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FOREWORD 

 
Provided by Nick Roskruge, Chairman, Tahuri Whenua, 2005 
 
The concise Oxford Dictionary defines communication as: 
 
Communication (noun) [communicate (verb); communicative (adjective)] 
1. the act of imparting, especially news; the instance of this; the information etc. 

communicated 
2. social intercourse 
3. the science and practice of transmitting information, especially by electronic or 

mechanical means 
 
We all know the importance and value of communication and how it affects all aspects 
of our lives.  Similarly, it will affect the core function of a group such as Tahuri 
Whenua if it is not undertaken appropriately.  The biggest challenge currently facing 
this roopu is the ability to communicate effectively to a broad range of people and 
entities using familiar and unfamiliar processes.  We need to be aware of technology 
and how it affects communication processes.  We also need to be aware of how we can 
utilise technology to benefit the communication needs of Tahuri Whenua overall. 
 
The 2001 report by Te Puni Kokiri titled Maori access to information technology 
identified a number of salient points relevant to Maori access and use of information 
and communication technologies.  They summarised that: 

• There is a commercial advantage of an active internet presence for Maori 
enterprises both domestically and internationally.  These included an increased 
awareness of an enterprise, increased sales and customer loyalty and improved 
marketing strategies. 

• Cellphone technology has become increasingly important in the business 
environment. 

• As at 2001, 15% of Maori households did not have access to a telephone 
compared with 2.5% of the New Zealand European population.  Telephone 
access is essential for being able to access the internet through any bandwidth. 

• The demographics of internet users indicate the younger population is both 
more familiar with and more frequent users of the internet.  The population over 
60 years is least familiar with the internet but they are increasingly becoming 
users of this technology. 

 
Internal communications look to convey information on who we are as individuals and 
how we do things.  It is primarily a communication system and its effectiveness 
guarantees success.  Ineffective communication may occur from differing perceptions 
by people, poor interpersonal skills or relationships, language or cultural differences, 
biases, poor presentation or listening skills or other barriers.  Communication takes 
many forms including oral (which includes gossip, rumour, and grapevines), written 
and electronic such as email or fax.  There is a risk that a reliance on electronic 
communication will create barriers to building good interpersonal and organisational 
communication. 
 
An important part of any Maori communication process is the networking which occurs 
along with, or in spite of, the progress of any specific activity.  Networking has many 
definitions and can be described as the processes where contacts are made or renewed, 
information is disseminated or gained, and actions are sometimes planned as a result.   
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Eventually an informal network group forms and the rites of contact and discussion are 
made simpler.  These activities happen within the personal time and space of the 
participants and according to their own kawa.  There is a huge advantage in having a 
kaupapa networked in a positive way.  It helps to establish wider support without 
relying on only a few individuals and it keeps the kaupapa alive and moving at a 
suitable momentum.  Hui often facilitate networking by bringing together a wide cross-
section of the community, providing information on topics relevant to the problems 
being experience by the participants, reporting back on issues to the community and 
providing opportunities for the participants to make recommendations regarding the 
issues under discussion. 
 
I believe we need to create a sub-committee to look after the communication processes 
of Tahuri Whenua Inc. Soc.  This means the role can be responsibly undertaken through 
official delegation and that consistency in the quality of information can be achieved on 
behalf of the organisation.   Ultimately however, regardless of any delegation, the 
responsibility for communication remains with the executive committee. 
 
In the 21st Century the World Wide Web (Internet) is an important and growing 
medium for communication processes.  It allows businesses, interest groups and 
individuals to communicate worldwide at a minimal cost.  Tahuri Whenua Inc. Soc. has 
already taken the initiative to establish a presence on the web 
(www.tahuriwhenua.org) along the same lines as similar interest groups.  The web 
presence is also valuable as a ‘virtual’ office whereby members of the public can 
contact the society at any time and receive a response within an appropriate time.  The 
current webpage meets the present need of the society well and is always capable of 
being updated with new information at any time. 
 
As a final comment, the future will include a greater need for a wide range of 
communication processes, especially reliant on the technology yet to be developed.  
Printed matter and international exposure will ensure the visibility of Tahuri Whenua 
Inc. Soc. for all time.  It is therefore important to establish processes now which will 
create good precedence for the future members and committees of Tahuri Whenua; one 
which they will be proud to continue. 
 
 
Kia ora  
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COMMUNICATION PLAN 
 
This communication plan is the fourth in a series of development plans which will 
establish Tahuri Whenua Inc. Soc. for a long and prosperous future.  Te Puni Kokiri 
(Ministry of Maori Development) has supported the group in the production of this 
series of plans (strategic, financial, operational, education and policy development) 
which will allow for the entrenchment of the society in the horticulture and Maori 
sectors.  We are thankful for this support and the support of all interested parties and 
stakeholders who have been a part of the formation of the roopu and this 
communication plan. 
 
The strategic plan for Tahuri Whenua Inc. Soc identified as one of its objectives to 
facilitate full Māori participation in the horticulture industry.  This can only be 
achieved through sound and consistent communication processes which support and 
compliment the core business of the collective. 
 
A communication plan is a tool to assist in identifying how to participate with all 
stakeholders and the community of interest relevant to the core business of the entity.  
It should also take advantage of all the various communication technologies and 
processes available in the current business world.  As with all the other plans, the 
communication plan will compliment the strategic plan and is open to review 
periodically. It is an overarching plan and will ultimately influence all other plans and 
activities undertaken by Tahuri Whenua in the future. 
 
The communication plan is one which involves all members of the society as they 
wittingly or unwittingly communicate with others in our society, Overall the 
communication plan should help in achieving an outcome of ‘best practice’ for the 
activities involved. 
 
 
NOTE: 
As Tahuri Whenua Incorporated Society is essentially a voluntary (community) 
organisation it is important not to place too much pressure to achieve outcomes within 
tight timeframes and indicators such as target outcome dates and KPI’s should always 
be open to discussion and review. 
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TREATY OF WAITANGI 
 
 
Rather than committing Tahuri Whenua Inc. Soc. to a political role within Aotearoa/ 
New Zealand relative to the Treaty of Waitangi it is important to recognise the Treaty 
in the everyday activities of the society.  The simplest way of achieving this is to 
promote an awareness of the Treaty of Waitangi to both members and other 
stakeholders in any core business including education, training and development 
initiatives.  This means the business of the society will acknowledge the role of the 
Treaty of Waitangi in New Zealand society but leave the political nature of treaty 
interests to other entities with the strategic ability and skill to do so.  This will result in 
no conflict of interest of any society members to matters relevant to the Treaty of 
Waitangi and they are free to exercise that right independent of the objectives of Tahuri 
Whenua Inc. Soc. 
 
