476 50,616
36,838 27,117

32,386 31,799
160,300 122,200
23,841 7,352
534,753 335,187
41,416 34,263

92,691 60,451
166,682 96,449
73,632 62,899
125,672 66,911
23,671 (71,209)

836,100 575,900
652,000 313,000
70,087 59,159
64,843 50,022
16,134 (442,877)

222,566 171,553
307,544 113,009
N/A 43,172
291,907 186,759
63,000 31,000

72,287 50,991
91,221 66,825
280,612 241,550
39,835 35,680
117,031 91,844

7.5 7,171,000 5
6.3 2,473,000 22
4.9 2,305,769 23
11.6 3,331,000 17
0.7 1,113,852 46

0.3 1,112,377 47
5.4 1,496,156 32
4.4 1,284,765 39
8.5 8,665,000 3
3.2 553,380 84

4.1 1,318,649 36
0.1 414,802 102
(1.4) 541,198 85
7.2 5,429,000 11
2.0 1,984,600 28

6.1 4,218,800 14
7.1 6,796,700 6
11.5 5,997,000 8
2.4 666,552 69
0.8 650,468 72

1.6 702,146 66
6.3 1,025,200 49
0.0 427,800 101
13.8 5,574,596 10
1.8 434,354 99

3.8 505,367 92
6.8 1,203,221 41
4.1 702,148 65
2.2 917,329 53
(4.6) 1,182,647 42

25.1 5,597,500 9
10.9 4,438,000 13
4.1 322,590 113
2.7 528,767 89
(50.4) 875,293 57

10.0 2,504,940 21
4.8 2,278,311 24
3.5 255,685 131
13.0 1,887,200 29
3.0 1,818,000 30

3.7 650,586 71
3.4 1,137,683 45
19.5 878,191 55
2.7 316,892 115
7.6 613,638 76

(1.1) 5.3
77.4 12.6
23.4 8.6
2.9 12.7
(10.4) 1.8

6.3 0.8
20.8 10.8
0.5 7.9
1.5 2.3
26.4 14.9

17.7 7.5
- 0.7
(13.7) (5.2)
(3.9) 2.7
(3.7) 2.0

11.7 3.0
2.6 1.9
(1.4) 3.0
25.9 6.2
0.5 1.8

1.7 3.2
(13.3) 7.9
(20.2) -
(0.5) 3.0
21.0 5.5

13.5 9.2
(37.1) 5.0
2.2 6.7
2.4 2.8
(5.9) (4.2)

(3.9) 4.7
8.4 2.6
12.1 13.7
7.0 5.3
(29.2) (47.9)

(34.4) 3.0
(3.3) 1.9
6.2 12.7
(2.9) 6.1
(91.0) 0.2

(0.5) 5.0
2.8 2.6
14.5 20.6
5.3 7.5
3.8 10.3

1,986,000 10
702,000 34
855,824 27
1,651,000 16
486,389 48

373,208 63
420,153 53
645,602 39
5,082,000 3
171,973 104

141,363 115
121,138 119
303,817 74
2,775,000 8
485,200 49

1,981,900 11
3,140,900 7
3,308,000 6
303,778 75
233,538 85

362,622 66
549,400 43
301,828 77
2,448,338 9
69,852 147

207,268 95
159,269 108
289,711 78
124,941 118
756,282 30

1,481,300 17
944,000 25
178,299 102
84,182 138
(159,228) 199

1,418,394 18
1,070,937 23
98,074 128
1,327,878 20
1,285,000 21

346,822 67
432,164 51
661,625 38
182,885 101
380,822 61

18.7 2.6 06/17
38.3 2.5 03/17
22.2 1.7 06/17
25.1 1.0 06/17
4.1 1.3 07/17

2.4 2.0 02/17
42.4 2.6 12/16
16.5 1.0 03/17
3.9 0.7 06/17
48.7 2.2 03/17

60.0 8.3 12/16
2.5 2.4 06/17
(9.4) 0.8 09/16
5.4 1.0 06/17
8.6 3.1 03/17

6.0 1.1 06/17
4.2 1.2 03/17
5.6 0.8 06/17
12.7 1.2 06/17
5.3 1.8 12/16

5.9 0.9 12/16
15.5 0.9 06/16
- 0.4 09/16
7.0 1.3 06/17
32.4 5.2 03/17

22.2 1.4 03/17
64.0 6.6 12/16
16.4 1.4 06/17
18.4 6.3 12/16
(6.6) 0.6 12/16

18.6 2.8 06/17
12.5 3.7 06/17
25.0 0.8 06/17
38.6 5.3 06/16
(366.5) (6.5) 06/16

5.8 0.8 03/17
4.1 1.1 06/17
31.7 1.6 06/16
8.8 0.4 06/17
2.1 0.4 06/17

9.8 0.9 12/16
7.0 1.6 12/16
28.1 0.3 03/17
13.4 0.7 06/17
17.7 0.6 09/16
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51 (-) Mitre 10
52 45 Ballance Agri
53 (-) Shell
54 66 Synlait Milk
55 51 Apple

818,140 6.7
804,560 (3.9)
767,598 (4.6)
758,994 38.7
743,931 1.6

4,443 156 37.5
(2,792) 182 80.3
43,897 58 (76.3)
38,223 67 11.2
6,504 153 (63.4)

56 61 Two Degrees
57 53 H. J. Heinz
58 49 Kiwirail
59 50 Pacific Aluminium
60 68 Ford

61 56 Sime Darby Motor
62 70 Coca-Cola
63 62 Watercare Services
64 58 Westland Co-Op Dairy
65 60 Auckland Airport

66 55 Ravensdown
67 65 Ingram Micro
68 59 Tegel
69 63 Briscoe Group
70 71 Holden

71 107 Market Gardeners
72 (-) LionBeer, SpiritsWine
73 64 Imperial Tobacco
74 97 A2 Milk
75 75 Freightways

76 86 Restaurant Brands
77 77 Beca
78 91 Oceana Gold
79 67 Broadspectrum
80 72 Steel & Tube

81 76 DB Breweries
82 80 Green Cross Health
83 69 Oregon Group
84 (-) Taumata Plantations
85 74 Opus International

86 78 Powerco
87 79 Sanford
88 (-) Waste Management
89 82 Kura
90 84 Kathmandu

91 104 Coles Group
92 (-) LWC Limited
93 (-) Samsung
94 (-) Kaingaroa T.lands
95 (-) Spotless

96 83 Frucor Beverages
97 92 Pan Pac Forest
98 54 NZME
99 87 Nestle
100 (-) Matariki Forestry

702,698 23.5
695,965 2.3
694,000 (3.7)
683,985 (8.2)
640,813 18.1

636,580 (3.1)
632,204 18.9
630,966 10.6
629,650 7.1
627,000 9.6

626,630 (5.1)
614,248 12.2
613,978 5.4
582,840 5.4
572,654 7.8

570,413 86.5
560,980 4.9
554,389 0.2
549,247 55.8
545,262 7.9

517,549 28.1
515,629 9.9
515,206 33.8
511,480 (6.2)
511,400 (0.9)

499,934 2.7
487,645 8.9
478,755 (10.0)
475,253 17.9
470,920 (6.8)

