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The current project explored a new vision for Marlborough, with the view to drawing together social 

and economic information in such a way that Council could gain improved understanding of the 

District’s economy – and what direction its economic development could take.  Research method 

was qualitative, though some statistic profiling was included.  The study resulted in a discussion 

document, drafted to engage thinking and challenge understandings (and available as a reference 

document).  Subsequent discussions were held to refine ideas, resulting in this presentation. 

Importantly, discussion is on-going. 

 

The profiling (assisted by BERL) focussed on industries most “talked about” in Marlborough.  Of 

interest, was the finding that while these industries represented a significant share of GDP (income) 

in the Marlborough economy – there was still 62.6% of income unaccounted for.  Therefore, there 

are areas of the economy making a substantial contribution that are not uppermost in the minds of 

the people of Marlborough.  We took a look at the Sector level to see where this activity is occurring. 
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At the sector level, we see confirmation of some of the things people “intuitively” understand about 

the Marlborough economy.  For example, we see a large Primary Sector contribution.  We also see 

some areas of economic contribution that are less well understood, but that are very important to 

Marlborough for both their size and their efficiency.  Examples are the Business Services Sector, and 

the Manufacturing Sector.  These are good news stories for Marlborough, and will require deeper 

analysis.  There are also areas where we need to improve economic efficiency. 

 

Tourism is not measured in the same way as the above Sectors.  This is due to the way data is 

gathered by Statistics New Zealand, and due to the complex nature of Tourism.  It is called a 

“composite sector” because it is made up of parts of other sectors.  New Zealand has a protocol for 

measuring tourism as a composite sector, and the results of that analysis are below. 
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There is much discussion about the value of tourism to New Zealand, and some big numbers are 

quoted (in the time of this study they sprang from $7 billion to over $9 billion.  The difficulty is the 

stability of the measures.  However, overall, countries are coming to realise that developed 

economies have to think about tourism’s value in terms of both cost and income.   

Increasingly, this leads to decisions that focus on the value and quality of visitor interaction with us, 

rather than just how many visitors turn up.  This is referred to as “the value versus volume game”.  In 

this study, we made the argument that Marlborough’s precious natural environment, society and 

culture should be protected by focusing on quality and value of visitor interaction, and not just on 

the number of people that pass through. 

This discussion about value over volume is important to all of the sectors in Marlborough’s economy, 

not just tourism.  There are no “goodies and baddies”, but there is a strategic decision to be made.  

That decision starts with deciding whether we are looking at economic development (value that is 

holistic and sustainable, or just economic growth (earning more income).  The graphic below, very 

simply shows the difference between these strategic decisions.  In this study, everything we added 

up, heard and saw leaned toward Marlborough wanting economic development. 

 

When you want to develop an economy, achieving more value but not necessarily more volume, you 

have to start to come to terms with different forms of Advantage.  Marlborough has lots of 

opportunities; we can see that from its successful economic history.  It also has vulnerability which 

has been felt in the last recession.  Understanding the complexities of Advantage in a diverse, 

regional economy is worth spending some time on.   

In essence, absolute advantage is a volume game.  Very few places in the world actually have any 

truly sustainable absolute advantage.  The value game is played through comparative and 

competitive advantage.  This is the “smart” game, where you have to really know how to use 
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knowledge and connectedness to achieve.  This is the sustainable game; it’s also the more 

complicated game. 

 

Of great importance though, is that we don’t just focus on cold numbers.  Economies are created by 

people – in accordance with their resources, but also their beliefs; so we went out to talk to people 

in Marlborough and beyond about how they see the future of Marlborough’s economy.  We also 

spent time with them, listening and observing – reading local newspapers and blogs; just getting to 

know the people who live in Marlborough.  This is what we learned about their vision for the future; 

and about them, as you will see they express the desire for economic development: 
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So we have data, and more importantly people, telling us that Marlborough needs economic 

development, to create value, be sustainable and play the “smart” game.  Playing the smart game 

requires smart people – different kinds of them.  And they have to talk to each other, and do things 

together.  We noticed some things happening in Marlborough that caused concern in this area.   