The Treaty of Waitangi guarantees the rangatiratanga of Maori among other things.  In 
its application to the business of Tahuri Whenua Inc. Soc., rangatiratanga can be 
retained by the independence (not isolation) of the group from iwi and hapu structures 
or representative political groups.  The inclusion of Maori values and kaupapa Maori 
principles and processes in the core business of Tahuri Whenua allows for the 
rangatiratanga of the group and its individual members without question.  Furthermore, 
it is important to ensure that recognition of accepted Treaty of Waitangi principles is 
applied to future training and development initiatives as well as the preparation of an 
intellectual property statement by the society. 
 
 
 
NOTE: 
Any public statement on matters relevant to the political position of Tahuri Whenua 
Inc. Soc. needs to be made solely by the Chairman or an approved person ratified by 
the committee.  Furthermore, in no way should the society be committed to matters 
outside if its constitution without the full ratification of that commitment by its 
committee and membership. 
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TAHURI WHENUA INCORPORATED SOCIETY 

 
COMMUNICATION PLAN - 2005  

 
 
 
STRATEGIC AIM 
 
 

To facilitate full Māori participation in the horticulture industry. 
 
 
 
 
OBJECTIVES:  

 
 
 

 Generic matters 
 

 Internal communications 
 

 External communications 
 

 Regionally / Nationally 
 

 Internationally 
 

 Hui & Meetings 
 

 Industry 
 

 Maori community 
 

 Media statements  
  

 Publications  
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GENERIC MATTERS 
 
In a generic sense, communication processes will provide a public front for Tahuri 
Whenua.  This front must be consistent and professional, especially as this entity is a 
late entry into an established industry and there is a need for both political astuteness 
and political awareness. 
 
Logo / Trade mark 
 

 
 
The logo is a visual form of message and includes a colour scheme which is normally 
repeated in all advertising material associated with the business.  The logo must 
therefore retain its integrity in all forms of presentation i.e. colour, monochromatic or 
black and white, especially if it is circulated on photocopied material etc.  It is 
important that the logo is synonymous with the name of the society and portrays the 
message about who they are and what they do as intended. It must be professional and 
smart in its concept, uncomplicated and easily recognised by the public.  The logo 
needs to be retained for the long term, thus creating longevity in its exposure and 
recognition. 
 
There is potential in the future for the logo to be used in branding support or to become 
aligned to marketing initiatives which Tahuri Whenua Inc. Soc. support – similar to that 
of the Heart Foundation or the 5+aday campaign.  In this instance it needs to also align 
to a quality perception by the consumer and it will be important for all activities of the 
society to contribute to the quality perception. The logo must also be used consistently 
and managed to ensure it is not abused by the public or individuals.  Examples of logo’s 
which have a marketing strength are very common such as Adidas or Nike and they are 
similarly abused by unscrupulous people the world over.  To assist in managing this it 
is important to register the logo with the Intellectual Property Office of New Zealand.   
 
The Intellectual Property Office of New Zealand (http://www.iponz.govt.nz) is a 
government entity that provides information on patents, trade marks (logos) and 
designs and well as providing assistance with intellectual property matters in New 
Zealand.  Businesses or groups can file their trade mark application forms with the 
office and maintain their information on the register they hold. 
 
 

6 
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Registered name – Tahuri Whenua Incorporated Society 
Trading name – Tahuri Whenua 
A trading name is essentially less clumsy and will benefit efforts to get the wider 
community to become familiar with the society and also to use the name in their own 
communications.  It is important to want the name to become synonymous with the 
activities of the collective.  Thus it is important to lose the ‘Inc Soc’ (Incorporated 
Society) addendum to create a ‘trading name’ for ease of recognition by the wider 
community of interest. 
 
 
Disclosure of information 
 
The rules and objectives of the society do not address the issues of the disclosure of 
information.  Primarily, it is important to recognise the legislative position of the 
Privacy Act 1993 with regard to any information held or disseminated by the society.   
 
In general terms the society must respect the information it holds related to membership 
and other activities.  Furthermore, where information exists which may be of a 
commercially sensitive nature – for example, outputs from research or projects aligned 
to the organisation - there needs to be a process of management of this information to 
gain the best possible outcomes for members overall.  This may mean the withholding 
of information until it can be strategically released (e.g. at a strategic hui) or until other 
factors have been taken into consideration. 
 
Privacy Act 1993 
This act promotes and protects individual privacy.  In particular, the act establishes 
certain principles with respect to the collection, use, and disclosure, by public and 
private sector agencies, of information relating to individuals; access by each individual 
to information relating to that individual and held by public and private sector agencies; 
and, provides for the appointment of a Privacy Commissioner to investigate complaints 
about interferences with individual privacy. 
 
 
 
 
 
 
 

RECOMMENDATIONS 

• Register the trade mark / logo as appropriate 

• Utilise the trading name in everyday business and activities 

• Familiarise all members with the Privacy Act and implement it as appropriate 
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INTERNAL COMMUNICATIONS 
 
Internal communications look to convey information on who we are as individuals and 
how we do things.  It is primarily a communication system and its effectiveness 
guarantees success.  Ineffective communication may occur from differing perceptions 
by people, poor interpersonal skills or relationships, language or cultural differences, 
biases, poor presentation or listening skills or other barriers.  Communication takes 
many forms including oral (which includes gossip, rumour, and grapevines), written 
and electronic such as email or fax.  There is a risk that a reliance on electronic 
communication will create barriers to building good interpersonal and organisational 
communication. 
 
There are three recognised types of communication patterns evident in any business or 
group structure: administrative, socio-political and cultural. 
 
Administrative 
Generally follows key directions and looks to achieving efficiency and achieving 
recognised goals and objectives of the group – especially those as defined in a strategic 
plan.  This type of communication involves an exchange of signals and messages and it 
is expected that both the sender and receiver will share the same meaning or 
understanding of the information involved. 
 
Socio-political 
Essentially who gets what from whom.  This type of communication targets social 
interactions creating a sense of belonging and allows for personalities.  It also aims to 
establish informal links and priorities to benefit the group overall and members tend to 
act cooperatively and/or in conflict with each other. 
 
Cultural 
This level of communication is about social identity and contains the values, meaning 
and purpose all woven together.  It is about identifying who we are as a group, how to 
act and what is important overall.  Cultural communication often suffers from 
interpretation, cross-cultural factors and is ultimately affected by experience, education 
or other personal influences. 
 
