A Regional Purpose
Is needed to before our region becomes a Peak Performing Region
Our region is currently bubbling away with an anxious expectation that we are about to see something special happen here.  Forestry and Tourism have given rosy pictures of what they see happening in their industries over the next 5-10 years.  With this expectancy has come subtle shifts in our self-belief and attitude about who we are, and our value to New Zealand and the world. 

Let’s capture this positive shift in attitudes and turn it from subtle to massive.

The purpose of this document is to show how we can make this attitude shift massive and permanent.  The creation and implementation of a regional purpose and brand that all regional stakeholders can buy into is critical.  That buy-in will allow the stakeholders to maintain their own identity but receive the advantages of leverage that can be gained by uniting behind and actively supporting a regional purpose and brand.

For a brand to work the underlying spirit must inspire people to work towards regional dream and achieve our greatest challenge.  That spirit must empower and unite people from all corners of our region with a passion and belief that anything is possible.

So lets create:

1. A Regional Purpose that articulates our Spirit, our Inspirational Dream and Greatest Imaginable Challenge (GIC).

2. A regional brand that reflects and supports our spirit, inspirational dream and greatest challenge.

3. A regional tourism purpose that supports our regional purpose.  I believe tourism has the ability to lead the charge on the regional vision.  It will set the scene for other industry groups to follow and then the general public.  I see the need for each cluster of companies or people to set their own inspirational dreams and greatest challenges which contribute to the umbrella regional inspirations.

1. A Regional Purpose:       

A regional purpose must be:

1. Inclusive; the purpose must enable all regional stakeholders to take ownership and unite towards a common outcome. This means regardless of whether you are a school, tourism operator, wood processing company, shoe retailer, mother at home, etc… you must see the ultimate benefit to you.  When this level of buy-in happens we will get massive traction towards our vision.

2. Inspirational; the purpose must inspire regional stakeholders to believe they are the lifeblood of a region that has huge potential, where all can prosper.  It must inspire our non-resident whanau, natives, and people with regional affinity to preach the good word, to tell other kiwis how proud they are to have been born here, to have whanau here, to have lived here.

3. Challenging; the vision must challenge all stakeholders to reach their true potential.

 If we get these 3 areas reflected in our purpose, the spirit will permeate through all regional activity, cross-pollinating its message as it grows.  It will transcend industry and community.  We will see a compounding effect that will gain massive momentum.  A good example of this is Southland, where the pride and attitude of the people have given the initial vision and marketing the substance needed for continuous success.

The most powerful and simplest approach to start this process is to create a Peak Performance Organisation (PPO).   Or lets change it to a PPR… a Peak Performing Region
There are 3 key areas to a PPO. 

· Peak Purpose … the start point and the reason why

· Spirit

· Inspirational Dream

· Greatest Imaginable Challenge

· Focus

· Peak Practises… critical to creating the culture of the org

· Peak Flow… the key to maintaining the momentum towards the challenge

See below for more detail and get the book Peak Performance,  www.mngt.waikato.ac.nz for the whole picture…I am sure Muirs stock it.  
A regional purpose can only be created by a top team of key representatives from around the region.  I will be actively looking at how a group can be formed for this purpose.  Possible from the MRI taskforce members who broadly represent the region.
We need to firstly to find our SPIRIT.  Spirit is “the breath of life” and this will energise our agenda.  Once we recognise what our spirit is and articulate it we will breathe life into the region.  From the spirit we can find our dream, greatest imaginable challenge, and what we focus on to achieve them.  We are seeing this happening already with the shift in the attitudes and perceptions of our citizens and our guests over the past couple of years.  So let’s capture that spirit and articulate it to the world.

To give the readers of this document some idea of the type of outcomes the creation of the regional purpose might give us I have put several possibilities to open discussion on what may be a worthy challenge and dream for our region.  
OUR GREATEST IMAGINABLE CHALLENGE

· To have the no.1 average income per capita in New Zealand.  (we are currently last)
· To be the most prosperous region per capita in New Zealand.

OUR INSPIRATIONAL DREAM
· Inspirational people living the ultimate lifestyle (at the Edge).

· People make the difference.