Marlborough people talk about their ageing population; young people moving away and older 

people moving here.  This is happening all over the world.  Young people go where there is money 

and opportunity; older people go where there is serenity and warmth.  The trouble with the young 

people leaving is that they are not all “young” – they are up to 45 years of age; and they are taking 

trade, business and capital with them, and they don’t necessarily come back: 

 

The effect this has is a “hollowing out” of the population.  This is not too much of a problem when 

the hollowing occurs at the 20-25 year age group.  They go away, get educated, get skilled, build 

capital and networks – all good.  But we need them to come back (or others like them to come back) 

– when the population from 25 to 55 starts “hollowing”, that is not good.  That is starting to happen 

in Marlborough.  It is not good for the economy, and it is not good for social cohesion.  We need a 

balanced population, that is inclusive and appreciative of the young, the middlies, and the elders. 
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So we have two problems that are good for each other.  (1) We need to get smart, and (2) we need 

to attract/keep smart people.  So what do we do?  We focus on what we do really well now, and we 

innovate on that to get smarter.  We focus on a production-innovation economy that embraces what 

we do well – and leverages knowledge about that to create new industry and employment that 

engages smart people, at higher incomes, in a serene and warm environment: 

 

We have two primary foci – “smart” is embracing innovation, learning, knowledge sharing … people, 

people, people.  Our whole focus is to get better at what we do, and find new ways of doing it.  And, 

because we want to learn fast and make money from the learning, we need to be connected.  Smart 

people are not lonely people, they hang out together.  They get connected locally, nationally and 

internationally. 
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Sound complicated?  It is.  It also controls vested interests, connects the total economy, and reaches 

out into the future (sustainably).  It requires everyone on board, giving their best to Marlborough; 

and that cannot be bad.  And … connectedness starts immediately.  There is already a framework 

developed in the world, that can be customised for Marlborough that helps to reduce the complexity 

and get things really moving: 

 

Ever heard the saying that “there is nothing new in the world”?  Well, the world is new – so we get 

to think carefully about others ideas, and reflect on new (smart) ways to reinvigorate past ideas and 

infrastructure – to make the most of our new world.  Like these case studies, one of which is at 

home and changing, right now, for Marlborough: 
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The ease with which MRC has formed its strategy, connected with Universities and international 

research entities is a great example of our fast (do it now), and how natural the fit of “smart” and 

“connected” is for Marlborough.  When the vision is right, and the commitment is there, the 

momentum carries things forward.  It is hard, but doesn’t feel hard. 
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Appendix – Case Study, Goshen Indiana:  Embracing Positive Ageing 

The town of Goshen, Indiana, like 

many of its neighbours is 

experiencing a retirement boom.  

Goshen is a city in the county seat of 

Elkhart County, Indiana, United 

States.  It is located in the northern 

part of Indiana near the Michigan 

border; 120 miles east of Chicago, 

and 150 miles north of Indianapolis.  

The population of Goshen was 

31,719 at the 2010 census. The city 

is known as a centre of 

manufacturing for recreational 

vehicles and accessories, the home of Goshen College (a nationally recognised liberal arts college), 

and home to the Elkhart County 4-H Fair, the second largest county fair in the United States. 

With 14.9% of Goshen’s population aged 65 or older, Goshen has a higher percentage of senior 

citizens than any of its neighbours, and the trend looks set to continue.  People are moving to 

Goshen as they retire, as a preferred retirement lifestyle destination.  This posits unique 

opportunities and challenges for Goshen. 

Goshen has managed the movement of retirement age individuals in a planned manner, with the 

intent that they will acknowledge the trend toward an ageing population, and make the most of the 

positive attributes of the later age cohorts both socially, and economically. 

The City developed a vision, to be known for having good retirement facilities and for being a good 

community to retire in.  Development of facilities such the Greencroft Assisted Living Communities 

(http://www.greencroft.org/options/assisted) focused on high quality of life and engagement in the 

total Goshen community. 

Greencroft Communities offer multiple locations with assisted living apartments based on the social 

model. Assisted living helps meet the desire of older persons to "age in place" while they are able to 

receive the care and supportive services they require on a daily basis. Assisted living provides an 

alternative to nursing home care, with the philosophy of assisted living emphasising personal dignity, 

autonomy, independence and privacy. 