 
Dispute resolution 
A consultant in dispute resolution has been contracted to prepare a report on the 
processes to undertake any dispute resolution between members, members and the 
executive or between the executive and a third party.  It is hoped these processes never 
need to be used but to have a system in place to deal with it is important to the success 
of the entity overall. 
 
 
Committee 
Communication within the committee structure is relatively formal.  Meetings need to 
follow accepted practice for meetings and for the flow of information within the 
committee.  There is an accepted hierarchy which exists for committees and this should 
be followed as much as possible.  The chairman oversees all of the business of the 
collective with the input and support of his/her committee.  In his/her absence the 
deputy chairman takes the role.  The remaining members of the committee generally 
have allocated responsibilities (including the secretary and treasurer) and interact as 
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appropriate with the chairman, members and sub-committees.  All meetings need to be 
advertised to the committee in an acceptable method i.e. by mail, email or phone and in 
an acceptable timeframe.  Meetings need to be minuted for the benefit of both the 
committee and members for future reference and for follow-through processes on any 
activities or decisions decided upon 

 
Hierarchy of committee 

 
 
 
 
 
 
 
 
 
 
 
 
 
Members 
Communication with or between members can be undertaken formally or informally.  
Informally there is little that can be controlled by any rules or regulations of the society.  
Formally it is possible to create accepted communication processes which convey 
information to the members or provide a conduit for members to convey information 
between themselves.  Examples of these include: 

CHAIRMAN 
   
     DEPUTY CHAIRMAN 
 
SECRETARY 
   TREASURER 
           COMMITTEE MEMBERS 
 
 

 
SUB COMMITTEES  MEMBERS 

• Newsletters – a regular and formal process which is undertaken or overviewed by a 
member of the committee.  The newsletter should be structured and allow for input 
from both members and other parties with something to offer.  Examples of content 
could include; ‘buy & sell columns’, panui for upcoming events, reviews of hui or 
activities, stories or matauranga as appropriate. 

• News groups – a process whereby those with a specific interest such as a key crop, 
market, production system or issue can maintain contact and discuss their interests.  
Newsgroups are common via email or the internet but can also be maintained 
through printed material. 

• Regional meetings – an example of an opportunity where members or associates 
with a common interest (in this case a regional focus) can come together and 
discuss their interest in the traditional face-to-face manner.  This is more informal 
than committee meetings; minutes may not exist and participants may communicate 
the outcomes of the meetings in various forms to other members eg., presentations 
to other hui or short written reports 

 
 
 
RECOMMENDATIONS 
• Receive and accept a dispute resolution plan for the society 
• Establish a 6-monthly newsletter distributed via the website and hard-copy 
• Talk with members on the opportunity for news groups with specific interests 
• Meetings are notified and structured according to accepted practice

10 
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NOTES 
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EXTERNAL COMMUNICATIONS 
 
Generically, communication with external groups and stakeholders is about getting a 
message from the society to other parties.  There are a large number and diversity of 
stakeholders so it is important to look at the process of external communication rather 
than identifying stakeholders.  Networks have an important role to play in the external 
communication process for any organisation as they provide a forum for the discussion 
and dissemination of information to the public arena and can be a powerful process.  It 
is also important to recognise the costs of undertaking formal external communications 
and budget annually for these costs to ensure the best processes can be undertaken. 
 
There are three primary forms of external communication: 
 
Print & Published 
Newspapers, magazines, newsletters, information brochures, media releases, books, 
posters  
 
Advantages: longevity, target audience, visual 
 
Disadvantages: cost, requires prior comment, peer review or vetting where possible 
 
Print and published material has an advantage in being accessible for a long period of 
time in its original format.  It can be very visual and this in itself can be a major 
advantage as the saying ‘a picture says a thousand words’ relates.  Print and published 
material can be expensive where the society take the initiative themselves to publish.  
Conversely, it may cost little or nothing if other parties take the initiative to seek the 
information and publish it independently. 
 
Electronic  
Internet, email, webpage, newsgroups, telecommunications, CD Roms, audio & video 
recordings 
  
Advantages: reduced costs and increased accessibility, up to date, variability in 
presentation and ‘virtual’ scenarios 
 
Disadvantages: establishment cost, potential abuse of information, security, keeping up 
with technology 
 
Electronic forms of communication are becoming the primary means of contact for 
many groups and individuals.  While there is an establishment cost and a need to invest 
in technology at the beginning, the maintenance cost is often minimal and the cost to 
continually update with technological change is variable.  A group such as Tahuri 
Whenua can publish newsletters this way, perhaps quarterly or six monthly.  Through 
the establishment of a webpage/website (currently, www.tahuriwhenua.org.nz) it is 
possible to create a ‘virtual’ office where enquiries, access to registration and other 
forms, interaction between committee, members or supporters and general information 
is managed.  In this instance it may only be necessary to access the page weekly to 
respond to queries etc.  Unfortunately it is necessary to manage the information made 
accessible to the public in this form as it is subject to abuse such as plagiarism.  
Security processes exist and a professional IT (Information Technologist) can assist in 
ensuring thorough security mechanisms are in place. 
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Telecommunications such as the telephone (landline or mobile) and fax give people 
options for instant communication processes.  These communication processes are 
entrenched and the society needs to determine to what level they want to use them. 
 
Personal contact 
Hui – kanohi ki te kanohi, oral communication, meetings, networks 
 
Advantages: national, regional, formal or informal, include tikanga where appropriate  
 
Disadvantages: personalities, interpretation, costs of travel, attendance etc. 
 
Personal contact is such a variable circumstance it is hard to clearly identify the 
advantages and disadvantages other than the cost in both money and time to achieve it 
properly.  It includes various hui and meetings with stakeholders including government 
departments, funders etc., especially where policy development is being undertaken.  
Care must be taken to acknowledge personal differences in the interpretation or 
implementation of messages given under the umbrella of Tahuri Whenua and for the 
influence of personalities on those messages, especially as they become 2nd or 3rd hand. 
 
Maori values 
It is important to look for all methods of communication by Tahuri Whenua to be both 
valued and understood by the public.  There are implications in the way Maori images, 
language and values are factored into generic presentations whether they target Maori 
specific audiences or not.  The values that underpin the organisation need to be clearly 
identified and expressed in communication processes.  Furthermore they need to be 
used consistently and should not compromise individuals or members if at all possible. 
 
