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Introduction

Corporate Social Responsibility (CSR) is a concept where organizations consider the interests of society by taking responsibility for the impact of their activities on stakeholders (customers, employees, shareholders, communities) and the environment in all aspects of their operations. 

This extends beyond the statutory obligation to comply with legislation and sees organizations voluntarily taking further steps to improve the quality of life for employees, their families, the local community and society at large.

This presentation is intended to raise awareness of the benefits to individuals and communities, of socially responsible corporate practices, as well as highlight the role of economies in encouraging an appropriate enabling environment.

This presentation also intends to share some observations of the development of CSR in tourism in New Zealand and will cover:

1. Tourism and the New Zealand Economy

2. Planning for Optimum Tourism in New Zealand

3. Some Key Drivers for CSR in New Zealand Tourism

4. Examples of CSR in New Zealand Tourism 
5. Key Observations

1 Tourism in New Zealand

Corporate Social Responsibility (CSR) and its implementation into everyday tourism practices in New Zealand is associated with the role of the tourism sector in the New Zealand economy. In many respects the New Zealand economy provides a compelling and not just an enabling environment for CSR.

Tourism is a significant contributor to the NZ economy. It contributes $18.6 billion to the economy each year - 9% of New Zealand’s GDP - and involves all New Zealanders, whether they own and operate tourism and hospitality businesses, supply products to them or are visitors or hosts. Tourism is also an important source for employment. One in every 10 New Zealanders works in the tourism industry.

Tourism is New Zealand’s largest export earner. International visitors contribute $8.3billion to the economy each year, 19.2% of total export earnings. Unlike other export sectors, which makes products to and sell them overseas, with tourism the product is New Zealand itself – the people, the places, the food, the wine, the experiences.  In New Zealand, tourism generates a range of benefits: 

· Tourism adds value to other export sectors through the promotion of the ‘100% Pure New Zealand’ brand internationally. It also adds value to industries within New Zealand that benefit from adding tourism experiences to their product offering.

· Tourism helps drive regional economic growth and supports the revitalisation of towns and communities, including through investment in infrastructure and leisure facilities, such as museums, art galleries and convention centres. This helps build regional pride and creates employment opportunities.

· Tourism provides Māori with important opportunities to nurture, celebrate and present their culture to the world. Māori culture, in turn, adds a unique dimension to tourism in New Zealand. Tourism employs 15% of Maori in New Zealand as this is going to continue to grow over time.
· Tourism improves the value of national parks and other protected natural areas.   It also benefits from them. The $8.8 million the government spends each year on Fiordland National Park has helped generate 1600 jobs, $196 million in spending in the regional economy, value-added income of $78 million and household income of $55 million.
2 Planning for Optimum Tourism in NZ

The best kind of tourism for New Zealand is sustainable tourism, that is, tourism that delivers maximum value—economic, social, cultural, and environmental—with as few unwanted effects as possible.

Twenty years ago, the debate about what kind of tourism would be best for New Zealand largely centred on how many international visitors would be appropriate.

Now the debate is much more complex. There are many factors we need to consider if we are to achieve our goal of becoming a truly sustainable nation NZ market research highlights the need to provide products that will meet the needs of visitors who are becoming increasingly concerned about their environmental footprint.

Mounting international concern about climate change, particularly in key markets in the United Kingdom and Europe, threatens to impact on long-haul tourist destinations like New Zealand if people start flying less as a result.  Examples include.

· Air New Zealand is offering opportunities to offset carbon emissions and also for additional research to be undertaken to improve the environmental performance of the tourism and aviation sectors.

· Public space recycling schemes that are being piloted first in tourism areas in recognition of the importance of tourism and its contribution to the economy of high environmental values.

New Zealand’s response to these concerns will be fundamental to the future success of the tourism sector. We need to respond to our visitors’ concerns and provide them with options for reducing or mitigating their carbon emissions and their overall environmental impact.  We must also demonstrate best-practice environmental management within New Zealand.

Issues such as these  are being addressed collaboratively by the New Zealand tourism sector including operating businesses, local government, central government, indigenous Māori and training, education and research institutions in the formulation of the New Tourism Strategy 2015. ..

The two values central to this strategy have indigenous Māori origins and provide New Zealand with a foundation for a sustainable approach to the development of the tourism industry:

· Kaitiakitanga - The guardianship and sustainable management of natural, built and cultural resources for the collective benefit of current and future generations

· Manaakitanga - Sharing exceptional and natural hospitality, knowledge and beliefs, on the basis of mutual respect between host and visitor

3. Some Key Drivers for CSR in New Zealand Tourism

CSR operates well where benefits are delivered to the business entity.

