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Foreword 

 

This early draft book proposal is circulated as a basis for further elaboration, collaboration and 

engagement of stakeholders who care about – and even still believe in – the ‘100% Pure’ ‘clean and 

green’ national brand of Aotearoa New Zealand.  

 

As Editor of the proposed book, I am looking for co-authors of a forward-looking bent and a feet-on 

the-ground orientation. Please join me – and feel free to circulate this and subsequent drafts to your 

colleagues, friends and family who may be interested in getting involved. 

 

 

 

 

 
Eliot Masters, Editor 

20 Clifford Avenue 

Nelson 7011 New Zealand 

Tel. +64 21 139 5272 

Skype: eliot.masters 

Email: e.masters@cgiar.org / sheanut@gmail.com  

Website: www.eliotmasters.com  

mailto:e.masters@cgiar.org
mailto:sheanut@gmail.com
http://www.eliotmasters.com/


3 
 

3. Executive Summary 

 

Brand Aotearoa: 100% Pure what ? 

 

What remains of the ‘100% Pure’ ‘clean and green’ national brands of Aotearoa New Zealand? Is it 

just an historical myth, sadly dating to the later years of the 20th Century, or is there something 

essential and redeemable, as an origin and destination of unique and specific attributes? 

 

This book will take up and assess the reality of the ‘100% Pure’ ‘clean and green’ national brands, as 

they relate to specific ecosystems, products, production systems and landscapes of Aotearoa New 

Zealand. 

 

Each section will be dedicated to a specific ecosystem (Forest and alpine, Pasture, Orchard and Field, 

Freshwater and Marine), with a view to categorising every aspect of sustainability – products and 

production cycles, landscapes and initiatives which reflect application of best practices by a company 

or community of producers exemplifying the higher attributes of these somewhat tired and 

threadbare memes. 

 

Fortunately, and against an increasingly uncivil current political discourse, there is a developing 

national dialogue emerging, both at governmental levels and within the private sector, which seeks to 

revalidate and re-legitimise the purity and long-term credibility of the ‘clean and green’ national 

brand – a task necessarily demanding of voluntary cohesion and collective action sustained over time 

by a wide diversity of committed individuals and enterprises. In this spirit, we seek to bring together 

key stakeholders of the ‘Clean and Green’ Brand New Zealand in an open and constructive forum, 

working together to define and address key issues, and to display and critically examine examples of 

‘deep origin’ clean and green branding. 

 

It is hoped that Brand Aotearoa will make a small contribution toward this important and challenging 

process of revalidation, renewal and revivification of the New Zealand national brand. 
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5. The Book: Synopsis 

 

From the 2010 Dissertation 

 

Perception of New Zealand as product origin is green in more ways than one, with a perceptual bias of 

ecological integrity and supposed attention to social and environmental sustainability and conservation values. 

However, some contend that this ‘green’ image may be entirely prejudicial in nature, resulting from a ‘halo 

effect’ (affect heuristic) and not based on actual fact – this is cause for concern in a media-savvy world in which 

examples of Darwinian ‘self-selection’ for brand catastrophe do not fade, but are kept alive on myriad 

electronic sites likely to endure over decades to come. 

 

By all accounts, in a profusion of recent self-criticism (see Literature Review) New Zealand has -either 

cleverly, ‘passively’ or more likely by some combination of the two - gained an almost ludicrously effective 

national brand reputation as a ‘green land’ distant and (not coincidentally) untrammelled by more pedestrian 

forces of urban sprawl and the environmental impacts of historically haphazard industrialisation, from which 

other ‘New World’ locations (e.g. the New England states of the US) have only recently and by degree come 

to emerge,  according to such indicators as tree cover and water quality.  

 

However, due in part to somewhat antiquated regulatory frameworks regarding land use (e.g. the 

environmental impacts of dairy operations, and downstream effects on fisheries) and agricultural chemicals in 

particular, a discrepancy has grown in recent years between the great success of the ‘clean and green’ national 

brand and known realities on the ground, leading to increasing cynicism (at least internally) as regards the 

legitimacy – and possibly the future credibility and relevance – of the brand. This gap between ‘brand hype’ and 

basis in fact is rather neatly (if sadly) exemplified by the rise in global rank to 4th position based on the 

perceived value of the ‘100% Pure’ national brand (FutureBrand 2009), while at the same the global rank of the 

country has distinctly fallen (to 15th place) in terms of actual environmental performance (Emerson et al. 

2010). 

 

In order to disaggregate brand characteristics, ‘Brand New Zealand’ will refer to a destination focused travel 

and outdoors markets, while ‘Brand Aotearoa’ will refer to product origin, called ‘Country of Origin Image’ 

(COI). 

