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Imagine a brand 
We are familiar with the belief that “Made In 
New Zealand” carries value in international 
markets.  The claim has value and should be 

promoted and protected.   
But by itself it’s not enough.  The claim does not 
pull enough consumers when they are making 
their buying decisions,  but imagine the claim 

with an  integrated design around the functional 
benefit of your product, a good brand story and 

the right distribution model.   
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How Strategies Develop 

• Three models: 

Linear 

– Methodical, sequential, directed action of 
planning; aiming at a goal 

 Interpretive 

– Social, metaphorical, towards legitimacy 

 Adaptive 

– Stuff happens - deal with it! 
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Production 
Culture 

Science & 
Innovation 

Marketing 
Culture 

Branding 
Fine Dining 

Culture 

The New Zealand King Salmon Company : 
A good case study in “Adaptive Strategy” 
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External Influences 

Forex • Economic Growth 

Costs 
• Fishmeal 

• Labour 

Limits 
• Production Limits 

• RMA Constraints 

• NEW ZEALAND STORY 

• INDUSTRY reSTRUCTURE 

• PEOPLE 

• GLOBAL CATEGORY GROWTH 

• SCIENCE & TECHNOLOGY  
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NZKS STRATEGIES 
(INTERNAL EFFORT) 

BRANDING 

• Design 

• Stories 

INNOVATION 

• New 
Products 

• New 
Processes 

DISTRIBUTION 

• Direct 

• Quick 

• Global 
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LEARNING & 

DEVELOPMENT 

•Training 

•Performance 

INFORMATION 

•Business 
Systems 

•Executive 
Information 

OPERATIONAL 
EXCELLENCE 

•Workplace Teamwork 

•Lean Manufacturing 

•Automation 

NZKS STRATEGIES 
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BRANDING 

•Design 

•Stories 
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REGAL BRANDING 
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Using “New Zealand” 
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NZKS Strategies 

INNOVATION 

• New 
Products 

• New 
Processes 
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Functional Product Strategy 

• Strategy based on scientific finding and ongoing consumer surveys 

• Previously a production-driven business 

• Small producer globally so needed a POD 

• In 1990s, new global focus on nutrition and functional foods 

• Began to analyse genetic / nutritional makeup of the product to find functional benefits  

• Looked for good things – found lots 

• Looked for not so good things - didn’t find much 

• Surveying: what does the consumer really want? 

• Devising plans 

– Production 

– Marketing 

• Strategic alignment with credible institutions 

– The Omega 3 centre, Massey University, University of Auckland 

• Assessing and understanding consumer needs 
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Product Development 
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Process Development 

• Teamwork 

• Lean Manufacturing 

• Automation 

• Compliance Management 
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International Expansion 
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DISTRIBUTION 

•Direct 

•Quick 

•Global 



Expansion starts at home 

• We developed the local market 

• Established quick logistics 

• Opened sales office in major city 

• Cut through distribution layers 

• Developed a marketing strategy 

• Got close to customers 

• Influenced the influencers 

• Developed products for consumers 
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Find global consumers 

• Find the right consumers first 
(you can waste a lot of time and money with the wrong customers) 

• Learn about them, what they want,  even 
when they cannot express it themselves 

• Fill that gap 

• Remove obstacles in the supply chain 

• Work on your organisational culture. 
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Repeated with adaptation in Sydney, 
California, Tokyo, NY 
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• Developed the market 

• Established quick logistics 

• Opened sales office in major city 

• Cut through distribution layers 

• Adapted the marketing strategy 

• Got close to customers 

• Influenced the influencers 

• Developed products for consumers 



New channel, new brand 

• Ōra King 

• Developed to differentiate 

• Now pre-empts the competition 

• A selected breed – hard to copy 

• Especially for fine dining chefs 
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THANKS 