· To Inspire the NZ Nation from the EDGE 

· Inspirational people who live at the EDGE 

· To live the NZ dream of Lifestyle and freedom 

· Inspirational endeavours while living the ultimate lifestyle at the edge 

· Inspirational people who live the ultimate lifestyle 

FOCUS

· Tourism – e.g. high value cultural tourism
· Export – e.g. added value products from forestry
2. A Regional Brand 
Creating and articulating our regional purpose is the first step and the second is to create a brand that reflects the purpose.   I am putting forward the following as a candidate for a brand.  While this is a little of the “cart before the horse”, we will get the stage of the purpose having being created and then a brand is next. So rather than start from ground zero at that point we need to build up possible candidates, ideas and resources that can be drawn from.
The Concept –

The Edge,

The Edge of New Zealand,

The Edge of the World.
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A NEW WAY OF THINKING

ABOUT OUR IDENTITY, STORIES,

ACHIEVEMENTS AND PLACE

IN THE WORLD.
Why use the EDGE as a brand or underlying concept for a brand?

If we are to aspire to great things as a region or as stakeholders working within this region we need to make our voice and our position in the world as loud and compelling as possible.  We need to map ourselves on the world scene, we want an identity that defines and articulates us uniquely to the world.

What is the Edge?

Edge theory comes from biology, the most important of today's sciences. A change in a species always comes from the edge. Biology explains the Internet and exponential growth and increasing returns to scale we will see from a networked world.  This positions locations such as ours at a leading edge, where we can maintain the dream lifestyle while still competing and contributing to the NZ and global economy.

Edge promises thrilling achievement. Competitive edge. Leading edge. Cutting edge. At the edge of your seat.
Our Right to this concept?

What right do we have to this concept?  Do we have the secret ingredients that will enable us to tell an edge story?  

In order for our region (from Opotiki around the cape to Wairoa) to say yes, we are the EDGE, and we have the EDGE, we need to have the ability to own it.   Here are some of the unique ways we can take ownership of the EDGE concept for our region.  You will have more, I would love to hear them and add them to the edgeNZ resource.  The key… as you read this information, is… can you imagine you, your organisation, your whanau, your iwi,  saying “yeh, we have these attributes, we CAN see ourselves having the “edge””. 

Edge Attributes: 

These are the attributes that give us the “edge”.  The following list is only a sample of the potential of our Edge-ness.   If you have an edge attribute, I would love to hear it.
Location

The Edge of the World

The Edge metaphor comes from our extreme physical location on the globe.  New Zealand is the country on that edge;  we are the region that lays claim to the sharp, extreme of that edge.

Edge comes from our position relative to the dateline, on the leading edge of time, first to the future everyday.

Believe it!  We are the edge. The edge of the planet. Where the world starts, everyday. New Zealand is so edgy we often get left off the map. 

Our region is like an island with an island, at the edge of New Zealand and the world.
People

The following sample areas have outstanding people who are or were at the leading edge of their fields in New Zealand and Worldwide.  We only have to look at the current museum display.  Here are just small sample from the top of my consciousness: There are countless others 
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Sport - Cory Hutchings, Maz Quinn, Kirky, Bramwell, Thompson

· Arts – Kiri Te Kanawa

· Technology –Pultron’s Holdsworths,  WebFoot’s Russell Holland. The Tairawhiti Pharmaceuticals team

· Business – LeaderBrand’s Murray McPhail, Walter Findlay’s David Finlay, Frank Murphy,

· Maori

· Art – Toihoukura  

· Performing Arts – Waiherere 

· Our runanga are leading players in Maori prosperity development.
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Technology

We can go through our regional industries and find innovative, leading 
edge processes and products that are national and international 
leaders in their respective fields. See above.

Metaphors

Metaphors allow us to explain our story, and add colour and imagination.  What happens at the edge?  What do cultures and people have when they have the edge?  What stories have an edge impact?  Our regions history and present is full of wonderful edge stories…

First

What first-isms can we lay claim to?

· Maori Canoes

· Cook

· Sun

· to the future

Leading

· Maori

· leading and prominent iwi’s and runangas.

· Sports

· Surfing

· Surflife saving

· Rugby – Ngati Porou the heart of NZ rugby, it beats from the Edge.

Heat/Hot

· Weather

Freedom

· Wairoa/Mahia/Waikaremoana see themselves as “Freedom Country”

The edge describes distance from the centre. But under this new reading, this re-branding, our remoteness signals great freedoms. Freedom from conformity. Freedom from orthodoxy. Freedom to improvise, to invent, to imagine.