 

Will the buffers hold? 

 

Indicators of watershed health and ecological integrity are largely based on measurable 

environmental impact, particularly of nitrogenous compounds implicated in potentially catastrophic 

disruption of the oxygen balance among other estuarine impacts. Serving as the entry points and 

strongholds from the days of the first settlers, estuaries are fatally attractive to human population, 

and are the first landscapes to be altered, impacted and eradicated through human settlement.1  

 

The national brand of Aotearoa New Zealand has ridden hard for over a decade on presumptions of 

systemic purity, but the halo effect has been handled roughly to the point of corrosion – cynically 

treated and taken for granted by a sharp-elbowed political culture. Sustainability has come to be 

seen as a fringe issue, highly dangerous to the economic orthodoxy of high-input intensification and 

growth driven by and in service to capital. 

 

Prospects for maintaining the brand have worn increasingly thin. 

 

                                                           
1
 Park, Geoff (1995). Ngā Uruora - The Groves of Life: Ecology and history in a New Zealand Landscape. Victoria 

University Press. 376 pp. 
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There are, and must be, positive examples of product lines and companies in which sustainability 

stands as a cornerstone value – and some of these will be monitoring their performance with regular 

measurements against specific criteria.  

 

The primary objective of the book is to identify and bring together these exemplary individuals, 

enterprises and institutions as an informal ‘community of practice’ working together to transcend 

the false dichotomies presented by those short-term economic interests who see natural capital as 

an unlimited public good rather than as a finite (and increasingly fragile) basis and foundation of all 

human endeavour, of which economic activity plays a part. 

 

Mission Statement: to assess the current status – and meaning, if any – of the ‘100% Pure’ and ‘clean 

and green’ national brand of Aotearoa New Zealand, based on targeting objectively-verifiable 

indicators of sustainability and tools for their achievement, particularly from an environmental 

standpoint. The issue of environmental stewardship under customary management systems (e.g. 

mātaitai and taiāpure) needs to be fully considered and investigated in an inventory of management 

tools, measures and indicators of sustainability.  

 

Because the subject is a brand, we will also address global awareness of the brand itself and its 

values, particularly at what has been missing from the conventional marketing narrative – as ‘100% 

Pure’ has become relegated to a tourist destination2 (where fantasy play may perhaps be excused), 

rather than a global origin of ‘clean and green’ product and services.  

As a general rule, the more extreme and exciting (and marketable) the cachet of wild particulars a 

given product confers (whitebait! freshwater eel! foraged shellfish!), the more closely the metrics of 

impact and sustainability of productivity, harvest and regrowth need to be monitored and 

documented over time. This book will focus on the historical and ecological context of current 

production systems, identifying those which are objectively and verifiably based on sustainability 

criteria (social and environmental, in addition to economic). 

 

Though this book will draw widely from a range of sources, both biased and unbiased, and will 

certainly touch upon aspects and examples of policy and enforcement on land-use and resource 

management practices including resource consents and environmental monitoring, there will be no 

room nor scope for political discourse such as party-based affiliation or denigration. Politics are 

proscribed here not because the authors hold no political views and identification, but because the 

increasingly toxic political ecosystem of the day only gives cause for denunciation of any dissenting 

voice as regards the landscape and the production systems it sustains. 

 

 

 

 

  

                                                           
2
 Ministry of Tourism (2009), ‘Pure As: Celebrating 10 Years of ‘100% Pure’ New Zealand’. 
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7. Chapter Summaries 

 

[one-page summaries to be inserted] 

 

 

8. Sample Chapter: Sustainable Aquaculture 

 

[full text draft chapter to be inserted] 
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9. The Editor: Eliot Masters 

 

Curriculum Vitae [full CV available online at: http://www.eliotmasters.com/wp-

content/uploads/2015/01/Eliot-Masters-CV-12.jan_.2015.pdf ] 

 

With a B.Sc. in International Agricultural Development from the University of California at Davis, 

and an MBA in Marketing from the University of Liverpool, I have over 25 years of extensive 

professional experience in product development and sustainability under integrated production 

systems, including agroforestry and integrated agriculture and aquaculture. I have been focused on 

the production systems of marine and natural products of Aotearoa New Zealand (including seafood 

and marine extracts) since the research phase of my MBA dissertation ‘Brand Aotearoa? Deep 

Origin Marketing of Functional Foods and Other Natural Products of New Zealand Origin’ (2010).  