Te Reo Maori 
As a distinctly Maori organisation, Tahuri Whenua has a commitment to Te Reo Maori 
and to building its presence within the primary production industry of New Zealand.  
The use of Te Reo will help in clearly positioning the values and commitment of the 
society to the future of Maori in the industry and Maori economic development.  The 
following activities can promote, disseminate and develop Te Reo Maori in the core 
business of Tahuri Whenua:  

 The kaumatua roopu for Tahuri Whenua Inc. Soc. 
 Teaching, training & development initiatives 
 Research initiatives 
 Domains of usage – eg publications, marae, internet 
 Participation in Maori forum 

 
The responsibility for the usage and commitment to both Maori values and Te Reo 
Maori should firstly be given to the kaumatua roopu of the society and secondly remain 
with all members of the society.  Respect for differences in kawa, tikanga, dialects, 
matauranga etc. must also be shown by all members of the society. 
 
 
RECOMMENDATIONS 
• Promote networks for their positive factors as much as possible 
• Identify the core values that underpin Tahuri Whenua Inc. Soc. 
• Recognise the advantages and disadvantages in all forms of external 

communication – respond as appropriate 
• Budget annually for costs associated with external communications 
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REGIONALLY / NATIONALLY 
 
Communication at the regional and national levels representing the objectives of Tahuri 
Whenua in various forum will form a major part of communication processes overall. 
Initiatives which are created by the society can be managed by the sub-committee 
which will focus on communication activities.  Besides the external communication 
processes already identified there are other examples of regional and national 
communication opportunities which include: 
 
Hui  - as identified elsewhere in this document.  Hui can be those specifically organised 
by Tahuri Whenua and addressing their own kaupapa or those representing other 
kaupapa which Tahuri Whenua may participate in.  Note also that hui may or may not 
focus on a Maori audience. 
 
Field-days and other industry initiatives – The agricultural and horticultural industries 
both hold periodic field-days to showcase industry initiatives and technological 
advances.  These initiatives provide an opportunity to participate in the industry 
alongside established businesses or individuals.  They also attract large numbers of the 
public and can give excellent exposure of the collective and related activities in an 
environment which visitors are comfortable and can interact informally.  Field days 
also include individual initiatives whereby a producer may showcase their business to 
others in the industry or region and provide opportunity for other parties to see them in 
action or provide feedback. 
 
Food festivals - e.g., Wild Foods Festival at Hokitika or the Wine & Food Festival at 
Martinborough; both held annually.  The food festival phenomenon is gaining in 
popularity and provides an excellent opportunity to showcase indigenous foods and 
Maori production systems.  Participation could be strategised to match the availability 
of key vegetable or food products from members of Tahuri Whenua while they are at 
their best quality.  A circuit of festivals is possible during the year which would give 
individual growers and the collective maximum exposure to the New Zealand 
consumer. 
 
Interest/discussion groups – interest and discussion type groups are common in the 
horticulture sector.  People with a common interest in products, production systems or 
the industry regularly come together representing either regional (or local) or national 
catchments and discuss their common interests.  They have proven to be a valuable tool 
for continued business success for many in the sector.  These types of groups may not 
meet physically in many cases; many discussion groups are based on the web through 
email networks or internet ‘chat rooms’.  With the advance of technology it is likely 
more of these types of discussion groups will appear.  Tahuri Whenua is in a position to 
help establish this type of communication process further between their members 
and/or other interested parties. 
 
Policy - policy development is integral to the future participation of Maori in the 
vegetable and horticulture sectors.  This development process is reliant on good 
communication processes and includes many meetings, hui, review processes and 
discussions.  Often policy development involves representatives of national and local 
government teams and other higher level participants.  Tahuri Whenua will become 
more and more involved in policy development in the future and the communication 
processes used will be consistent with the type of forum which policy is being 
developed and on the relationships established and built by the collective. 
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RECOMMENDATIONS 
• Look to participate in field days & food festivals as appropriate 
• Support the establishment of discussion groups by members and supporters 
• Cultivate relationships with stakeholders to benefit long term objectives of 

Tahuri Whenua Inc. Soc. 
 
 

NOTES 
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INTERNATIONALLY 
 
With the advent of the World Wide Web and efficient travel, the international scene has 
become much more accessible to New Zealand and is an accepted component of 
everyday activities.  Tahuri Whenua will work towards a presence in the international 
scene, especially as a representative of the indigenous people, indigenous systems and 
crops and matauranga specific to the Maori community.  There are three core groups 
which the society will target internationally. 
 
Industry 
It is important to utilise the existing systems (networks & channels) in the industry such 
as Vegfed, HEA (Horticultural Export Authority) and United Fresh to participate at an 
international level.  There is opportunity to become members of international society’s 
related to activities under the core business of Tahuri Whenua Inc. Soc. and also to 
attend conferences related to the activities of the organisation. 
 
It is also important to work with international standards in the horticulture industry.  
Information is available through entities such as MAF, NZ Standards and/or The 
Approved Supplier Programme (ASP) – Vegfed.  This programme ensures best 
practices are in place for the production, packaging and distribution of New Zealand 
fresh produce, and reduces the risk of health, safety and environmental issues – so 
customers can buy with confidence.  The programme is based on good horticultural 
practice, the seven principles of Hazard Analysis at Critical Control Points (HACCP) 
and elements of ISO 9002 – both international standards systems. 
 
Interest 
This covers a diverse area and includes research individuals or teams, marketing or 
branding, production systems and general interest groups.  The process is primarily 
electronic but also includes conferences, visiting delegations and hosting visitors from 
other countries. 
 
Indigenous 
Maori and other indigenous (or First Nations) peoples have built relationships the world 
over for many years. Aside from the value of whanaungatanga, trade and other 
opportunities exist and are proving very valuable for Maori business. Maori are also 
now resident in all countries around the world and keeping contact with whanau and 
friends in Aotearoa/New Zealand is important for them and also allows for networks to 
expand beyond New Zealand alone.  A good example is the Maori-in-oz website.   
 
Communication systems 
It is important for the integrity of the collective to be apparent in any communication 
systems at an international level.  Primarily it is expected that generic information will 
be available on the internet site for Tahuri Whenua (www.tahuriwhenua.org) and there 
are processes whereby the best possible management of this site is achievable. 
 
 A webmaster who can manage any information which is on the website is 

imperative.  Ideally the webmaster is accessible on a regular basis and is contracted 
to undertake a review of the site regularly. 

 Membership of groups with common expectations of the internet such as: 
Te Whanau Ipurangi – Maori Internet Society - www.nzmis.org.nz whose purpose 
is to promote a strong Māori presence on the internet, and to lobby for internet 
administration in Aotearoa New Zealand to better accommodate Mäori needs. One 
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of their works in progress is to petition the Internet Society of New Zealand 
(ISOCNZ) to allocate Māori 2nd level domain names that reflect Māori everyday 
usage, such as "maori.nz".  This group welcomes all Māori web writers, internet 
users and supporters of their purpose. 