· We know from history that the Chinese revolution came from the edges. The Long March was totally about a walk on the edge.
Living

· Lifestyle

Competitive

· Industry

· Sport

Cutting edge ideas
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…For a nation on the edge this is big news. We are passing from the information age into a new economic era. I call it the Age of the Idea, where creativity is the defining aspect of competitive advantage.
· We people from this region that create cutting edge ideas.   
· Cutting edge forestry
Learning Edge

· Our learning institutions give its students the learning edge.  

"The Very Edge"

Fringe

“This proposition already exists. It’s the edge of the world. New Zealand, the country on the fringe of mainstream global culture.   A place where you meet an extraordinary nation of people who could only have arisen on the fringe.   (Boy, doesn’t this apply to this region..)

This idea is seductive in the extreme. It’s about freedom from orthodoxy and conformity. It’s about exciting new ideas, interesting people unconstrained by the need to conform to the mores of New York or Berlin. A holiday in a place like this is about escape. Adventure. Liberation. Discovery.
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The power of the fringe is one of today’s most compelling intellectual devices. It’s based on the biological metaphor... 

Basically stated, this metaphor says that our modern networked economy, and our culture, operates like a biological organism - guided by the same processes and influences that determine change in nature.

Changes in species almost always occur first at the fringe of a species’ range, where the population is most sparse and where the orthodox ways of the center are weakest. Isolated New Zealand has been a social laboratory, which gave women the vote first, introduced a cradle to the grave social welfare system and then made itself one of the most open economies in the world. “  Kevin Roberts

Mapping

“Countries articulate their ideas about themselves through art and architecture, through cuisine, through dress, through diplomacy, through economic policy, through sport, through literature, through design, through personal style, through revolution and, tragically, war. Through every public and private, code of behaviour, and across every wrinkle of that culture’s history. 
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MERGEFIELD HYPERLINK  \l "top"Instinctively we know why the flamenco wasn’t invented in Germany. It doesn’t fit the narrative. We know why Sophia Loren isn’t a Pom and Franz Kafka wasn’t an Aussie. Wrong types. We know why Nashville is the home of country music and not Prague. We know why the Taj Mahal is in Agra, Northern India and Ceasar’s Palace is in Las Vegas, Nevada. 

We haven’t yet fully articulated our own national story. Offered a set of cultural co-ordinates so we can be mapped. Kiwi Attitude. Point of view. Like a great brand that you instinctively know what it stands for.”  Kevin Roberts

How do we map ourselves?  We have the historical cultural co-ordinates, which have been re-energised by leaders, events and attitudes of the last 30 years.   These unique cultural attributes’ of this region, together with our unique position/location in the world, creates a hugely powerful and compelling story to map us on the world scene.
Let’s create our position in the world…

Let’s distinguish ourselves, the people of this region, on the world map through edgeNZ.
A brand isn’t enough, we need a LOVEMARK?

Saatchi and Saatchi have created the following checklist to determine whether a brand has what it takes to make it a “Lovemark”.   Yep, it sounds a little left field, touchy feely but its on the money.  They state a Lovemark is the future beyond branding where the “Lovemark” is at the emotional heart of the relationship between the organization, in our case the region, and its customers/visitors.  Some great examples and analysis like Disney, All Blacks, Italy, and others are given at www.lovemarks.com/lovemark/_private/about.htm
Let’s see if applying this criteria to EdgeNZ we’ve got it.  This is just my attack on this and I know with some insight from others this list will be phenomenal!
MYSTERY
Great Stories:

We have the best New-Zealand stories to tell the world.  The first-isms are numerous, first Maori landing, first Cook landing, first City in the world to see the sun, light, and future each day.   First to grow truffles in NZ. 

The true and compelling stories of Te Kooti, the mystical stories of Maui, 

Past, present, and future together:

Our region is strong in traditional marae based communities, which link the past and present and influence the future. 

Our lifestyle touches the past, lets us really live in the present and strive for the ultimate future.

Taps into dreams:

We have the ultimate lifestyle, why do we have so many foreigners coming here to buy our land and houses.  There are some great stories of recent land and house purchasers for exactly that reason.  The yanks see us as California was in the 60’s...  A lifestyle they can only dream about.  Or how about the “Pom” who found his house in SurfCity-Gisborne on the net from the UK, and is now resident here with his family.   Why lifestyle.