The ethos behind the development of high quality assisted living such as the Greencroft Assisted 

Living Communities is one of social inclusion, but it is also one that is savvy from an economics 

standpoint.  The over 65 population, while often on a low fixed income, is often the most capital rich 

cohort in the population. 

Each of the Greencroft developments attracts approximately 1,200 residents and, as Goshen City has 

experienced, with proper planning in relation to location of the villages, and effective transport 

management, residents tend to be loyal to the City and patronise businesses and services that are 

located close by. 
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In order to assist older people to enjoy the City, maintain social contact, and patronise local 

businesses, Goshen has taken care to locate the villages close to the City centre, and provides free or 

subsidised transportation for senior citizens.  In addition, Goshen runs engagement programmes 

that ensure that older citizens are socially engaged across the spectrum, lending their perspective to 

the development of the City and it’s young. 

An example of such engagement is led by the liberal arts college, which focuses on bringing together 

different age cohorts in life-long learning environments.  These engagements are, in part, about 

taking advantage of the wealth of experience and wisdom that the aged offer, but also, to ensure 

their positive engagement in youth and the sense of familiarity and responsibility that this brings (as 

such, the liberal arts college acts as bridging social capital). 

While Goshen recognises that it must plan for the challenges of health care infrastructure required 

as the population ages further, their experience of embracing an ageing population is positive.  

Goshen’s ageing population supplies a productive and effective volunteer network, and the 

engagement of people across the spectrum of age ranges has had positive effects on youth 

development. 

One of the important findings from the experience of Goshen is that by rejecting the concept of  

“gated communities” for the elderly, and instead focusing on close co-location to the city centre, 

refurbishment of that centre, and lifestyle factors such as museums, swimming facilities, libraries 

and cafes, the young are also returning to Goshen City.   

Goshen’s focus is now turning again to providing the economic opportunities for those young people 

to remain, and enjoy the benefits of a diverse and well integrated community; where people, and 

their ability to live and work together, is both valuable, and valued. 

Goshen provides an example of positive integration of ageing communities, and how bridging social 

groups enhances wellbeing for all.  It also provides an example of the never-ending cycle of 

economic development—which is a story of constant innovation and change. 



12 
 

Appendix:  Case Study:  Sydney 2030 Green/Global/Connected 

A new era in economic development 

The following case study is adapted from:  http://www.crcresearch.org/community-research-

connections/climate-change-adaptation-and-mitigation/city-sydney-australia.   

The City of Sydney is the state capital of New South Wales (NSW) in Australia.  It is a port city with a 

population of approximately of 4.5 million, with population growth projected to average 40% over 

the years to 2036 . This case study explores the process that led to the creation, in 2008, of the city’s 

vision, strategy and plan – Sydney 2030/Green/Global/Connected 

(http://www.sydney2030.com.au). 

 

  

Sydney, its people and businesses, as with other major urban capitals around the world, is facing a 

host of challenges generated by external forces—from economic globalisation to climate change. 

The Sydney 2030 vision provides for step change progressions towards a more sustainable future, 

while protecting and preserving those aspects of the city that are valued and which underpin its 

medium to long-term potential. 

As globalisation changes the shape of Sydney’s population, and influences movement of its human 

and creative capital; Sydney is also affected by the socio-political and environmental effects of 

climate change.  Sydney is simultaneously addressing these challenges by aligning the city's work 

along three themes—Green, Global, and Connected.  

These themes have proven effective in engaging the City in developing its sustainability strategy, and 

in taking ownership of the Sydney 2030 vision.  There are ten major strategic directions that the City 

of Sydney, Australia is aiming to achieve by 2030.  The key areas include: 
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1. creating a globally competitive and innovative city;  

2. becoming a leading environmental performer;  

3. integrated transport for a connected city;  

4. a city for pedestrians and cyclists;  

5. a lively, engaging city centre;  

6. vibrant local communities and economies;  

7. a cultural and creative city;  

8. housing for a diverse population; 

9. sustainable development/renewal and design, and  

10. implementation through effective partnerships.  

Each key area was identified in response to a public engagement process focused around discussing 

the direction Sydney should take to become a more sustainable city.  