466,715 2.1
463,469 4.3
455,360 2.4
454,291 5.4
445,348 4.6

438,861 12.8
438,053 26.4
430,719 3.2
419,349 (8.1)
419,047 (3.1)

418,266 (2.5)
411,929 8.7
407,856 (5.2)
405,669 2.2
398,332 19.8

13,355 119 140.3
88,406 32 11.1
(194,000) 199 (16.5)
67,193 42 (61.2)
8,675 142 336.1

16,034 113 2.5
70,865 40 5.6
124,686 21 285.6
1,506 170 110.4
332,900 6 26.9

2,160 166 (78.7)
(3,367) 183 (2.5)
34,245 74 202.8
59,420 48 26.1
14,915 117 (0.3)

11,609 128 99.9
38,744 66 11.6
30,461 79 (0.8)
90,646 31 197.8
60,856 46 22.3

25,955 89 7.8
44,682 56 44.4
26,676 88 219.3
(75,036) 198 (497.8)
20,040 102 (22.4)

27,082 86 7.7
24,353 92 15.7
43,649 60 (57.6)
166,133 14 687.2
(29,869) 191 (278.3)

58,510 49 (9.2)
37,813 70 54.7
11,509 129 (17.3)
22,939 96 126.8
38,039 69 13.5

44,419 57 28.8
6,576 152 61.1
7,306 149 81.0
335,363 5 (21.5)
13,165 120 (29.9)

25,137 91 64.3
67,155 43 (21.7)
74,543 37 73.8
33,681 75 (14.6)
120,262 22 285.8

Rank Prev
year

%
change

Revenue
($000)

%
change

Profit after
tax ($000)

Name Rank

Most Improved Profit
IndependentLiquor,
whichownsalcohol
brands suchas
WoodstockBourbonand
BoundaryRoadbeer,
recorded thebiggest
increase inprofit of all
companies in the
DeloitteTop200witha
7547per cent increase
from$200,000 in2016 to
$15.3million in2017. This
wasdue toa reduction in
operatingexpenses, in
particular sales and
marketingexpenses
which reducedby$14.2
millioncompared to last
year.

TheNewZealand
divisionofExxonMobil—
theworld’s largest
publicly tradedoil and
gas company—has
recorded the second
most improvedprofit,
recordinga3487per cent
increase. ExxonMobil
recordeda lossof $2.7m
in2016andaprofit of
$91.2m in2017,
attributable to the impact
of increasingoil priceson
inventories in theyear.

MethanolmanufacturerMethanex
ranked third in2017 for themost
improvedprofit. It recordedaprofit
after taxof $25.2mthisyear, compared
to$1.4m in2016—a 1752per cent
increaseyear-on-year.A2Milk is 18th
on the listwithan increaseof 198per
cent as a result of strongdemand for
its infant formulaproducts inChina.

Profits have increased from$30.4m in
2016 to$90.6m in2017.

Livestockgenetics companyLIChad
a618per cent increase inprofit, turning
a$4m loss last year toaprofit after tax
of $20.8m.Thiswas largelydue toa
revaluationof its breedingbulls (a
$17.7m lift), cost cutting, andgreateruse
of thecompany’s services andsolutions
bydairy farmers.

Most Improved Revenue
Co-operative supplier of
freshproduce,Market
Gardeners, has seen its
revenue increase86.5
per cent from$305.9
million in2016 to
$570.4m in2017and
comesouton top this
year. This increase
comeson the strengthof
buoyantmarket
conditions for key
products,whichhave
benefittedall trading
divisionsand
subsidiaries inboth the
NewZealandbusiness
and fromthemerged
LaMannaPremierGroup
inAustralia.

TreasuryWine
Estates (TWE)enters the
DeloitteTop200 in2017
witha revenueof
$249.4m, and is ranked
second formost
improved revenuewith
a61.6per cent increase
on last year’s result. TWE
generates its revenue
fromtheproduction,
marketingandsaleof its
portfoliosof branded
wine. The increasewasprimarilydue
to the integrationof theTreasuryWine
Estates (Matua) operationswith those
ofTreasuryWineEstatesLimitedgroup
of companiesduring theyear.

A2Milkhas fallen slightly fromfirst
position last year to thirdon themost
improved revenue list.

A2Milkhas seena55.8per cent
increase in revenue from$352.5m in

2016 to$549.2m in2017,, largelyasa
result of strongdemand for its infant
formulaproducts inChina.

TurnersAutomotive is ranked
fourthwitha55.5per cent increase in
revenue from$140.1m last year to
$217.9m in2017. Thiswasmainlydriven
byhighervehicle sales activity.

ZEnergy roundsout the top fivewith
a53.6per cent increase ($3.9billion).

Rank Name %

1 Independent Liquor 7,547.0
2 ExxonMobil 3,486.6
3 Methanex 1,751.5
4 Taumata Plantations 687.2
5 LIC 618.1
6 Juken 475.7
7 Ford 336.1
8 Contact Energy 327.3
9 Vodafone 319.7
10 CablePrice 295.9
11 Matariki Forestry 285.8
12 Watercare Services 285.6
13 Pernod Ricard 281.4
14 Z Energy 279.7
15 Haier 234.7
16 Oceana Gold 219.3
17 Tegel 202.8
18 A2 Milk 197.8
19 Vector 186.7
20 Woolworths 182.1

Rank Name %

1 Market Gardeners 86.5
2 Treasury Wine Est. 61.6
3 A2 Milk 55.8
4 Turners Automotive 55.5
5 Z Energy 53.6
6 Xero 42.7
7 Synlait Milk 38.7
8 McConnell Dowell 36.0
9 Seeka 34.6
10 Oceana Gold 33.8
11 Metro Glass 29.9
12 Restaurant Brands 28.1
13 Philip Morris 26.9
14 Compass Group 26.7
15 LWC Limited 26.4
16 APHG NZ 24.7
17 Scales Corporation 24.1
18 Two Degrees 23.5
19 Zespri 23.0
20 Tourism Holdings 22.2
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EBITDA
($000)

EBIT
($000)

Profit after
tax %

Total assets
($000)

Rank Balance
date

%
change

Debt to
equity

Return on
assets

Total equity
($000)

Rank Return on
equity

11,840 6,052
36,773 (1,223)
532,608 136,692
86,171 64,975
8,587 8,439

0.5 242,023 135
(0.3) 532,259 88
5.7 2,154,533 26
5.0 753,625 62
0.9 116,449 172

16.9 2.0
5.5 (0.5)
(18.1) 1.8
27.6 5.7
(21.3) 4.9

81,485 139
414,610 54
326,055 69
393,084 58
8,152 191

6.1 2.0 06/17
(0.7) 0.3 05/17
13.0 5.6 12/16
11.8 0.9 07/17
35.0 13.3 09/16

109,889 29,174
146,676 123,523
100,700 (183,100)
90,684 81,974
12,199 11,607

25,199 20,707
138,273 109,641
501,070 267,574
42,997 9,988
584,600 506,700

25,138 5,351
15,347 9,770
73,381 53,896
85,610 79,622
19,192 19,126

24,662 18,921
92,483 66,548
54,717 49,095
143,588 138,464
104,306 90,975

64,454 39,379
71,451 64,679
193,978 65,259
(65,446) (74,168)
38,773 31,092

53,109 39,145
41,692 34,884
76,424 70,512
370,057 348,429
26,888 (19,871)