Creating a successful, global business from a lifestyle paradise using todays technologies.  Edge thinking from the edge

Large trout from crisp, clean rivers

12 pointer deer

countless uncrowded waves

SENSUALITY
Vision:

Beautiful beaches, coastline, clear blue skies, lush wilderness areas, native bush hugging glistening rivers.   First to SEE the future each day.  Uninhibited vision and innovation which can only come from the edge.  

Sound:

Crashing Waves, waiatas, kapa haka,  river water babbling over rocks, 

Smell:

BBQs’ wild food festival, fresh clean sea air, 

Touch:

Hongi, sand between the toes, sun on the skin,  cleansing sea and river water 

Taste:

BBQed fresh kai moana, earthy hangi kai, award winning wines and olive oil.

Lick the salt from the skin from a refreshing swim at the beach.

INTIMACY
Emotion/Commitment:

How’s the commitment of a Ngati Porou East Coast rugby team supporter.   At the away games they out number the home teams supporters.

Do our visitors feel this way about us.  From the statistics about the increase in numbers to this region and the frantic level of interest for holiday housing being experienced for this coming summer I would say our region is winning them over and its becoming contagious.  They want a holiday for their family that they had as kids, without the rev heads and bustle of thousands of overseas tourists.

Empathy:

The East Coast rugby team gained more empathy from the NZ public than any team outside of the All Blacks.  Their inspirational run of success combined with the players and supporters emotional displays at each game captured the hearts of us all.  They showed the impossible is possible, with vision and planning.  This has come from the smallest rugby union at the edge of the world.

We have a place in the hearts of NZers wanting a great NZ summer holiday… and after this experience they envy us for the year round lifestyle we lead as they traipse back to the cities. 

Passion/Inspiration:
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This region has produces world-beaters and leaders in sport, art, performing arts, technology, business, education…  Our water sports heroes past and present are legendary – Bramwell, Thompson, Hutchings, the Quinns, .  Our All Blacks are some of the greats- Kirky and Tiny White.  Our Netballers are the best, captains and coaches – Edge, Gibbs.  Our sporting prowess goes on and on.

What bigger performing artist do you get than Kiri Te Kanawa. The Waihirere group represent NZ all-round the world at the most prestigious events on the world political calendar.

Award winning Writer Witi Ihimaera(sp) has crafted  riveting stories about this region and its people.

We can explore our industry for numerous innovative technological developments…eg Pultron,  Walter Findlay,  Riversun

We have businesses that dominate their markets… eg Leaderbrand with over 50% of the NZ lettuce and broccoli market
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3. A Regional Tourism Purpose That Supports our Regional Purpose.  

A major player in regional growth is Tourism and it is critical that we have a Tourism Purpose that supports our regional purpose and brand.  So we create a Peak Performing Tourism Organisation.  This would be a cluster of the regional tourism players… that is anyone or any company or organisation that is involved in tourism.
Again we need to capture the SPIRIT of what this regions tourism is about. And then set about creating our inspirational dream and G.I. Dream.

I have given some examples of what is possible.   I am sure you are starting to see the power and impact a challenge and dream can have on the people of an organisation.   Most mission and vision statements can rarely be remembered and articulated by the people it is meant for.
Let’s keep it simple, powerful, challenging and inspirational!

OUR GREATEST IMAGINABLE CHALLENGE  - Which One?
Here are some examples of what we could aspire to…  Which excites you?
To be the Worlds No.1 Cultural, Natural and Heritage Tourism Experience
To be The Ultimate Cultural Experience

To be The Ultimate Cultural Tourism Experience

To be the Worlds No.1 Cultural, Natural and Heritage Tourism Experience

To be the Worlds No.1 Cultural Tourism Experience

OUR INSPIRATIONAL DREAM
To Win The Hearts Of Our Visitors Forever
Winning The Hearts Of Our Visitors Forever

FOCUS examples
Tourism Eastland, Tourism Ngati Porou, and Tourism Taskforce Action Group have already identified a number of focus areas which apply to this area.
Apply for MRI funding to implement phase 2 of Tairawhiti museums Nautical Heritage plan.

Other possible focus points that require more definition:

Collate and publish our stories. Stories that will intrigue, provoke curiosity, entice, stimulate, generate high levels of interest from all who listen or read.

Game breaking ideas… take the best of the stories and create an environment for them to be told or displayed. Create a world-class venue for the presentation of these stories and other cultural activities to our visitors.

Create a cluster that supports tourism operators that offer the ultimate cultural experience.