 Recognition of other web users with similar values to Tahuri Whenua e.g. 
o www.Maori-in-oz.com (the Maori community in Australia) 
o www.maori.org.nz (Maori news and interests) 
o www.maorinews.com  (Maori news online) 

 
 
RECOMMENDATIONS 
 Build an international presence through the World Wide Web 
 Align to existing industry international relationships & activities 
 Build professional relationships with other indigenous peoples 
 Acknowledge the existing Maori presence in other countries 

 
 
 

NOTES 
 

http://www.isocnz.org.nz/
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HUI & MEETINGS 
 
Currently there are two formal hui held each year by Tahuri Whenua Inc. Soc.  This is a 
continuation of the meetings process established by the informal collective prior to the 
society becoming an Incorporated Society.  Meetings over and above these two hui are 
occasionally held where members have requested it.  In general terms one meeting each 
year has been promoted as a Hui-a-mahi whereby growers and industry representatives 
participate in presentations, forum and visits to sites of interest.  The other hui is 
generally an Annual General Meeting where the business of the collective (lately the 
Inc. Soc.) is discussed and decisions made for the following 12 months. 
 
For all meetings and hui the tikanga role needs to be managed by kaumatua, preferably 
one from the kaumatua group which oversees the activities of the collective.  
Recognition of tikanga and kawa aligned to the tangata whenua of the venue needs to 
be acknowledged in all cases. 
 
At the conclusion of any hui there should be provision for members or representatives 
of the Maori community to tono or lobby for hosting rights for future hui – ideally one 
that is at least 12 months ahead.  This provides opportunity to discuss the petition or 
tono and to organise logistics for future hui in plenty of time. 
 
Annual General Meeting 
 
The rules of the society state the following with regard to the AGM: 
The AGM shall be held at a time and place fixed by the Executive Committee for the 
following purposes: 

  
The rules require that financial members shall be advised of the AGM not less than 
twenty-one days before the meeting (rule 6.2). This allows for the proper administrative 
processes to occur prior to the AGM and for members to organise their participation 
through travel or proxy representation.  It is important that panui or notice of the AGM 
meetings is released in a minimum of three weeks prior to the meeting and contains all 
the information relating to venue, programme and other activities so that members can 
respond or attend as they see fit. 
 
Typically the AGM will follow all the normal structured processes a meeting of this 
nature takes. Full minutes need to be taken at the AGM and made available to members 
for review and comments after the meeting.  This is the role of the secretary of the 
group.  Consideration needs to be given to the opportunity for proxy representation 
whereby members unable to attend are able to communicate their position on matters 
such as voting for committee members. 
 
Regional Hui 
During the intervening months between the AGM of Tahuri Whenua it is proposed to 
hold a regional hui which will include public forum, committee meeting and field walks 
or visits as appropriate.  This is based on the hui held by the original collective which 
were hosted by various groups around the country and proved to be very popular by 
those who attended.  The regional hui achieved a number of outputs including: 
 
• Interaction kanohi ki te kanohi between a wide range of people 
• Exposure of the industry to Maori growers and vice versa 
• Opportunities to build or consolidate networks 
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• Opportunities to showcase initiatives within the region hosting the hui 
• Profiling the collective to the wider community 
• Exposure through media interest to the wider community 
• Opportunities to hear and participate in matauranga associated with Maori 

horticulture 
• Whakawhanaungatanga 
 
All these outcomes can be considered positive and if there is any negative aspect it is 
the costs incurred to host such a hui in both time and money. 
 
Because of the positive nature of these interim hui there is a need to continue them as 
much as possible.  Ideally the hui should be scheduled for the same month each year – 
this allows participants to organise their personal and work interests in order to attend.  
So far the hui have mostly been held in February which is often a busy month for 
horticulturists and therefore being able to schedule the hui well ahead of time helps 
people sort out other needs well beforehand.  February is also a month where there is 
plenty of work to showcase in the regions and when crops are generally looking very 
positive.  To achieve the aim of a regular hui in the regions each February, the society 
through its administrator will need to document the needs of these hui, strategise how to 
assist the hosts as much as possible and panui and advertise the hui as appropriate.  At 
the same time a committee meeting for the collective is useful at the hui as it is one of 
the few opportunities where many of the executive committee will be together at once.  
 
 
Other hui 
There is considerable opportunity to attend other hui not under the umbrella of Tahuri 
Whenua but as a representative of the organisation.  The hui may be by invitation to 
participate or attend and/or may target specific members or positions within the 
committee.  Secondly they may be hui which are attended more informally through an 
association by members with another, or related, kaupapa.  Thirdly, Tahuri Whenua 
may take a proactive approach and actively seek to identify hui which may be of 
interest to attend. 
 
At all functions of these types it is imperative members note the following protocols: 

• Represent Tahuri Whenua appropriately 
• Have promotional material prepared if appropriate 
• Restraint from any political stance 
• Acknowledge tikanga and refer to the kaumatua roopu if unsure in any way. 
 

 
 
 
 
RECOMMENDATIONS 
• The opportunity for members to lobby for hui at least 12 months in advance 
• The AGM is notified and structured according to accepted practice 
• Regional hui be used as an opportunity to showcase initiatives & communities 
• Members can represent Tahuri Whenua at other hui providing it is done 

appropriately and the collective is not brought into disrepute  
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NOTES 
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INDUSTRY 
 
NOTE: Refer to the Strategic & Education Plans for a list of industry contacts 
 
All communication at this level should use the strategic and associated plans for Tahuri 
Whenua as their guidelines and recognise the objectives of all parties.  Relationships 
within the industry will become more important over time and should be actively 
created and maintained.  Existing industry communication channels should be utilised 
as much as possible and also the involvement of individuals (both members and non-
members) who can champion Tahuri Whenua to the industry in their daily routines.  All 
industry contacts will have web access and all will have a communication process 
utilising the internet such as webpages and email. 
 