Various drivers are cited as providing the business case of CSR including:

· Brand differentiation, to build customer loyalty based on distinctive ethical values. 
· Establishing aspirational brand and market positioning 
· Risk management, to build a reputation of “doing the right thing” to reinforce credibility with key stakeholders

· Operating to avoid the need for government intervention in their business through regulation and enforcement.
· Human resources, to aid recruitment and retention within competitive labour markets
· Alignment of the sector with country and community values -  communities support the sector and give an implicit license to operate.
All these have been apparent to some extent with the development of tourism businesses in NZ in recent years.

In a highly competitive marketplace tourism businesses strive for a unique selling proposition in order to separate them from the competition in the minds of international and domestic consumers. Some major transport operators have responded to global markets concern for climate change issues by developing carbon neutral operations.

Māori tourism operations typically exist to sustain Māori traditional values and in doing so, use their distinctive cultural perspective in their adventure, environmental, arts, accommodation, food etc offerings as part of NZ’s unique selling point.

Some rural communities have developed enterprises which facilitate visitor interaction with local communities and consumption of their local products and services…authenticity, honesty, care and social responsibility are now becoming more and more fundamental components of a successful NZ tourism sector.

4. Examples of CSR in New Zealand Tourism 

EXAMPLE 1. Adventure South

NZ has a carboNZero programme encourages and supports individuals and organisations, to minimise their impacts on climate change by providing them with tools to measure, manage and mitigate their carbon dioxide (CO2) emissions. CO2 emissions are a major contributor to climate change. carboNZero certification is available for organisations, products, and services that can demonstrate through a third-party audit that they meet criteria set by the carboNZero programme.  These offsets will be later recognised by the NZ emissions trading scheme and the Gold Standards registry. 

Adventure South is a limited Liability Company owned by a private individual, Geoff Gabites. The Adventure South Company became the first activity based operator to achieve carboNZero certification in New Zealand.
 

The company operates low impact cycle and hiking programmes nationwide, but it’s the company’s fleet of 12 vehicles and trailers that has raised the issue of the carbon footprint. 


“Our clients are sophisticated discerning travellers and they look for something that is based on a rigorous review process.  The carboNZero certification process involved a full and detailed audit which examined our data and processes.  From here on we will continue to review our processes, monitor our vehicles’ fuel consumption and upgrade and adapt the vehicle fleet we own.  Only after we have done everything we can to reduce our energy consumption do we pay to support renewable energy programmes."

“We are delighted to have our environmental programmes recognised through carboNZero certification.  In 2001 Adventure South became the first company to purchase carbon offsets from Landcare Research’s EBEX21 programme.” said Mr Geoff Gabites, the company’s Managing Director.  “Following on from this we became the first NZ company to achieve full certification under Green Globe, but recent programme reviews have lead us back to what we see as the core issue for our country – that of minimising and reducing our carbon footprint. Hence we applied for carbonNZero certification.”
   
“While we feel great about delivering a healthy lifestyle product for our clients, we can’t escape the cumulative impact of our business. The actions to achieve certification have been driven from within the company, and we are increasingly noticing that our clients expect evidence of environmental commitment.  By being able to demonstrate our commitment to the environment, it takes a small element of doubt away in the clients’ decision making process.” 

Amidst a growing debate over carbon footprints, Mr Gabites warns against attempts to greenwash products.
   
“While getting started is often the hardest thing, it’s important to find a single starting point and following the trail onwards from there.  It doesn’t have to be huge, but it has to be a start,” said Mr Gabites.

EXAMPLE 2 The InterCity Group

InterCity Group is a limited Liability Company owned by a collective of 5 private land transport companies situated throughout NZ.

InterCity Group is a 100 per cent Kiwi-owned and operated company which includes Newmans Coachlines, InterCity Coachlines and Kings Dolphin Cruises & Eco Tours. 

InterCity aims to operate the World's first carbon neutral national public transport operator and is the first tourism and national transport company in New Zealand to commit to making all of its operations carbon neutral. 

We have signed up to Landcare Research's carboNZero programme. Our corporate operations have been certified carboNZero and we are well on track to have the rest of our national tourism and transport operation certified within three years. 

We have a long track record of adopting new technologies and sustainability policies to fundamentally change the way we do business, in this case to reduce our carbon footprint and help you reduce yours. 

When you choose to travel with InterCity Group, you are taking a positive step to reduce carbon dioxide (CO2) emissions.

InterCity will attain carboNZero status for its corporate emissions by winter 2007 and entire operation by 2010 

Over the past five years $20 million already invested in reducing InterCity's carbon footprint 

InterCity the country's largest national transport and tourism operator has signed up to Landcare Research's carboNZero programme and aims to be the world's first carbon neutral national public transport operator within three years. 