Lets put the edge to the tourism icon test…

Imagine we are trying to influence the buying decision of a German traveller.  She is thinking of going to someplace exciting and off the beaten track (a common type of destination among German tourists) and according TourismNZ a major reason our international visitors come to NZ. 

With our current commonly used names; Eastland, Tairawhiti, East Coast we don’t get a look in as they don’t tell an instant story that captures the imagination of the potential tourist.  While Tairawhiti has a beautiful meaning it has limited marketing appeal and its difficult to get buy-in from all stakeholders as it can’t represent attitude like an edge metaphor. 

If we were EdgeNZ  “The Edge of the World”  or  “Escape to the Edge of the World” or “Discover the Worlds Edge”  for tourism material, we have a statement that stimulates emotion and imagination.  Step 1 is achieved when we have got the attention of this tourist then the questions will come as to what else is there… and we then begin to tell her the wonderful first stories… first to see the future, light and sun each day, birth of our nation through the landing of Maori canoes and then first Pakeha contact with Cooks landing, the cultural depth of the region, the capital of the region is SurfCity, where un-crowded beaches, sun, surf, and fun times are had. And on and on.

The critical thing is we get to STEP 1.  Capture the imagination and curiosity of the potential visitor… then sell them through our stories.

How do we do this…

In using the edge concept we get instant leverage of existing resources.

Tourism NZ has released a statement for called "Essence of New Zealand"

"A spectacular & refreshing world

at the EDGE of the earth that

surprises and enlivens you."
Tourism NZ has acknowledged the fundamental value of the edge concept by including it in the essence statement.

In the document Product Development Opportunities for European and North American Markets they detail what that essence statement means in terms of tailoring a tourism product for these markets.  I recommend you read it to see the value of the EDGE concept in relation to the tourism product development.

So from Nzedge.com and NZ Tourism we have resources, which give us a great start to a concept from which to base a vision.  BUT the essence of this vision and the setting of the challenge, dream and focus MUST come from the stakeholders.
Appendix 1.

The following is a summary of the areas that a PPO must meet.

Inspirational Players
Instrumental players will be inspiring an organisation to achieve peak performance.  They will start the play…

They should:

· Be powerful people with powerful ideas

· Be role models and icons

· Be actively involved with the 7P’s

· Be accessible, energetic, and passionate

· Inspire belief in the organisations greatness

· Inspire others to exceed their personal best continuously

· Coach others to become peak performers, not followers

· Carry the inspirational dream

· Drive the future

Once PPO progression is underway PPO’s will

· Position many inspirational players around the organisation

· Develop inspirational players internally

· Carefully recruit the very best externally

· Plan succession but stay flexible

· Maintain the legendary status of former inspirational players

Inspirational players will be inspirational through creating purpose, fostering excellent organisational practises and inspiring flow.

Peak Purpose
THE GREATEST IMAGINABLE CHALLENGE

This should be:

· Feasible but stretching

· Exciting

· Measurable

· Specific to the league and level in which the organisation plays

· Related to the inspirational dream

· The basis for focus

· Re-imagined once achieved

============================

INSPIRATIONAL DREAM

The inspirational dream should:

· Have intrinsic value beyond winning

· Provide a sense of recognition and meaning

· Be widely shared

· Derive from deep conversations with the 7Ps

· Emerge from the histories and traditions of the organisation

· Not be measurable

· Not be a forecast or a vision of the future

· Relate to the greatest imaginable challenge

==============================

FOCUS

This should be:

· Crystal Clear

· Aligned with the greatest imaginable challenge

· Related to the actions required to achieve the greatest imaginable challenge, not to the desired results.

· The basis for aligning everyday tasks

· The basis for determining priorities

· The basis for assessing performance

· Broken down into realistic, short term goals which provide for regular feedback

· Actioned through rolling game plans

· Re-energised through changes to the rules of the game, the league, and players

Peak Practices
SHARING THE DREAM

CREATING THE FUTURE

FOSTERING COMMUNITY
Peak Flow
EXCEEDING PERSONAL BEST

IMAGINING GAME-BREAKING IDEAS

CATCHING THE LAST DETAIL

This document was prepared by Ross Stokes.   A lot of the ideas and content was derived from nzedge.com and Kevin Roberts speeches about New Zealand being an edge culture.  Mike Pratt, co-author of Peak Performance has been insightful in his comments on my development of this document.
I would appreciate any feedback… please email ross.stokes@surfcity.co.nz