Examples of industry communication processes include: 
• Vegfed ‘Grower Magazine’.  Published monthly by  NZ Vegetable Producers 

Publishing Co; www.thegrower.co.nz; email - comgrow@xtra.co.nz  
• Horticulture News, published by New Zealand Rural Press Ltd, P O Box 4233, 

Auckland; email - hortnews@ruralpress.com  
• MAF Publications – available online or in hardcopy – www.maf.govt.nz  
• Regional grower groups/ activity groups – newsletters, brochures 
• Contacts Unlimited Ltd, publishers of NZ Industry contacts (Contacts in 

Agriculture, published annually) – www.contacts.co.nz 
• Ministry of Education publications – available online or hardcopy 
• Horticulture Export Authority (HEA) – electronic information on the web and 

published material available to industry participants 
• Various consultant and advisors specialising in the industry 
 
 
Included in industry communications are:  
Funding entities   - Sustainable Farming Fund - www.maf.govt.nz/sff 
   - Foundation for Research, Science & Technology (FRST) 
Research groups  - Manaaki Whenua Landcare Research  

- Crop & Food Research Ltd 
- Horticulture Research Ltd (HortResearch) 
- Industrial Research Ltd 
- Massey University 
- Lincoln University 

Policy level   - All government departments 
- Regional, district & city councils 

  - Various stakeholder groups such as The Landcare Trust 
Training & development - Horticulture Industry Training Organisation 

- Training establishments – primary, secondary & tertiary levels 
- Ministry of Education 
- New Zealand Qualifications Authority 

Service industries - e.g. fertiliser, seed and product suppliers and distributors 
- Rural banking/finance businesses 
- Contractors, transport companies 
- Employment related businesses 
- Marketing businesses 
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There are some key industry programmes whose communication and promotional 
activities are well established and who Tahuri Whenua can align to.  It would be an 
astute move to align with some of these initiatives to indicate the Maori position on the 
initiatives and to build the Maori presence overall.  Examples include: 
 
United Fresh 5+ a day programme 
Mission: To provide valuable and relevant services and solutions to all members 

of the fresh produce chain. 
Vision: To promote unity and to enhance value for all members throughout the 

fresh produce industry. 
Objectives: a) Bring together all companies, sector groups and interested parties in 

the New Zealand fresh produce industry for the good of all members. 
b) To collect, disseminate and interchange information of all kinds, of interest 
to members. 
c) Foster harmonious relations between all interested organisations, 
companies and sector groups in the New Zealand fresh produce industry. 
d) Liaise with government and its agencies whether at a national or local level 
to promote or protect the best interests of the New Zealand fresh produce 
industry. 
e) Join together at such meetings, conferences and other functions, whether of 
an educational, business or social nature, in the furtherance of any other object 
of the society. 

 
Vegetables.co.nz 
A site established by Vegfed in June 2005 which provides resources related to 
vegetables for New Zealanders.  Resources include: 

• Leaflets, posters, booklets and books related to vegetables, their uses, 
nutritional values, and other information 

• An image bank where high quality images can be sourced for media and 
other uses 

• News and facts related to vegetables and the vegetable industry including 
promotion of conferences 

 
Approved Supplier Programme – New Zealand fresh produce 
- www.approvedsupplier.co.nz 
The Approved Supplier Programme (ASP) was established in 1999 by New Zealand 
growers to provide a traceable, accountable system from crop to customer for the 
production of fruit, flowers and vegetables.  It ensures best practices are in place for the 
production, packaging and distribution of New Zealand fresh produce, and reduces the 
risk of health, safety and environmental issues – so customers can buy with confidence. 
The programme is based on good horticultural practice, the seven principles of Hazard 
Analysis at Critical Control Points (HACCP) and elements of ISO 9002. 
 
 
 
RECOMMENDATIONS 
• Familiarise the committee with exiting industry communication processes 
• Consider participating in existing industry initiatives and associating with 

established communication processes (e.g., 5+aday) 
• Promote the products grown for their values such as nutrition and other 

quality factors 
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MAORI COMMUNITY 
 
The Maori community is both a stakeholder in Tahuri Whenua and a target audience for 
their communication activities.  As already discussed, it is important that the society 
consider the values (both cultural and social) they want to represent and how they will 
incorporate matters such as the usage of Te Reo Maori and matauranga Maori in their 
communications. 
 
National level 
At a national level there are many different Maori entities who Tahuri Whenua can 
develop working relationships with and with whom communication is important.   
Key national Maori entities and their associated communication focuses include: 
• Te Puni Kokiri – Ministry of Maori Development - P O Box 3943, Wellington  

Ph: 04 9226031- www.tpk.govt.nz   email: comms@tpk.govt.nz - Kokiri Paetae 
• Maori Land Court (Department of Justice) P O Box 620, Hamilton  

email: panui@justice.govt.nz - Pouwhenua & National Panui  
• Maori Television – www.maoritelevision.com – ‘e-panui’, Te Kaea, etc. 
• Maori radio – throughout the country 
• Poutama Trust – Maori Business Development – www.poutama.co.nz 
• Te Ohu Whenua:Hui-a-Tau –hui on Maori Horticulture – www.teohuwhenua.co.nz 
 
Regional level 
At the regional level there are a large number of Maori entities in all regions.  These 
include iwi, hapu, whanau, runanga, trusts, incorporations, pan-Maori organisations and 
urban authorities.  Examples of regional entities and their communication focuses 
include: 
• Iwi publications e.g. Ngai Tahu Publications Ltd, P O Box 13026, Christchurch 
• Regional publications e.g. Pipiwharauroa (Turanganui-a-Kiwa), Publ. Turangi 

Ararau, Te Runanga o Turanganui-a-Kiwa 
• Incorporation and Trust newsletters e.g., Wakatu Incorporation, Nelson 
 
Generic level (examples only) 
• www.Maori-in-oz.com (the Maori community in Australia) 
• www.maori.org.nz (Maori news and interests) 
• www.maorinews.com  (Maori news online) 
• Publishing companies such as Huia Publishers – www.huia.co.nz (Huia are 

specialists in Maori publishing through the commercial and educational book trade 
and have a particular focus on communication in Maori) 

 
Te Roopu Whakahau – Maori in Libraries and information Management 
This organisation specialises in Maori information management - www.trw.org.nz 
Mission:  "To encourage and support Māori engaged in librarianship & 

information management.  To advocate kaitiakitanga of taonga within libraries 
and information institutions"  

Vision:  “Waiho i te toipoto, kaua i te toiroa = Let us keep close not wide apart 
To unite indigenous librarians with innovative, excellent leadership" 

 
 
RECOMMENDATIONS 
• Review the application of values and tikanga by other Maori entities 
• Utilise panui and publicity systems already existing eg. Maori Television 
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MEDIA STATEMENTS 
 
The media is responsible for making pertinent comment on current affairs and provides 
timely and often instant access to events as they happen.  The media is a powerful tool 
for the use and dissemination of information and needs to be managed appropriately to 
ensure that they represent the society in a positive manner.  For this reason it is 
important to clearly define the role of members and committee in any involvement they 
may have with various media.  This should apply if they are to represent the collective 
in their statement and not to personal matters outside of the collective. This does not 
exclude the right of any members to be involved in media activities related to their 
personal circumstances or business and in acknowledging Tahuri Whenua if they feel 
that is appropriate. 
 