 

The dissertation was subsequently presented at the 2011 Academy of Marketing Science Conference 

(AMS) as ‘The Use of Sustainable Country Images in Organizational Branding’ (Hynes, Caemmerer 

and Masters, 2011), and the analytical framework it provided was subsequently published as Hynes, 

Caemmerer, Martin and Masters (2014), ‘Use, Abuse or Contribute: A Framework for Classifying 

How Companies Engage with Country Image’ in the  International Marketing Review 31(1): 79-97.  

 

In my career as an independent consultant, I have provided market analysis, case-specific 

assessments, program design, proposal development and technical oversight to a broad client base 

including United Nations agencies (FAO, WFP, UNEP and UNDP-GEF), bilateral and multilateral 

donors (including USAID, the CFC and the Rockefeller Foundation), international NGOs (including 

IUCN, Oxfam, CARE, SCF, IRC and ACF), private consulting firms (Abt Associates) and 

international bodies including the CGIAR (ICRAF and ICRISAT) on assignments in more than 16 

African countries (most notably Ghana, Mali, Senegal, Burkina Faso, Niger, Ethiopia, Uganda and 

South Sudan), and in the Philippines, Vietnam and Myanmar. 

 

Biography 

 

Born in the USA in the early 1960s, I was fixated on New Zealand (and the Kermadec Islands) from 

a very early age, convinced that it would be my place of ultimate residence. I first visited for a few 

weeks in December of 1985, and although fully drawn in (to the Northland and to Tasman), I opted 

to invest the following quarter-decade to community-based integrated conservation and 

development projects in sub-Saharan Africa, consulting widely to the United Nations (FAO, WFP), 

NGOs, donors (USAID, CFC) and international agricultural research institutions (ICRAF, ICRISAT).  

 

All in all (and including a few years at the University of California, Davis for a B.Sc. in International 

Agricultural Development), I spent the better part of a decade in northern Uganda, four years in 

West Africa (mainly Mali and Ghana) and another decade in Nairobi, Kenya with expensive travel. In 

2010, after completing my I was recruited as Senior Scientist by the international consulting firm Abt 

Associates in the Washington DC metropolitan area, where I was based until I moved to Nelson in 

July of last year.  

 

While in Nairobi, I undertook an MBA in Marketing from the University of Liverpool, with a 

dissertation on ‘Brand Aotearoa? Deep Origin Marketing of Functional Foods and Other Natural 

Products of New Zealand Origin’ (2010). 

Over the past 25 years of my professional life, I have watched as the global development industry 

became swollen with corruption and hopelessly compromised by technical incompetence and an 

obsession with ‘low hanging fruit’ and ‘quick wins’ at the cost of longer-term, locally-appropriate 

http://www.eliotmasters.com/wp-content/uploads/2015/01/Eliot-Masters-CV-12.jan_.2015.pdf
http://www.eliotmasters.com/wp-content/uploads/2015/01/Eliot-Masters-CV-12.jan_.2015.pdf


9 
 

approaches. It is amazing to think what was possible in the beginning, particularly in the then-vogue 

concept of integrated conservation and development projects (ICDPs), which seem to have expired 

by the turn of the 20th Century, with the rise the ‘squeeze the supplier’ global supermarket (a.k.a. 

Walmart) paradigm – though it seems to me we need such approaches more than ever. 

 

With a driving interest in integrated multi-trophic mariculture, particularly on the primary 

(macroalgae) level, I bring to the table several decades of international technical experience in 

community-based resource management and sustainable use of wild-collected natural products, 

integrated production systems, post-harvest processing and product quality control, product 

development and branding, and international marketing of natural products with a developing focus 

on Aotearoa New Zealand origin.  

 

After several years as a Senior Scientist with a global consulting firm based in the Washington DC 

area, I moved to Nelson in July of this year, and will begin postgraduate diploma program in 

Sustainable Aquaculture at the Nelson Marlborough Institute of Technology (NMIT) in February.  

  

Last year, I designed an integrated conservation and development project in Myanmar for the World 

Agroforestry Center (ICRAF), based on an ecological assessment undertaken a decade previously by 

a multidisciplinary team across a watershed in southern Rakhine State. The project methodology 

aligns to a ‘ridge to reef’ sustainable land-use management approach developed by ICRAF and World 

Fish in southern Philippines involving soil conservation through agroforestry on hillsides, integrated 

with river health as an input to near shore multi-trophic mariculture systems. 

 

I am particularly interested in sustainable intensification of production under integrated multi-trophic 

mariculture – specifically, on the role of seaweeds and other marine plants providing environmental 

services in aquaculture systems as ‘filters’ sequestering excess nutrients (thus contributing to water 

quality and disease control), and also as products of nutritional and economic significance both as 

human food, as a basis or sustainable feed formulations suited to dairy, livestock and aquacultural 

production, and as a source of nutraceuticals and other bioactive natural products. 
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