236,470 160,020
74,707 58,803
136,508 86,531
51,382 37,214
70,659 56,833

69,913 63,669
12,224 11,554
11,097 10,166
474,601 470,520
41,077 26,545

51,637 34,519
108,225 92,317
171,392 147,547
56,232 48,895
184,249 172,133

1.9 573,608 79
12.7 672,541 68
(28.0) 995,000 50
9.8 641,049 75
1.4 157,552 162

2.5 260,624 128
11.2 765,047 61
19.8 8,945,545 2
0.2 568,316 80
53.1 6,503,500 7

0.3 553,711 83
(0.5) 242,533 134
5.6 693,635 67
10.2 298,238 119
2.6 211,246 144

2.0 277,127 124
6.9 1,290,420 37
5.5 203,766 145
16.5 343,930 109
11.2 539,893 87

5.0 302,387 117
8.7 196,649 148
5.2 516,205 91
(14.7) 434,171 100
3.9 412,727 103

5.4 322,218 114
5.0 245,211 132
9.1 1,407,537 34
35.0 2,000,815 27
(6.3) 257,242 129

12.5 2,221,836 25
8.2 797,836 59
2.5 1,174,023 43
5.0 750,295 63
8.5 439,067 98

10.1 308,831 116
1.5 103,498 181
1.7 108,142 177
80.0 3,598,444 16
3.1 327,854 112

6.0 648,471 74
16.3 876,316 56
18.3 483,540 94
8.3 160,316 158
30.2 971,675 51

4.0 2.4
15.4 14.1
4.9 (20.0)
16.5 11.3
(1.3) 5.5

(7.2) 5.9
(1.0) 9.2
1.4 1.4
(0.6) 0.3
5.9 5.3

5.4 0.4
18.6 (1.5)
(0.3) 4.9
26.7 22.3
11.5 7.4

40.4 4.9
5.9 3.1
25.6 16.6
63.7 32.7
12.8 11.9

117.9 11.8
11.3 23.9
(14.9) 4.8
(4.0) (16.9)
24.9 5.4

(5.2) 8.2
6.8 10.3
(8.1) 3.0
9.6 8.7
(20.2) (10.3)

2.2 2.7
7.0 4.9
3.0 1.0
(3.2) 3.0
6.2 8.9

11.1 15.1
21.0 7.0
37.1 7.8
6.6 9.6
(0.2) 4.0

(0.9) 3.9
10.8 8.1
(62.7) 8.4
11.9 22.2
18.2 13.4

111,994 123
491,933 47
553,900 42
318,861 72
40,784 167

53,457 159
302,412 76
5,958,576 2
251,660 81
4,029,000 4

405,981 55
11,320 189
482,111 50
205,153 96
66,832 151

129,678 116
594,262 40
47,111 162
241,482 83
236,568 84

192,059 99
97,177 129
(24,879) 198
77,342 141
212,130 92

108,713 124
112,230 122
953,438 24
69,442 149
107,747 125

541,092 44
558,135 41
259,807 80
403,057 57
327,100 68

209,226 93
17,170 182
26,875 175
1,695,130 14
4,669 194

508,552 46
666,674 37
285,559 79
15,295 185
750,202 32

13.0 4.1 12/16
18.7 0.4 12/16
(36.1) 0.8 06/16
23.6 1.0 12/16
21.7 2.9 12/16

34.8 3.9 06/16
23.7 1.5 12/16
2.1 0.5 06/17
0.6 1.3 07/17
8.4 0.6 06/17

0.5 0.4 05/17
(25.9) 20.4 12/16
8.6 0.4 04/17
32.2 0.5 01/17
25.1 2.2 12/16

10.0 1.1 06/17
6.7 1.2 09/16
63.5 3.3 09/16
48.4 0.4 06/17
27.0 1.3 06/17

19.4 0.6 02/17
49.1 1.0 03/17
512.5 (21.7) 12/16
(64.7) 4.6 06/16
10.2 0.9 06/17

25.4 2.0 12/16
23.6 1.2 03/17
4.7 0.5 06/17
N/A 27.8 06/17
(23.1) 1.4 12/16

10.8 3.1 03/17
7.1 0.4 09/16
4.3 3.5 12/16
5.8 0.9 09/16
12.0 0.3 07/17

40.4 0.5 06/17
47.4 5.0 06/16
31.5 3.0 12/16
18.7 1.1 06/16
227.8 69.2 06/16

5.0 0.3 12/16
10.6 0.3 03/17
16.3 0.7 12/16
331.0 9.5 12/16
20.5 0.3 12/16
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101 94 Mitsubishi Motors
102 95 Toll
103 96 Orora
104 109 Scales Corp
105 (-) OMV

390,563 4.4
385,540 7.0
374,111 4.7
373,927 24.1
367,576 (27.0)

7,478 147 25.3
(14,196) 187 (275.7)
19,151 105 82.5
38,178 68 (1.9)
73,914 38 (64.9)

106 89 Fairfax
107 110 Mazda
108 81 Refining NZ
109 88 Independent Liquor
110 100 Pact Group

111 115 Tourism Holdings
112 (-) HEB Construction
113 117 Bupa
114 106 CDC Pharma
115 98 TVNZ

116 103 DHL
117 (-) Wesfarmers Ind
118 105 OfficeMax
119 108 Orion
120 101 City Care

121 113 Mondelez
122 (-) Mediaworks
123 141 Xero
124 102 IBM
125 116 Mercedes-Benz

126 99 Northpower
127 120 Ryman Healthcare
128 114 Tatua Co-Op Dairy
129 (-) Nissan
130 (-) McConnell Dowell

131 123 GPC Asia Pacific
132 122 Allied Foods
133 73 HP
134 126 McDonald's
135 142 AWF Madison

136 121 Port of Tauranga
137 127 Delegat's Group
138 111 NZ Wool Services
139 (-) Treasury Wine
140 125 Linde Holdings

141 (-) Enviro NZ
142 (-) APHG NZ
143 160 Metro Glass
144 131 Nobilo
145 132 Pernod Ricard

146 124 Kordia
147 130 Visionstream
148 136 Hallenstein Glasson
149 154 Kiwi Property
150 (-) Martin-Brower NZ

354,590 (8.5)
354,540 16.1
353,629 (20.6)
351,933 (10.5)
343,934 3.4

340,801 22.2
333,346 (20.1)
326,692 11.8
326,271 5.6
324,654 (6.7)

321,227 (3.3)
318,959 7.8
317,562 1.9
309,718 0.8
303,547 (1.0)

302,544 3.9
298,121 (7.6)
295,389 42.7
295,095 (10.6)
295,024 9.4

290,306 (14.3)
289,454 11.2
289,337 1.2
286,529 8.5
278,729 36.0

276,889 10.0
271,888 5.3
264,356 (48.0)
259,706 6.5
256,428 19.5

255,882 4.2
252,713 4.2
249,633 (16.8)
249,387 61.6
248,757 1.9

245,579 8.7
244,595 24.7
244,318 29.9
242,444 6.8
240,979 5.9

240,687 (3.0)
240,007 4.3
239,004 6.9
238,136 14.4
236,553 8.2

(74,949) 197 (432.4)
10,141 137 (4.5)
47,474 53 (68.5)
15,294 115 7,547.0
41,019 62 (0.8)

