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Hon Kris Faafoi  

Minister for Broadcasting and Media  

AIDE MEMOIRE: Update on targeted stakeholder engagement process 
to inform a draft charter  

Date: 10 August 2021 Priority: Medium 

Security 
classification: 

In Confidence Reference: AM2021/450-BCG 

Contact Liz Stewart, Programme Director, Strong Public Media  

(on behalf of BCG), 

 

Purpose 

1 The purpose of the aide memoire is to provide you with a progress update from the 
BCG governance group on the targeted engagement process to inform a draft charter 
for a new public media entity (noting that targeted engagement with Māori and key 
audience stakeholder groups is still underway). 

Progress update 

2 Over July and August, the Strong Media Programme team has been undertaking 
targeted engagement on BCG’s behalf to inform the development of a charter for a 
new public media entity. 

3 Three core stakeholder groups were identified for targeted engagement: 
 

• media organisations including current public media, private media, community 
media, industry bodies, advertisers, content producers  
 

• Māori media and Māori representative entities   
 

• key audiences for a new public entity including those who are currently ‘under-
served’ or ‘under-engaged’. 

4 Specialist services were procured to assist with the design and facilitation of 
engagement activities with media organisations (KPMG) and Māori stakeholder groups 
(Hourua Pae Rau, Deloitte Māori Services). Engagement with key audience groups is 
being undertaken by the Programme Team. 

5 The workshops with the first stakeholder group (media sector stakeholders) are now 
complete, and the feedback from these workshops is captured below. KPMG’s full 
summary of the feedback and a list of those who participated in the workshops is 
attached as Annex 1. 
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6 A series of virtual hui with Māori groups and several workshops with key audience 
groups are running between 3 August and 12 August.  BCG will update you on findings 
from these hui and workshops in its next briefing to you. 

Feedback from media sector stakeholders 

7 The media sector workshops canvassed a wide range of issues related to what a new 
public media entity should look like, and how it should operate.  Broad themes across 
the workshops included the following: 

 

• What ‘public media’ means - Participants raised the need to identify what “public 
media” means – for instance whether it is a function of ownership, provision or 
funding. There was general comfort with a definition encompassing both publicly 
owned institutions plus publicly funded content/platforms.  

 

• What impact a new entity might have on other players - A key point of focus for 
all the sessions was on how a new public media entity would impact on the 
broader media sector and commercial providers in particular. There was general 
acceptance that there should be ‘plurality’ (though not increased fragmentation) 
in the market, with a diverse range of strong commercial and semi-commercial 
providers in addition to a new public media entity; and that a public entity should 
work collaboratively rather than in competition with other providers. However, 
there was concern about the potential impacts of a stronger, bigger public media 
entity funded partly by commercial revenue on the viability and sustainability of 
other providers - particularly in relation to competition for audiences and 
advertising dollars.  

 

• How a new entity would be funded - Participants discussed the tensions and 
difficulties inherent in a new entity being publicly funded while also pursuing 
commercial revenue – noting that funding would drive behaviour, regardless of 
what is in a charter. Participants discussed the need for sustainable, transparent 
public funding and for high levels of that funding (e.g. at least 50 per cent). 
Some participants thought that content that is publicly funded should be 
separated out to ensure it doesn’t carry advertising in order to avoid distorting 
the market. Other participants thought there should be a cap on advertising.  

 

• How the entity’s focus should differ from commercial media entities - Related 
directly to the above, there was some disparity of views on what a public media 
entity should focus on relative to commercial media entities, with views ranging 
from doing only what a public media entity would do (e.g. solely focusing on 
under-served audiences) to a view that a public media entity should be looking 
to appeal to all New Zealand audiences (on the basis that all taxpayers should 
benefit from the content the entity provides). There was general but not 
unanimous agreement that a new public media entity should not create new 
platforms or start up new services in direct competition to existing providers.  
There was some discussion of the potential role of quotas in terms of ensuring a 
certain proportion of New Zealand content. There was also a view from several 
participants that entertainment/drama was just as important a focus for a public 
entity as news/current affairs or more factual-based programming. 
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• What elements beyond a charter would be central to a new entity’s success – 
Participants noted that, while a charter would provide some high-level guidance 
and principles, the detailed operational and funding arrangements will be critical 
in setting the direction of the new entity and ensuring its success. In particular, 
participants noted the importance of good governance and management to 
ensure the entity can deliver in line with a charter and balance competing 
commercial/public incentives as well as the need for sufficient funding.  

 

• How tensions between a commercial and a public media focus could be 
managed – Participants noted the likely difficulty for the entity of reconciling 
commercial imperatives with a public media focus on under-served audiences, 
collaboration and access e.g. the incentive to produce ‘safe’ programming that a 
broad range of people would watch (and that would therefore attract significant 
advertising revenue) versus producing the riskier or niche content expected of a 
public media entity. There were also concerns raised about the market impacts 
of allowing a publicly-funded entity to compete with private sector media for 
revenue or audiences. 