Specific targets will contribute to making Sydney more sustainable by 2030. These ten targets are 

the following. 

i. by 2030, the City will reduce greenhouse gas emissions by 50 per cent compared to 1990 

levels, and by 70 per cent compared to 1990 levels by 2050; 

ii. by 2030, the City will have capacity to meet up to 100 per cent of electricity demand by local 

electricity generation and 10 per cent of water supply by local water capture; 

iii. by 2030, there will be at least 138,000 dwellings, 48,000 additional dwellings in the City for 

increased diversity of household types, including a greater share of families; 

iv. by 2030, 7.5 per cent of all City housing will be social housing, and 7.5 per cent will be 

affordable housing, delivered by not-for-profit or other providers; 

v. by 2030, the City will contain at least 465,000 jobs including 97,000 additional jobs with an 

increased share in finance, advanced business services, education, creative industries and 

tourism sectors; 

vi. by 2030, the use of public transport for travel to work by City Centre workers will increase to 

80 per cent and the use of non-private vehicles by City residents for work trips will increase 

to 80 per cent; 

vii. by 2030, at least 10 per cent of City trips will be made; 

viii. by bicycle and 50 per cent by pedestrian movement; 

ix. by 2030, every resident will be within a 10 minute (800m) walk to fresh food markets, 

childcare, health services and leisure, social, learning and cultural infrastructure. By 2030, 
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every resident in the City of Sydney will be within a three minute walk (250m) of continuous 

green links that connect to the Harbour Foreshore, Harbour Parklands, Moore or Centennial 

or Sydney Parks, and 

x. by 2030, the level of community cohesion and social interaction will have increased based 

on at least 45 per cent of people believing most people can be trusted. 

Project ideas are meant to help deliver a Green, Global and Connected Sydney. The Ten Project Ideas 

are described below. 

1) a revitalized Western Edge: The 2030 Vision places a new emphasis on the Western Edge as 

a place of great future opportunity; 

2) three city squares as outdoor meeting places: A new civic meeting place in the heart of the 

City is created; 

3) protecting the centre: Rethinking the use of city streets to give priority to people and 

improve the public life of Sydney by making it easier for cyclists and pedestrians to move 

around the City; 

4) the celebration and sharing of Indigenous culture by ingraining knowledge, culture, history 

and stories to the public domain of the city; 

5) by supporting the City's identity with a Sydney harbour-side cultural walking trail, Sydney 

will continue to offer internationally recognized, unique cultural experiences; 

6) a liveable green network that is a comprehensive network of safe, attractive and leafy paths 

across the City; 

7) a new town centre designed for people connects with local community life; 

8) a partnership project to deliver access to affordable housing for key City workers. This 

partnership involves all levels of government, not-for-profit organizations and the private 

sector; 

9) improved access to the neighbourhoods surrounding King Street, Newtown supports 

community life, the arts, retail and creative enterprise and the live music scene, and 

10) reinventing the supply of energy and water while securing supply for the City with state-of-

the-art gas turbine generation. By-products of this generation could provide greenhouse-

free hot water, heating and cooling. 

Sydney identified Five Big Moves to transform the city - these five moves are based on Sydney's 

understanding that economies of global cities, which contain diverse precincts and neighbourhoods 

connected by high quality and dense public transport, are underpinned by creativity and innovation 

that takes place when skilled people mix in social, business and cultural activities. These five moves 

are:  

1. a revitalized City Centre at the heart of global Sydney; 

2. a liveable green network for walking and cycling; 

3. an integrated Inner Sydney transport network; 

4. activity Hubs as a focus for the City’s village communities and transport, and 

5. transformative development and sustainable renewal  

Success Factors 

The support of the Lord Mayor, the City Council, and of the Sydney CEO is considered critical success 

factor leading to the creation of the Sydney 2030 Vision. Local leadership support was crucial not 
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only to the development of the vision, the community engagement process and to the formal 

adoption of the vision, but, more importantly to its implementation.  

Building partnerships and fostering opportunities for collaboration is an integral feature of the 

Sydney 2030 Vision. A key message emanating from this case study is to not simply listen to the 

community but to engage, challenge, debate, and honestly represent the community - especially on 

the difficult issues. By openly and consistently publishing all information relevant to the 

development of the Sydney 2030 Vision, the community was given the opportunity to own and 

support it.  

 

 