30,178 80 23.8
(23,527) 190 (385.7)
54,507 50 72.1
113 177 (89.8)
12,687 121 (54.9)

(4,593) 184 90.1
12,141 124 72.6
(35,548) 194 (453.4)
51,770 52 (3.1)
3,539 160 (48.2)

7,622 146 (17.5)
(14,849) 188 (163.6)
(69,057) 196 16.3
24,006 93 28.9
8,583 143 (43.6)

18,867 107 97.1
356,694 4 16.8
1,602 168 (77.2)
7,352 148 82.2
4,399 157 148.8

13,433 118 18.3
9,342 138 (1.3)
10,694 134 117.4
52,809 51 43.8
5,867 154 12.8

83,441 35 7.9
40,656 64 (24.7)
1,390 172 (46.3)
6,911 150 60.1
35,148 73 7.0

11,172 131 26.1
27,083 85 47.9
19,367 104 (5.5)
36,027 72 16.0
8,196 145 281.4

12,260 123 32.8
531 175 138.7
17,269 110 26.2
142,997 18 (43.0)
936 173 17.0

%
change

Rank Prev
year

Name Revenue
($000)

%
change

Profit after
tax ($000)

Rank

Return on Assets
ReturnonAssets (ROA)
providesan indication
ofhowefficientlya
companymanages its
assets inorder to
generateearnings. It is
calculatedby
measuringprofit
against average total
assetsheldover the
past twoyears.

Asameasure, this
number tends tobe
heavily influencedby
the requirementsof the
industry inwhich the
businessoperates.

Agricultureand
manufacturing
businesses for example,
requiring significant
amountsofproperty,
plant andequipment,
will typicallyhavea
much lower returnon
assetspercentage than
a softwarecompany.

A2Milk jumped from
sixth to first placeon
theDeloitteTop200,
increasing itsROAfrom
20.4per cent last year
to32.7 per cent. Total
assets increased from$210.2million
in2016 to$343.9m in2017, drivenby
a$51.6m increase incashandshort-
termdeposits, anda$27.5m increase
in tradeandother receivables.

Nestledropped fromsecondplace
down to fourthplace thisyear,
decreasing6.7 per cent toa 22.2per
centROA.This isdue to adecrease
inprofit of 14.6per cent andan

offsetting increase inaverage total
assetsof 12per cent.

BecaGrouphasmoved from
eleventh to secondplace forROA
increasing6.5per cent, from17.4per
cent in 2016 to23.9per cent in2017.

Also in the top five this year for
ROA isBriscoeGroup (22.3per cent)
andclothing retailerHallenstein
Glasson (21.1 per cent).

Return on Equity
ReturnonEquity
measureshow
effectivelyacompany
cangenerate income
relative to theamount
ofmoneyshareholders
have invested in it.

It’s auseful tool for
investors, particularly
whencomparing firms
in the same industry
and is calculatedby
measuring the revenue
earnedagainst the
averageequityheld
over thepast twoyears
— toprevent changes in
shareholder
contributions skewing
the results.

Miningcompany
OceanaGoldhas
moved into first place
witha returnonequity
of 513per cent, taking
over fromNestle,which
hasheld the top ranking
for thepast threeyears.
Nestlehasdropped to
secondwith a returnon
equityof 331 per cent, a
decreaseon last year’s
388per cent.

Spotless, a providerof integrated
facilities services, hasmoved into
thirdplaceon the listwith a return
onequityof 228per cent. Spotless is
newon theDeloitteTop200 in2017
(note thatDownerEDI acquireda
majority stake in Spotless in June
2017, however Spotless is shown
separatelyas it hasprepared
standalone financial statements in

2017and its resultshavenotbeen
consolidatedwithDowner’s).

IndependentLiquor,New
Zealand’s thirdbiggest beerbrewer
hasmoved into fourthwitha return
onequityof 180per cent, increasing
from17per cent in2016.

Roundingout the top five is
Wesfarmers Industrial,witha return
onequityof 86.4per cent.

Rank Name %

1 A2 Milk 32.7
2 Beca 23.9
3 Briscoe Group 22.3
4 Nestle 22.2
5 Hallenstein Glasson 21.1
6 F & P Healthcare 20.6
7 Mars NZ 19.1
8 Imperial Tobacco 16.6
9 Skyline Ent. 16.3
10 Coles Group 15.1
11 Zespri 14.9
12 McDonald's 14.8
13 H. J. Heinz 14.1
14 Bidfood 13.7
15 Matariki Forestry 13.4
16 Scales Corp. 13.0
17 Spark 12.7
18 Harvey Norman 12.7
19 AsureQuality 12.7
20 Z Energy 12.6

Rank Name %

1 Oceana Gold 512.5
2 Nestle 331.0
3 Spotless 227.8
4 Independent Liquor 180.0
5 Wesfarmers Indust. 86.4
6 McDonald's 76.1
7 Haier 64.0
8 Imperial Tobacco 63.5
9 Philip Morris 60.4
10 ExxonMobil 60.0
11 OMV 54.8
12 Mondelez 50.8
13 Beca 49.1
14 Zespri 48.7
15 A2 Milk 48.4
16 LWC Limited 47.4
17 BP 42.4
18 Pact Group 42.0
19 NZ Investment Hol. 40.5
20 Coles Group 40.4
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EDITDA
($000)

EBIT
($000)

Profit after
tax %

Total
assets ($000)

Rank % change Return on
assets

Total equity
($000)

Rank Return on
equity

Debt to
equity

Balance
date

11,113 10,095
(6,701) (12,414)
50,687 40,523
67,175 55,076
217,190 105,014

1.9 95,598 186
(3.7) 106,015 180
5.1 298,807 118
10.2 330,112 111
20.1 607,125 78

(32.9) 6.3
(8.3) (12.8)
(0.6) 6.4
28.7 13.0
6.5 12.6

72,281 145
42,057 165
57,277 156
214,590 91
119,152 120

8.5 0.3 03/17
(28.8) 1.5 03/17
33.2 4.2 06/16
20.3 0.5 12/16
54.8 4.1 12/16

43,053 (76,439)
18,369 13,564
167,197 80,020
40,982 26,798
77,023 65,671

90,217 50,404
(27,697) (32,691)
92,739 78,518
1,137 814
32,058 16,500

2,309 (1,353)
20,854 18,824
21,507 (33,301)
134,544 81,789
14,336 4,969

25,770 18,039
2,661 (18,415)
(28,614) (70,744)
42,008 26,609
10,221 9,769

45,511 29,607
386,047 371,113
17,200 6,004
7,866 6,959
12,168 5,723

22,157 18,331
22,334 12,924
20,512 14,592
97,096 83,921
13,194 9,748

152,563 128,103
84,024 70,233
6,782 5,805
19,035 14,659
84,576 56,088

66,740 40,135
50,479 38,933
43,838 32,893
80,044 67,215
31,319 15,240

38,357 18,068
(3,713) (4,668)
31,396 23,831
N/A 214,710
2,078 1,852

(21.1) 277,180 123
2.9 116,414 173
13.4 1,289,599 38
4.3 256,520 130
11.9 398,496 105