For similar entities it is accepted that the chair can speak for them with media 
representatives and should accurately reflect their activities as discussed or documented 
in meeting minutes.  Press releases and other media comment should be made available 
(depending on time constraints) to the executive for comment and the approval of the 
chair is required before any statement is released. 
 
Media formats include: 
• Print – newspapers, magazines 
• Television – TV1; TV2; TV3; Prime Television; Maori Television 
• Internet – controlled but not necessarily up to date 
• Radio – regional, national and interest channels 
 
It is important to be aware of the difference of circumstances between ‘live’ and 
‘recorded’ broadcasts and the editing systems in use by media managers.  Tahuri 
Whenua should discourage third party representation relative to their business. It is also 
valuable to utilise any specialist skills which exist within the membership to represent 
the collective position – they can articulate the position better and will have a greater 
perceived creditability.   Tahuri Whenua needs to work the media for their benefit, 
especially in communicating their objectives to the public.  An example is the 
establishment of a regular column or appearance in a media format which the 
community of interest for the society.  
 
Key points associated with media opportunities are: 
• There needs to be a process to vet/monitor media outputs 
• Tahuri Whenua needs to be selective about which media outlets to work with. 
• Identify key members for the benefit of their experience with media topics 
• Limit statements to interest areas appropriate to the business of Tahuri Whenua. 
• DO NOT get involved in other issues or politics which may create problems  
• Needs to be consistency of information and people involved in the media process 
 
 
RECOMMENDATIONS 
• Restrict media involvement to meet society objectives only 
• Establish a process for monitoring media statements where possible 
• Provide the chair with the right to represent the society in media releases 
• Establish a regular column in a media outlet 
• Take a proactive approach to working with the media – not reactive 
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PUBLICATIONS 
 
Future publications by Tahuri Whenua will focus on relating information relative to 
education about horticulture and specific matauranga, research outputs, hui and 
conference outputs and various other themes relative to the core business of the society.  
To publish is to take the opportunity to have more control over information associated 
with the society in the public arena.  Publications may be a one-off action in the case of 
books or a periodical activity in the case of newsletters, hui proceedings etc. 
 
Examples of potential publications and publishing formats are: 

• Information brochures/pamphlets 
• Discussion documents 
• Project outputs 

• Education resources 
• Internet controlled 
• Audio/video/CD Roms 

• Public interest material 
• Supporting other kaupapa 
 

• Books/posters 
• Hui proceedings 

Before any publishing is undertaken it is important to understand the application of 
copyright, intellectual property rights and traditional knowledge rights. 
 
Copyright Act 1994 
Under the Copyright Act 1994, copyright is a property right that exists, in accordance 
with the Act, in original works of the following descriptions: literary, dramatic, 
musical, or artistic works, sound recordings, films, broadcasts, cable programmes and 
Typographical arrangements of published editions.  A work is not original if it is, or to 
the extent that it is, a copy of another work; or it infringes the copyright in, or to the 
extent that it infringes the copyright in, another work.  A cable programme is not an 
original work if its inclusion in a cable programme service is by way of reception and 
immediate retransmission of a broadcast. 
 
The Act seeks to protect Copyright on behalf of its owners and it is important all people 
intending to publish material understand the role of copyright to protect theirs and other 
peoples work in an international arena. 
 
 
Intellectual Property 
In all cases it is important to consider the intellectual property that will exist through 
the creation of any publication and seek professional advice relating to its management 
and protection on behalf of Tahuri Whenua.  Further information about copyright and 
intellectual property can be found at the Ministry of Economic Development and the 
Intellectual Property Office of New Zealand (IPONZ). 
 
The Ministry of Economic Development define Intellectual property as a generic term 
for the range of property rights accorded for the protection of creations of the mind. 
This Ministry is responsible for policy relating to the protection of intellectual property 
and representing New Zealand in international intellectual property forums. Through 
the Intellectual Property Office of New Zealand, the Ministry grants patents and 
registers trademarks and designs (refer to www.med.govt.nz) 
 
Types of intellectual property covered by the ministry include: 

• Patents 
Patents protect an invention that is a "method of new manufacture". 
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• Trade Marks 
Trade marks protect a sign or symbol used to distinguish the goods and services of 
one trader from those of another. 
• Designs 
Design rights protect the external appearance of a manufactured article. 
• Layout Designs 
Layout Design rights protect the layout designs of integrated circuits. 
• Geographical Indicators 
Geographical Indicators protect indicators used on goods that have a specific 
geographical origin and possess qualities, reputation or other characteristic that are 
due to that place of origin. 

 
There are companies in New Zealand who specialise in copyright law and 
administration and who can provide assistance in ensuring copyrights are managed for 
the benefit of copyright owners. 
 
Collective licensing organisations are formed by groups of copyright owners to 
administer the use of their copyright works and to collect and distribute income 
obtained from such use. Such organisations negotiate licences and appropriate fees with 
prospective users and collect and distribute these fees to the owners of the works used. 
Users use copyright collective licensing organisations to provide them with licences 
that enable them to copy from comprehensive repertoires of copyright works, obviating 
the need for them to negotiate licences with individual copyright owners.  
 
An example is Copyright Licensing Ltd (CLL) [www.copyright.co.nz], a company 
established by the Book Publishers Association of New Zealand Inc. in 1988, now 
jointly owned by BPANZ and the New Zealand Society of Authors.   CLL is a 
collective licensing organisation which provides centralised copyright clearance 
services for the copying of extracts from books, periodicals and journals for internal use 
within New Zealand institutions. A sampling system identifies the source and volume 
of copyright material copied. CLL is a non-profit organisation and proceeds from 
licensing are distributed to copyright owners throughout the world after deduction of 
administration costs. 
 
Matauranga Maori – traditional knowledge 
It is also important to determine the best process to protect matauranga Maori for Maori 
as appropriate.  This will naturally vary according to the level of knowledge, the iwi, 
hapu or whanau associated with the knowledge and, its intended use.  In the first 
instance it will be necessary to identify what is matauranga Maori, how will it be 
utilised – if at all, and, how should it be protected.  Matauranga Maori or indigenous 
knowledge is not just a Maori phenomenon and it is important to also support other 
cultures through acknowledgement of their own indigenous knowledge and systems. 
 