The Prime Minister Rt. Hon Helen Clark and Minister for Tourism Hon Damien O'Connor made the announcement today at a ceremony outside Parliament Buildings. 

InterCity Group, which includes the premium coach company Newmans Coach Lines, InterCity Coachlines and Kings Dolphin Cruises & Eco Tours, is on-track to attain carboNZero status for its corporate emissions by winter 2007, and intends to achieve carbon neutral status for its entire national tourism and transport operation within three years. 

Landcare Research runs the carboNZero programme and works with organisations like InterCity to measure, reduce and mitigate their CO2 emissions so they can achieve carboNZero certification. The programme is based on five years of scientific research and is independently audited. 

"We are philosophically committed to sustainability and feel the robustness and independence of Landcare's carboNZero programme will help us ensure we are adopting effective, credible measures to help reduce the impact of emissions," said Malcolm Johns, CEO at InterCity Group.

"This is not about writing a cheque to buy carbon credits to off-set our emissions. We are fundamentally changing the way we do business to reduce our carbon footprint and the carbon footprint generated by our Kiwi and international customers." 

Professor Ann Smith, research leader for business sustainability at Landcare Research said she is impressed with InterCity's comprehensive efforts to reduce its overall environmental impacts. 

"Our team is really proud to be working with such a proactive company," said Professor Smith. 

"We are particularly impressed with the way InterCity is including its passengers, including international visitors, in its initiatives to reduce emissions, proactively improving the environmental performance of its fleet and its comprehensive environmental management of its offices especially its progress towards a paperless office," said Professor Smith. 

'Other transport companies could take a lead from InterCity's approach to improving its environmental and economic performance through the carboNZero programme', she said. 

As well as committing to its corporate activities becoming carbon neutral, InterCity Group plans by summer 2007 to give its Kiwi and international passengers the option to buy voluntary carbon credits to off-set the emissions generated from their trips around New Zealand. 

This has been made possible after 18 months of internal work by InterCity and eight months of work by Landcare Research. 

InterCity has a long history of adopting new technologies from offshore to minimise its emissions. 

“Over the past five years we have significantly reduced our carbon footprint by spending $20 million on modernising our fleet and voluntarily meeting European emission standards - we are not just paying lip service to this issue” said Johns. 

This investment has particularly paid off with respect to international visitors too, he said. 

Transport in is a major contributor to this Country's total carbon footprint, however most of it is generated by private cars. 

"Independent assessments indicate an international visitor on a 7 to 10-day tour of our country could generate up to a 90 per cent lower carbon footprint if they used InterCity and Newmans transport services than if they drove themselves in a modern 2.0 litre rental car. Similar figures apply to international visitors who go on group tours of traveling on modern coaches," said Johns. 

"Regional and national tourism promotion authorities currently focus heavily on self drive tourists. Influencing transport modes may prove a key way to reduce tourism's carbon footprint. This issue must become one of InterCity's key competitive advantages, not a disadvantage," said Johns.

If is to focus on reducing its overall carbon footprint, a critical issue to be addressed is the introduction of minimum emission requirements for all imported, commercial and private vehicles. 

"The carbon issue is also particularly important for our marine mammal watching business in the Bay of Islands, because the ocean absorbs half of all carbon released into the atmosphere. This causes the ocean to acidify which affects the marine food chain." said Johns. 

Signing up to Landcare Research's carboNZero programme is the latest of several measures the 100 per cent Kiwi-owned and operated company has taken to reduce carbon dioxide (CO2) emissions generated from its business activities. 

InterCity Group was the first national land transport operator to introduce paperless ticketing in 1998, reducing its paper consumption by 80 per cent in the first year. It has also reduced the number of servers from 13 to four via a multi million dollar server upgrade in 2006 in its head office, cutting Information Technology electricity consumption by 70 per cent. 

While InterCity Group continually works hard to reduce its emissions, with current technology it is impossible to completely eliminate them, said Johns. 

InterCity Group will buy carbon credits through Landcare Research which currently sources them from landfill, windpower and native forest regeneration projects that reduce or prevent the production of greenhouse gases. 

"This is not about us paying money to someone else to make us feel better. It is about a genuine effort to balance the emissions we put into the air with activities that take emissions out of the air", said Johns 

"We have always been early adopters of new technologies throughout our business and we firmly hope that more of these will become available in future to allow us to continue to reduce our carbon footprint and that the operating environment will provide strong incentives for us to invest in these 

InterCity Group carries approximately 1.5 million passengers nationwide each year, including 500,000 international visitors too, and operates more than 140 daily services a day to more than 600 towns, cities and communities across .

Kings Dolphin Cruises & Tours operates a range of marine mammal watching cruises in the Bay of Islands and daily sightseeing tours to Cape Reinga .