8.9 470,027 95
(7.1) 108,380 176
16.7 1,251,183 40
0.0 69,262 195
3.9 269,269 127

(1.4) 141,979 165
3.8 157,940 161
(11.2) 186,867 151
16.7 1,156,745 44
1.2 102,871 182

2.5 224,961 139
(5.0) 353,953 108
(23.4) 293,250 121
8.1 388,922 106
2.9 180,448 152

6.5 454,223 96
123.2 4,944,819 12
0.6 238,811 137
2.6 222,510 141
1.6 94,019 188

4.9 241,175 136
3.4 140,684 166
4.0 98,168 184
20.3 355,980 107
2.3 107,040 179

32.6 1,422,600 33
16.1 658,789 70
0.6 97,926 185
2.8 197,832 146
14.1 650,242 73

4.5 704,102 64
11.1 276,977 125
7.9 293,830 120
14.9 610,059 77
3.4 527,989 90

5.1 170,994 156
0.2 95,020 187
7.2 85,144 190
60.0 2,999,874 19
0.4 43,488 197

(25.6) (23.1)
16.5 9.4
(3.2) 3.6
5.6 6.1
11.8 10.9

40.8 7.5
7.5 (22.5)
13.5 4.6
8.1 0.2
(0.5) 4.7

4.7 (3.3)
3.3 7.8
(22.9) (16.6)
3.1 4.5
(2.1) 3.4

(0.7) 3.4
22.2 (4.6)
(10.6) (22.2)
19.5 6.7
(20.8) 4.2

(0.3) 4.1
24.4 8.0
(1.1) 0.7
1.8 3.3
(11.3) 4.4

14.0 5.9
4.0 6.8
(1.6) 10.8
(0.9) 14.8
37.4 6.3

7.6 6.1
(4.2) 6.0
7.2 1.5
(19.0) 3.1
0.5 5.4

2.8 1.6
0.4 9.8
27.2 7.4
10.4 6.2
0.9 1.6

(3.8) 7.0
140.4 0.8
8.3 21.1
11.2 5.0
(4.1) 2.1

202,248 97
57,756 155
752,203 31
16,182 183
98,421 127

193,944 98
(6,634) 197
375,107 62
13,709 187
208,692 94

21,834 178
20,122 179
152,161 111
672,741 36
56,302 157

6,348 193
215,372 90
224,150 88
223,774 89
29,118 173

249,953 82
1,652,091 15
40,941 166
163,223 107
38,154 170

169,384 106
95,871 131
(199,522) 200
73,493 144
36,935 171

931,943 26
307,069 73
18,181 181
84,982 137
384,321 60

176,915 103
224,284 87
156,495 110
319,330 70
364,547 65

96,310 130
25,007 176
58,473 153
1,806,033 13
10,338 190

(29.4) 0.4 06/16
18.3 1.0 03/17
6.2 0.7 12/16
180.0 14.9 12/16
42.0 3.0 06/16

16.5 1.4 06/17
(458.7) (17.3) 08/17
15.7 2.3 12/16
0.8 4.1 03/17
6.1 0.3 06/16

(50.3) 5.5 12/16
86.4 6.8 06/16
(21.0) 0.2 12/16
7.8 0.7 03/17
6.1 0.8 06/17

50.8 34.4 12/16
(7.7) 0.6 12/16
(27.4) 0.3 03/17
11.3 0.7 12/16
17.6 5.2 12/16

7.4 0.8 03/17
23.9 2.0 03/17
4.9 4.8 07/16
4.6 0.4 03/17
12.2 1.5 06/16

8.3 0.4 12/16
10.2 0.5 09/16
N/A (1.5) 10/16
76.1 3.8 12/16
16.0 1.9 03/17

9.2 0.5 06/17
13.1 1.1 06/17
7.6 4.4 06/16
6.9 1.3 06/16
9.1 0.7 12/16

6.0 3.0 12/16
12.9 0.2 06/16
12.7 0.9 03/17
12.2 0.9 02/17
2.3 0.4 06/16

13.1 0.8 06/16
2.3 2.8 12/16
30.2 0.5 08/17
8.1 0.7 03/17
9.5 3.2 12/16
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151 (-) Sumitomo Forestry
152 139 Trade Me
153 149 JB Hi-Fi
154 140 Abano Healthcare
155 134 C B Norwood

236,215 15.8
234,881 7.7
234,631 11.2
233,532 9.3
227,658 0.3

(18,359) 189 (310.5)
94,380 28 25.9
756 174 (39.3)
11,130 132 (60.9)
(1,428) 180 (227.2)

156 151 CablePrice
157 (-) Electrix
158 144 Unison Networks
159 (-) ACI Operations
160 147 Ports of Auckland

161 158 NZ Sugar
162 152 Mars NZ
163 137 Juken
164 (-) Asaleo Care
165 129 Smiths City Group

166 (-) Turners Auto
167 171 Compass Group
168 133 Weyville Holdings
169 173 Chch Airport
170 (-) Ashburton Trading

171 128 Dimension Data
172 148 Bridgestone
173 146 Skellerup
174 157 Sealed Air
175 118 Unilever

176 (-) Glencore Agri
177 155 Airways
178 162 NZPM Group
179 (-) Rexel
180 (-) Oceanic Comms

181 (-) Nelson Forests
182 150 LIC
183 143 Orion Health
184 (-) OTTP NZ Forest
185 (-) Skyline Enterprises

186 (-) Philip Morris
187 153 Landcorp
188 (-) Kerbside Papers
189 (-) Tango Holdings
190 190 Seeka

191 (-) AsureQuality
192 (-) Amcor Flexibles
193 (-) Dairy Goat Co-Op
194 (-) C 3 Limited
195 167 Wgtn Electricity

196 (-) Huawei
197 156 NZ Investment
198 (-) Tasman Liquor
199 163 Moana NZ
200 172 Honda

227,327 8.1
226,015 11.0
224,342 5.2
224,245 5.8
222,325 5.3

222,276 14.3
221,342 6.5
220,394 0.2
219,173 (6.0)
218,200 3.1

217,860 55.5
215,267 26.7
215,248 (5.8)
213,198 16.9
211,057 0.6

211,050 (11.0)
210,881 0.3
210,322 (0.5)
207,787 6.9
206,170 (22.3)

205,676 (36.3)
205,131 10.1
200,474 9.3
200,188 3.4
199,256 (34.6)

199,200 10.6
199,129 (2.9)
199,074 (3.8)
198,700 5.0
198,309 9.9

197,160 26.9
195,300 (8.5)
194,024 3.9
191,506 4.3
191,317 34.6

189,661 0.2
189,526 (4.8)
188,001 5.9
184,994 19.1
180,181 3.4

180,014 (3.3)
180,008 (9.7)
177,527 (3.6)
176,884 1.2
176,526 12.0

6,789 151 295.9
8,927 140 35.2
40,687 63 65.6
15,484 114 (33.8)
60,302 47 (28.2)