 

• How a new entity would use existing/new platforms - While there was general 
agreement that public media content should be hosted on a variety of platforms, 
the point was raised that the focus shouldn’t be completely ‘platform-agnostic’ - 
for instance, publicly funded content shouldn’t end up on You Tube. However, 
participants also saw the value of public media content being accessible via a 
range of access points. Most participants thought that, as a content producer, 
the new entity would need its own robust, quality platform(s), although there was 
acknowledgement that sometimes collaboration with other platforms (particularly 
existing community media assets) would be the best way to deliver content. A 
few participants thought that a public entity should focus solely on funding or 
content rather than on retaining its own platforms.  

 

• What obligations would be placed on a public media entity in terms of ensuring 
access – Some participants questioned the extent to which a new entity would 
need to continue to deliver content on platforms that are becoming obsolete 
(e.g. terrestrial television and AM radio) as part of a public media responsibility 
to ensure access, and how that would be balanced against other areas of focus 
such as concentrating resources on platforms that give broader reach, targeting 
under-served audiences, and being innovative/responsive to technological and 
other changes. 

 

• How the operational independence of the entity should be protected - There was 
general agreement that the public media entity should have a strong degree of 
operational/editorial independence from government and, where appropriate, 
from commercial interests. There was some discussion of how this could be 
enshrined beyond the provisions of a charter, including through funding being 
decided by/channelled through an independent body, bulk funding/multi-year 
funding that is protected against election cycles, and whether there is a need for 
some sort of monitoring entity to stand in between the new entity and 
Parliament.   
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• How ongoing access to public content can be ensured - Ongoing access to 
publicly funded content was raised with a view that, if the public funds content, it 
should be made freely available to New Zealanders at least at the end of its 
commercial life. Participants noted that complex intellectual property rights 
complicate this situation. 

8 There were also issues raised that are outside the scope of the SPM Programme, or 
that relate to the merits or the conduct of the programme itself: 

 

• How government should be regulating/shaping the broader media eco-system - 
The sessions also raised government’s role in regulating and helping shape the 
broader media eco-system. Issues raised here included the role of 
taxation/regulation of big international media companies as well as the need to 
better understand the current economic and social contributions of the wider 
media sector and the challenges they are facing. 
 

• Whether the current contestable funding model needs to be amended – Some 
participants expressed a view that the lack of vertical integration between the 
funding agency, content producer and distributor, coupled with NZ on Air’s 
mandate relating to demonstrable audience reach, advantages larger producers 
and means commercial platforms can act as gatekeepers. In addition, NZ On Air 
is likely to come under greater pressure in the future as declining commercial 
revenues mean greater demand to fund or subsidise all forms of local content, 
including those previously viable on a commercial basis. 
 

• Whether government should create a new public media entity – a small number 
of participants raised concerns with the broader proposal to create a new public 
media entity for reasons including a loss of plurality in the combining of TVNZ 
and RNZ news operations; potential for the new entity to crowd out private 
sector media (with the example cited of RNZ’s provision of content to private 
providers on non-commercial terms); a loss of talent/skills (particularly 
commercial ones); and a long lead time for a new entity to be fully functional. 
There were also concerns that the proposed changes to TVNZ would reduce 
reach and therefore exacerbate a decline in TVNZ audience and revenues, 
potentially to the advantage of global platforms.  
 

• How the work programme including engagement processes has been run- 
Some participants noted the difficulty in considering the charter separately from 
the business case and felt that there should have been broader consultation on 
the business case.  

 

Components of a charter 

9 Workshop participants were asked about the specific components of a charter, and 
provided feedback on what the purpose, objectives, functions and operating principles 
of a charter for a new public media entity should be. Their views are summarised in 
Annex 1. 

10 There was significant commonality in participants’ views about what should be covered 
in a charter, although participants identified tensions between some proposed areas of 
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focus for the entity, as outlined in the discussion of broad themes above – in particular 
between: 

 

• a requirement on the entity to pursue commercial revenue (and 
viewership/listenership), and a pure public media focus 
 

• associated with the above, competition versus collaboration with commercial 
providers 
 

• engaging a broad range of New Zealanders while also catering to diverse and 
under-served audiences 
 

• ensuring broad access to public media services by continuing to maintain 
increasingly obsolete technology/platforms while also planning for and 
responding to technological and other change 
 

• supporting plurality in the media eco-system without encouraging further 
fragmentation and losing the benefits of scale. 

11 A further area of tension related to a possible focus on international audiences (for 
instance, showcasing New Zealand to the world) versus a focus on New Zealanders. 
However, consistent with the Cabinet decisions and business case, it is likely that the 
entity would focus primarily on delivery to New Zealand audiences, alongside delivery 
of some specific functions associated with New Zealand’s responsibilities in the Pacific. 

Next steps 

12 Once the findings from the targeted engagement, including from engagement with 
Māori and key audience stakeholder groups, have been collated and analysed, BCG 
will provide you with: 

 

• a final summary of hui and workshop participants’ views 
 

• advice on the themes that could be considered when developing a draft charter, 
based on feedback from the targeted engagement. 

13 Following discussion with you on the BCG findings, the SPM Programme team will 
provide you with further advice and next steps on the drafting of a charter.  

Liz Stewart 

Programme Director, Strong Public Media 

 (on behalf of BCG) 

  

Noted by Hon Kris Faafoi 

Minister for Broadcasting 
and Media  

Date:  
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Annex 1: KPMG’s summary of feedback from the media sector 
workshops 
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