 
EXAMPLE 3 WHALE WATCH KAIKOURA 
Whale Watch Kaikoura is a Limited Liability Company owned by Kaikoura Charitable Trust and by the indigenous Māori organisation Ngai Tahu Holdings Corporation Ltd

Whale Watch is New Zealand's only marine-based whale watching company offering visitors an exciting up-close encounter with the Giant Sperm Whale at all times of the year. Whale Watch scheduled tours operate daily. Our 95% success rate means we guarantee an 80% refund if your tour does not see a whale. Whale Watch tours are extremely popular so we advise to book early

Whale Watch is a multiple award winning nature tourism company owned and operated by the indigenous Kati Kuri people of Kaikoura, a Māori sub-tribe of the South Island's larger Ngai Tahu Tribe. 
 
Whale Watch was formed in 1987 at a time when Māori were casualties of Kaikoura's declining economy. At this time of difficulty, Kati Kuri leaders like Bill Solomon believed the local Sperm Whales held the answer to the unemployment problems of the Māori community. They knew their ancestor Paikea had journeyed to a new life in New Zealand on the back of the whale Tohora. It seemed appropriate for Paikea's descendants to again ride on the back of the whale to a new life. 
 
And so it proved to be. 
 
The Kati Kuri founders of Whale Watch mortgaged their houses to secure a loan to start the business. In the early days passengers travelled aboard a small inflatable vessel. In time, the inflatable was replaced by a larger boat with an upper viewing deck - the Uruao - until today the Whale Watch fleet numbers four modern catamarans each specially designed for whale watching. The expansion of the Whale Watch fleet required the building of an entire marina in South Bay. It is from here that all whale watching tours now depart. 
 
Due to the phenomenal success of Whale Watch, Kaikoura is now one of New Zealand's leading tourism experiences offering a diverse range of exciting marine wildlife encounters. The company has stimulated investment in new accommodation, restaurants and an impressive array of cafes and galleries filled with the work of local artists. 
 
Paikea and Tohora still form the symbolic centre of Whale Watch. They represent the spiritual bond between the human world and the natural world and speak of the possibilities that reveal themselves when the world of nature is revered rather than exploited. 
 
THE WHALE WATCH®PHILOSOPHY 
Whale Watch is committed to providing a quality whale watching experience while carefully managing the use of a rare natural resource. We are visitors to the world of the whales and respect it as such at all times. As a Māori-owned company, Whale Watch cherishes the twin values of hospitality to visitors and reverence for the natural world. It is a philosophy that embraces people, the land, the sea and all living things as one

Whalewatch through its strong connections with its host community also plays a pivotal role in supporting that community.  For example it has provided financial and technical support in establishing the port for larger vessels.  It plays and influential role in supporting various sporting activities in the community.  It is also committed to enabling its staff to play a larger role in the community and tourism with support and training for directorships and other leadership roles.

EXAMPLE 4 Whakarewarewa – The Thermal Village

Te Whakarewarewatanga O Te Ope Taua A Wahiao' Meaning “The uprising of the warriors (war party) of Wahiao"
We the people of Tuhourangi - Ngati Wahiao (a Māori family tribe) have lived in and around the geothermal activity of Whakarewarewa for over 200 years. 

An opportunity arose in 1997 for the people of Tuhourangi/ Ngati Wahiao to begin an independent tourism experience through the living village of Whakarewarewa.

The Whakarewarewa Thermal Village Tours began in 1998 under the umbrella of the Whakarewarewa Village Charitable Trust.

The village experience is not ‘owned’ by any particular organisation or individual rather it is a way of life, a legacy passed down through the generations which continues today.

The land upon which the tours are guided belong to many numerous family groups, who generously allow visitors to participate in their communal lifestyle incorporating Māori culture and traditions.

The people of this area have been hosting visitors and welcoming guests into their homes since the early 1800’s. The Tuhourangi/Ngati Wahiao people have a proud heritage which they have shared with visitors from around the world. 

The Whakarewarewa Thermal Village Tours continues to grow in strength with profits gained through this enterprise supporting growth within the village environment. 

The people of Tuhourangi/Ngati Wahiao have always been leaders in the tourism industry. It is our goal to continue in the footsteps of our ancestors

5. KEY OBSERVATIONS

· The attributes of CSR align with the overall principles driving New Zealand Tourism. These are reflected in the NZ Tourism Strategy 2015 and  are:  
- 
Sustainability

- 
Community engagement

- 
Economic performance

- 
And cultural authenticity

· The NZ tourism environment is compelling for CSR and not just enabling.

· CSR has encouraged a whole of New Zealand approach in its development.


· Kaitakitanga and Manakitanga integral to the NZ Tourism Strategy 2015.


· CSR is central to New Zealand tourisms unique selling proposition.

[image: image3.png]