19,134 106 (1.8)
29,100 82 0.8
31,088 78 475.7
17,418 109 (34.6)
2,400 163 (57.1)

17,574 108 12.6
4,529 155 32.0
15,223 116 6.4
64,590 44 50.0
237 176 179.8

(8,034) 186 (155.9)
10,818 133 6.9
22,110 97 7.7
11,650 127 (23.1)
8,494 144 (44.1)

9,087 139 (39.1)
23,229 95 53.8
2,307 164 134.7
1,544 169 41.5
(741) 179 (117.2)

84,480 34 128.1
20,800 100 618.1
(34,215) 193 37.1
28,422 83 (42.5)
68,103 41 29.7

2,178 165 (25.3)
11,500 130 157.5
(5,119) 185 6.4
3,754 159 (50.6)
10,385 135 143.1

12,374 122 8.4
10,193 136 (17.3)
1,905 167 (63.5)
12,140 125 1.6
(1,912) 181 51.1

4,085 158 30.0
17,180 111 0.9
1,492 171 (99.3)
19,419 103 21.7
3,062 161 (46.9)

Rank Prev
year

Name Revenue
($000)

%
change

Profit after
tax ($000)

Rank %
change

The Newcomers
Asusual, therearea
numberof companies
making theirdebuton
theTop200.

Thisyear, 44
companies appeared in
theDeloitteTop200
thatwerenotpresent
last year. Six of thenew
entrantsoperate in the
forestry industry, five
operate in the
technology industry
and three in the retail
industry.

Additional research
methods resulted in39
newcomersbeing
added to the list.

Thisyear, new
market intelligence
softwarehasbeen
trialled tobetter
automate theTop200
company identification
process. Theuseof this
softwareexpanded the
breadthof companies
making thecut, and
providinga richerdata
set for theDeloitteTop
200.

Oneof these
companies ispulp andpaper supplier
Oji FibreHoldings,whichbought
CarterHoltHarvey’s pulp, paperand
packagingbusinesses in2014, and
debutedat 35thon the listwith
revenueof $1.1 billion.

Alsomaking the list thisyear is
Mitre 10, ranking 51stwith revenue
of $818.1million.

Home improvement chain

Bunningsand retailerHarvey
Norman (39thand43rd respectively)
haveall returned to theDeloitteTop
200 list this year. Their financial
statementswerenot available in2016
but theywerepart of theTop200
in2015.

Othernoticeable inclusions to the
list areSamsung (93),OMV(105),
Nissan (129) andEnviroNZ (141).

Missed the Cut
The200thplace in the
2017DeloitteTop200 is
automotivecompany
Honda,which recorded
$176.5million in
revenue.This
compares toReckitt
Benckiser,whichalso
came200th in the2016
DeloitteTop200with
revenueof $127.8
million.

Another automotive
company,BMW, fell just
outside theTop200
thisyear,missingout
after falling 33places
from168nd last year to
201st in 2017.

Carpet company
AvonPacific alsohada
significant fall on the list
compared to last year,
dropping24places
from179th in2016 to
202ndplace.

Othernarrowmisses
in theTop200 include
Dulux (203), Fujitsu
(204),WhakataneMill
(205),ABB (206), CDL
Hotels (207) and
OceaniaHealthcare
(208).

Someof these companies fell in
their rankingon theDeloitteTop200
due toadditional researchmethods
used this year.Newmarket
intelligence softwarehasbeen
trialled tobetter automate theTop
200company identificationprocess,
whichexpanded thebreadthof

companiesmaking thecut, and
providinga richerdata set for the
DeloitteTop200.

Several other companiesmissed
thecutdue toownershipchanges, or
fornothaving financial statements
availableby thecut-ofdateand
thereforenot eligible for inclusion in
theDeloitteTop200 list thisyear.

Rank 2017 Name

35 Oji Fibre Solutions
39 Bunnings
43 Harvey Norman
51 Mitre 10
53 Shell
72 Lion: Beer, Spirits, Wine
84 Taumata Plantations
88 Waste Management
92 LWC Limited
93 Samsung
94 Kaingaroa Timberlands
95 Spotless
100 Matariki Forestry
105 OMV
112 HEB Construction
117 Wesfarmers Industrial
122 Mediaworks
129 Nissan
130 McConnell Dowell
139 Treasury Wine Estates

Rank Name

201 BMW
202 Avon Pacific
203 Dulux
204 Fujitsu
205 Whakatane Mill
206 ABB
207 CDL Hotels
208 Oceania Healthcare
209 Airwork
210 Goodman Property
211 Baxter Healthcare
212 Oceania Dairy
213 Suzuki
214 EastPack
215 Tetra Pak
216 Bayer
217 Kuehne and Nagel
218 Panasonic
219 ITW NZ
220 Cerebos Gregg's
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(11,682) (26,165)
155,699 134,550
5,024 1,115
31,397 21,171
1,616 (1,138)

(7.8) 558,943 81
40.2 901,623 54
0.3 78,888 192
4.8 273,728 126
(0.6) 137,328 168

144.3 (4.7)
3.7 10.7
(1.2) 1.0
- 4.1
6.4 (1.1)

532,629 45
725,686 33
57,972 154
118,559 121
67,915 150

(5.0) 0.0 12/16
13.2 0.2 06/17
1.3 0.4 06/16
9.5 1.3 05/17
(2.1) 1.0 12/16

13,019 10,523
18,986 14,111
99,419 70,836
42,387 28,927
107,892 84,025

33,509 26,403
41,306 38,850
52,726 44,189
38,090 29,216
(1,800) (3,600)

7,366 4,503
9,050 6,319
32,000 23,927
143,367 106,842
795 398

(6,454) (7,410)
17,379 14,129
40,248 32,459
21,905 17,644
11,789 10,180

13,431 12,719
54,935 33,586
7,143 5,252
6,188 3,953
1,300 290

133,229 132,008
59,967 31,882
(25,549) (32,615)
138,815 80,896
104,032 86,612

3,605 3,218
31,900 23,000
4,365 (3,118)
19,929 12,055
25,110 16,957

24,114 18,014
23,659 16,158
12,685 5,013
29,836 17,202
76,749 45,367

7,653 7,368
33,468 28,334
1,836 1,317
30,043 25,222
13,473 6,323

3.0 138,591 167
3.9 86,929 189
18.1 783,923 60
6.9 292,924 122
27.1 1,105,124 48

8.6 171,382 155
13.1 158,030 159
14.1 489,580 93
7.9 221,465 142
1.1 133,100 170

8.1 556,633 82
2.1 77,390 194
7.1 219,705 143
30.3 1,347,047 35
0.1 31,344 199

(3.8) 142,751 164
5.1 130,692 171
10.5 237,932 138
5.6 222,570 140
4.1 79,926 191

4.4 133,700 169
11.3 194,159 149
1.2 77,626 193
0.8 111,109 174
(0.4) 29,218 200

42.4 852,849 58
10.4 341,484 110
(17.2) 110,569 175
14.3 412,009 104
34.3 444,777 97

1.1 50,148 196
5.9 1,786,300 31
(2.6) 174,756 153
2.0 187,833 150
5.4 197,309 147

6.5 108,114 178
5.4 172,816 154
1.0 244,244 133
6.6 161,264 157
(1.1) 920,193 52

2.3 101,436 183
9.5 157,976 160
0.8 36,734 198
11.0 540,050 86
1.7 155,965 163

17.2 5.3
19.3 11.2
3.0 5.3
(4.5) 5.2
9.1 5.7

4.4 11.4
8.0 19.1
10.6 6.7
(0.5) 7.8
(2.2) 1.8

51.6 3.8
16.5 6.3
4.0 7.1
6.9 5.0
3.1 0.8

(10.8) (5.3)
(7.5) 8.0
4.4 9.5
(4.0) 5.1
(19.1) 9.5

(1.2) 6.8
11.5 12.6
1.0 3.0
3.1 1.4
(39.7) (1.9)

10.7 10.4
5.5 6.3
(29.7) (25.5)
(14.0) 6.4
14.3 16.3

34.6 5.0
0.7 0.6
5.7 (3.0)
(1.3) 2.0
20.1 5.7

25.7 12.7
(7.8) 5.7
(6.0) 0.8
22.8 8.3
(0.1) (0.2)

21.9 4.4
1.2 10.9
17.8 4.4
3.0 3.6
2.2 2.0

53,641 158
38,797 168
392,141 59
71,941 146
684,395 35

142,566 114
79,548 140
319,053 71
77,294 142
53,400 160

171,716 105
33,788 172
127,174 117
826,902 28
15,127 186

(5,100) 196
89,954 133
159,247 109
186,031 100
58,529 152

87,296 134
100,564 126
15,643 184
46,826 163
7,902 192

405,644 56
233,413 86
28,442 174
145,581 113
370,666 64

2,301 195
1,411,200 19
24,817 177
74,553 143
85,311 136

49,078 161
38,288 169
149,820 112
69,778 148
86,109 135

19,983 180
42,533 164
11,962 188
421,541 52
95,765 132

13.4 1.6 03/17
24.6 1.2 12/16
10.8 1.0 03/17
20.9 3.1 12/16
9.1 0.6 06/17

13.8 0.2 12/16
36.4 1.0 12/16
10.4 0.5 03/17
22.5 1.9 12/16
4.5 1.5 04/17

11.7 2.2 03/17
14.4 1.3 09/16
12.6 0.7 06/16
8.0 0.6 06/17
1.6 1.1 06/17

N/A (29.0) 09/16
11.3 0.5 12/16
14.0 0.5 06/17
6.2 0.2 12/16
13.8 0.4 12/16

11.0 0.5 12/16
24.7 0.9 06/16
15.9 4.0 03/17
3.4 1.4 12/16
(8.2) 2.7 12/16

18.9 1.1 12/16
9.4 0.5 03/17
(75.8) 2.9 03/17
15.7 1.8 12/16
19.7 0.2 03/17

60.4 20.8 12/16
0.8 0.3 06/16
(18.7) 6.0 06/16
14.1 1.5 12/16
13.3 1.3 12/16

27.1 1.2 06/16
30.2 3.5 06/16
1.3 0.6 05/17
18.2 1.3 12/16
(2.2) 9.7 12/16

22.8 4.1 12/16
40.5 2.7 12/16
13.3 2.1 04/17
4.7 0.3 09/16
3.3 0.6 03/17

EBITDA-
($000)

EBIT
($000)

Profit after
tax %

Total assets
($000)

Rank % change Return on
assets

Total equity
($000)

Rank Return on
equity

Debt to
equity

Balance
date
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Growing asset base the trend
I n thisyear’s Top30,New

Zealand’s financial
institutionshada fall in
revenue, profit after tax, and

theamountof taxpaid to the
government compared to last
year.Assets andequitybothgrew
—by6.9 and6.1 per cent
respectively.

Revenue for theTop30 finance
companies fell by7.2per cent—
a reversal of thepast fewyears
withagrowth figureof 11.7 per
cent in2016and8.5per cent in
2015.

Asset growth is perhapsmore
important to the financial sector
when judging their own
performance.Yearonyear, the
Top30grew their asset basesby
$34.1 billion, representing
cumulativeholdingsof $522.7b.
Thatwasa7per cent
improvementon last year,
although slightlydownon the9.2
per cent growth seen in2016.

Despite continuedcompetition
among thebig fourbanks, there
hasbeennochange in the
rankings for anotheryear.ANZ
(NZ) continues to lead the ranking
withanenormousassetbase, and
alsooutpaces theothers inprofit
andequity,with $160.8bworthof
assets.ANZholds $67.5bmore
than its closest competitor
Westpac (NZ). That gapwidened
in thepast yearbya further $8.8b.

BankofNewZealandandASB
haveheld their thirdand fourth
place rankingbehindWestpac for
manyyearsnow, butBankofNew
Zealand’s total assetshave
narrowed thegapwithWestpac

this year to $817million.
Cumulative equity for theTop

30 increased6.1 per cent to $45.6b,
up from$43.5b in2016.

Except forASB, profitswere
down forall threeof thebig four
banks from2016.ANZhada 13.9
per centdecrease inprofit from
2016, down from$1.8b to$1.5b.
BNZalso sawa large fall inprofits
of 12.0per cent from$1.0b in2016
to$913m in2017.

HeartlandBank, the rural-
focused financier and insurance
provider established in2011,
retained its tenth-place ranking in
termsof assets,meaning the top
10 financial companies thisyear
didn’t change from lastyear.

Theonlychange to theentire
top 10 financial companies since
last yearwas independentbank
TSBswappingwith insurance
giant IAG for seventhplace. TSB
Bank’s total assetshave increased
from$6.4b in2016 to $6.8b in2017.
IAG fell to eighthplacewitha
reduction in total assets from
$7.6b in2016 to $6.2b in2017.
DeutscheBank fell nineplaces this
year, from13thdown to22nd.
Their total assets fell 69.5per cent
from$3.2b last year to$971m in
2017.

Eight financial companieswere
added to the list this year
includingCBLCorporation (18),
FlexiGroup (19),QBE Insurance
(21), FoundationLife (25),Aon (27),
andSuncorpGroupServices (28).
TheTop30 list sees theaddition
of twoChinesebanks to the listing
— ICBC (23) andChina
ConstructionBank (24).

TOP 30 FINANCIAL COMPANIES
Rank
2017/2016

Name Assets Profit Equity Returns/
Assets

Return/
Equity

1 1 ANZ 160,819,000 1,535,000 12,710,000 1.0 12.2
2 2 Westpac 93,358,000 963,000 7,037,000 1.1 14.6
3 3 Bank of New Zealand 92,541,000 913,000 7,005,000 1.0 13.0
4 4 ASB 88,628,000 1,069,000 7,402,000 1.3 15.0
5 5 Kiwibank 20,616,000 53,000 1,380,000 0.3 4.2
6 6 Rabobank 11,307,526 89,469 1,366,586 0.8 6.8
7 8 TSB Bank 6,802,680 46,340 588,124 0.7 8.1
8 7 IAG 6,248,118 (2,322) 1,410,765 - (0.2)
9 9 HSBC 5,086,021 46,308 25,073 0.9 116.6
10 10 Heartland Bank 4,034,671 60,808 569,595 1.6 11.4
11 11 Southland Building Soc 3,994,412 27,448 274,918 0.7 10.7
12 14 Bank Tokyo-Mitsubishi 3,560,396 18,030 142,546 0.5 13.5
13 12 AMP Life 3,461,877 76,037 646,239 2.2 12.1
14 16 Suncorp Group Holdings 3,121,076 20,252 578,701 0.7 3.4
15 15 ASB Group Life 2,747,000 104,000 1,281,000 3.7 8.2
16 17 Cooperative Bank 2,363,549 10,343 170,749 0.5 6.3
17 18 Citibank 2,065,455 19,323 185,704 1.0 10.4
18 (-) CBL Corporation 1,203,929 30,710 292,620 3.2 12.6
19 (-) FlexiGroup 1,195,758 18,727 169,665 2.7 18.3
20 19 Toyota Finance 1,159,686 16,589 146,377 1.5 11.3
21 (-) QBE Insurance 1,138,389 7,063 207,815 0.7 3.4
22 13 Deutsche Bank AG 971,000 36,000 110,000 1.7 31.0
23 (-) ICBC 903,544 1,152 140,494 0.1 1.2
24 (-) China Const. Bank 887,719 1,800 195,598 0.3 1.4
25 (-) Foundation Life 869,016 1,684 6,273 0.2 30.8
26 20 GE Finance and Insurance 833,148 28,823 822,807 3.4 3.6
27 (-) Aon 736,421 25,796 75,443 3.5 41.4
28 (-) Suncorp Group Services 729,050 39,652 437,670 5.3 9.2
29 22 Tower 640,281 (21,515) 223,952 (3.1) (8.5)
30 25 Mercedes-Benz Fin. Serv. 639,282 10,434 43,213 1.7 23.1

Deloitte Top 200 criteria

Andrew Hirst

Cassandra
Worrall

Silvio Bruinsma

Adil Maqbool

Top 200 Team
Top 200 project partner: AndrewHirst
Head of Clients and Marketing: CassandraWorrall
Senior Marketing Advisor: Tamsin O’Sullivan
Data project leads: Silvio Bruinsma, Adil Maqbool
Data gathering: Vivienne Alistoun, Susan Tong,
SukhpreetMann, Nathan Robbie, Khushi Bassi
Maori list: LeonWijohn,Wiremu Stone

T heDeloitteTop200 is a
listingofNewZealand’s
largest organisations ranked
by revenue.

This includespublicly-listed
companiesand largerunlisted
entitieswhichare required to
discloseaudited financial statements,
includingNewZealandsubsidiaries
andbranchesofoverseas companies
and thecommercial operationsof
Maori organisations.

It also includesproducerboards,
co-operatives, local authority trading
enterprises andstateowned
enterprises. Tobe included in theTop
200, organisationsmustoperate for
acommerciallydeterminedprofit.
Theywill generally butnot alwaysbe
liable for taxonearnings. Companies
fullyownedbyanotherNewZealand
companyareexcluded if theyare
reportedasa consolidatedgroup. In
some instanceswhere it is believed
that the separate results aremore
meaningful because thecompany in
question is competingwithother
similarNZenterprisesandwhere
separate figures areavailable, these
havebeenused in the tables and the
holdingcompany results excluded.

All figuresare the latest available,
verifiedandaudited.Werecognise
thatvariousorganisationsevaluate
their ownperformanceusing
measures specific to their business.
For comparability andsimplicitywe
haveadopteda relatively simple
calculationmethodology focusingon
understood financialmeasures.

Thecalculationof thebelow
measureshasbeensimplifiedbased
onunderstood financialmeasures.
Comparative2016numbershave
beenupdated for consistency.

● Revenue:asdisclosed in the
entity’s StatementofComprehensive
Income (excludesgross commission
sales).

● Profit after tax:asdisclosed in
theStatementofComprehensive
Income.

● EBITDA:earningsbeforenet
interest income/expense, tax,
depreciationandamortisationand
impairmentsof property, plant and
equipmentor intangible assets.

● EBIT:earningsbeforenet
interest income/expenseand tax.Not
shown for the financial institutions.

● Net profit %:calculatedas
profit after taxdividedby revenue.

● Total assets:asdisclosed in the
entity’s StatementofFinancial
Position. Includes current andnon-
current assets, investments, tangible
and intangible assets, deferred tax
assets andgoodwill.

● Total equity:asdisclosed in
theentity’s StatementofFinancial
Position includingnoncontrolling
(minority) interests. ForNZbranches
ofoverseas companies, theamount
shownasowing toheadoffice is
deemedequity.

● Return on assets (ROA):
calculatedasprofit after taxdivided
byaverage total assetsover the
period.Average total assets are
calculatedbyadding the total assets
at thebeginningof aperiod to the
total assets at theperiod’s endand
dividing the result by two.

● Return on equity (ROE):
calculatedasprofit after taxdivided
byaverage shareholder’s equityover
theperiod.Average shareholders’
equity is calculatedbyadding the
shareholders’ equity at thebeginning
of aperiod to the shareholders’ equity
at theperiod’s endanddividing the
result by two.
● Debt to equity ratio:calculated
as total liabilitiesdividedby
shareholder’s equity asdisclosed in
theentity’s StatementofFinancial
Position.

GENERAL
● Companies that have operated less

than six months are not included
in this listing.

● Majority shareholdings greater
than 50 per cent by other New Zea-
land entities are indicated in brackets.

A key to these abbreviations
follows the listing.

● Not disclosed (N/D) is used
where figures were not disclosed by
the company or disclosed but not
able to be verified.

● An (-) indicates the company
was not ranked last year.

FINANCIAL INSTITUTIONS
Includes banks, finance companies,
insurance companies (life/fire and
general/superannuation). These are
ranked on total assets and appear
separately. The financial institution
results are based on the entity’s legal
set of accounts and not those
accounts which include funds under
administration (i.e. accounts which
include assets that are not legally
owned by that institution but admin-
istered by it).
● Profit After Tax: is shown for
information purposes only and no
ranking is given.
● Total Equity: as disclosed in the
entity’s financial statements includ-
ing noncontrolling (minority) inter-
ests.
For NZ branches of overseas com-
panies, the amount shown as owing
to head office is deemed equity.
● Return on Total Assets/Equity:
calculated by profit after tax divided
by average total assets/total equity
over the past two years.
For an entity in its first year of
operation the current year total
equity/total assets figure is used as an
approximate.
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A chance to celebrate the finalists
Guests at the Deloitte Top 200 Sponsors and Finalists Connect Luncheon hosted by NZME at Giraffe
restaurant enjoyed a lunch and a chance to connect — along with a whisky tasting

Left: Briscoe Group managing
director Rod Duke shares a
moment with Dr Jeff Stangl (right),
of Massey Business School; NZME
Managing Editor Shayne Currie
(above) and Deloitte chairman Ross
Milne (below) address the guests.

Clockwise from left:
NZME chief digital
officer Laura Maxwell
with Roy Ong of
2degrees; guests at
Simon Gault’s Giraffe
restaurant; Top 200
judge Dame Alison
Paterson and NZME’s
Dean Buchanan;
Avanti Finance's
Sasha Lockley and
Allison Whitney from
NZME.
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