The Ministry of Economic Development defines Traditional Knowledge as the 
relationship between intellectual property policy and legislation and the traditional 
knowledge of indigenous and local communities.  It is an issue that the Ministry has 
been monitoring and responding to (in a limited way) for a number of years. Domestic 
and international experience suggests that further work needs to be done to address the 
concerns raised by Maori, and other indigenous peoples about the impact of intellectual 
property laws on traditional knowledge both in terms of cultural preservation and 
economic development opportunities.  
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National Library of New Zealand (source: www.natlib.govt.nz) 
The following information in relation to the activities of the National Library of New 
Zealand and its role in the publication of any material within New Zealand is important 
for any group intending to produce and publish written work.  The National Library 
operates under The National Library of New Zealand (Te Puna Mātauranga o Aotearoa) 
Act 2003, is located in Wellington and can be contacted on www.natlib.govt.nz 
 
Legal Deposit 
If you are publishing a book or other printed publication, you are required to provide 
two copies to the National Library. This is called ‘legal deposit’ and ensures that they 
have a comprehensive collection of material relating to New Zealand and New 
Zealanders. Legal deposit applies to any person, group or organisation that publishes a 
book, magazine, newsletter or any other work, for sale or free of charge, to any section 
of the public. This includes individuals, clubs, churches, and incorporated societies and 
commercial publishers 
 
Voluntary deposit of New Zealand electronic publications 
The National Library of New Zealand (Te Puna Mātauranga o Aotearoa) Act 2003 
extended legal deposit to New Zealand electronic publications to ensure that next 
generation New Zealanders can access their digital heritage.  Publishers are not yet 
required to deposit copies of such publications with the Library. However, the Library 
welcomes publishers who would like to take the opportunity to deposit publications on 
a voluntary basis. 
 
Adding publications to the New Zealand National Bibliography (NZNB) 
The National library adds new publications to the New Zealand National Bibliography, 
which is issued monthly, alerting libraries and booksellers in New Zealand and 
overseas to the existence of the publication. All publications will automatically be 
added once it is supplied under the legal deposit requirement.  
 
Issuing ISBN and ISSN 
If you are publishing a book or periodical in New Zealand, The National Library issue 
you with a unique numerical identification code that allows publishers, book suppliers 
and libraries world-wide to easily locate and order the item. An International Standard 
Book Number (ISBN) is issued to a book. An International Standard Serial Number 
(ISSN) is issued to a periodical that has at least five A4 pages per issue. The periodical 
is then added to the international ISSN register, enabling global access to the periodical. 
The ISBN or ISSN needs to be requested prior to publication, as it must to be printed 
on the book or periodical. 
 
Publications that may receive an ISBN include:  

• Books and pamphlets with more than four pages of text  
• Microform publications  
• Electronic publications, including machine-readable tapes, diskettes, CD-Roms 

and internet publications  
• Talking books (books on cassette or CD)  
• Braille publications  
• Multi-media kits containing printed material 
 

An ISBN is issued: 
• The first time a book is published.  
• To every edition of a book, but not to an unchanged reprint of the same book.  
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• To each edition of a reissued book if, for example, if it has a different format 
(such as microform, large print) or different binding (such as paperback, 
hardcover); if the type has been reset; if the title, author or publisher has 
changed; or if there has been a change in size, text or illustrations.  

• To each volume in a set of volumes, and another number should be assigned to 
the set itself.  

• To an item that was not assigned an ISBN when it was originally published but 
is being reprinted.  

• To a jointly published book, providing the book is available from both 
publishers. It should carry the ISBN of each of its publishers, but if only one 
publisher is in charge of distribution, that publisher assigns the number. 

 
The ISBN should appear: 

• On the reverse of the title page of a book 
• On the lower section of the outside back cover or on the bottom of the back of 

the dust jacket, or any other protective case or wrapper  
• On the foot of the title page if there is no space elsewhere  
For an electronic publication or talking book  
• On the label of the container if the publication is issued in one, e.g. a cassette, 

diskette or CD-ROM  
• On the title display, or the first display (CD-ROM, internet publications)  
• On the credit titles (film, video)  

The number must be printed as given, for example ISBN 0-473-03101-9 or ISBN 1-
877176-67-2.   An ISBN may be incorporated into a barcode. 
 
ISSN for a periodical: 
Periodical publications such as newspapers and magazines receive an ISSN. 
A periodical is a publication issued in successive parts identified by a number and/or a 
date, linked by a common title and intended to continue indefinitely. Formats can 
include print, microfiche, microfilm, CD-Rom and online electronic journals.  
Periodicals include: Magazines, Newspapers, Annual publications (reports, yearbooks 
and directories), Journals and Monographs-in-series. These are publications issued with 
two titles - a common title (series title), which links them to other publications in that 
series, and a unique title. A monograph-in-series is often linked to an organisation, such 
as a university (for example, working papers) or a government department, and has its 
own numbering system. 
 
An individual ISSN is usually issued to:  

• A periodical that is at least five A4 pages, or equivalent, each issue  
• A new periodical title  
• A periodical which has changed its title  
• Each continuing, separately numbered, supplement to a periodical  
• Each numbered monographic series  
• Some periodicals where the issuing body changes its name  
• Each format of a periodical issued in more than one medium concurrently (for 

example, print and CD-Rom) 
 
An ISSN must appear on: 

• Printed periodicals - on the top right-hand corner of the front cover or a 
prominent position (for example, the masthead) on every issue.  

• Non-print formats - on all accessible eye-readable portions (for example, 
container label, fiche header, disk label and/or screen on CD-Rom, or the title 
screen on electronic periodicals).  
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• Monographs-in-series - near the periodical title in a prominent position, either 
on the title page or cover, or both.  

• An ISSN may be incorporated into a barcode, but it also needs to be displayed 
separately on every issue of the periodical 

 
Both ISBN and ISSN can be obtained through the National Library of New Zealand at 
the following contacts: 
• The ISBN Librarian, New Zealand Standard Book Numbering Agency 

National Library of New Zealand, PO Box 1467, Wellington  
Email: isbn@natlib.govt.nz 

• The ISSN Librarian, New Zealand ISSN Centre 
National Library of New Zealand, PO Box 1467, Wellington  
Email: issn@natlib.govt.nz 

 
Publishers 
Often groups work with professional publishers to take the information they want 
published for management, formatting and distribution on their behalf.  There are many 
publishers in New Zealand, many of them servicing local and regional clients.  Some 
national publishers have a focus on New Zealand and Maori publications and the 
following examples are given.  Tahuri Whenua should look to creating a long-term 
relationship with a single publishing company to benefit the members in the long term. 
 
 
New House Publishers Ltd 
P O Box 33376, 31 Castor Bay Road, Takapuna, Auckland, New Zealand 
Fax: 09-410 6329 Tel: 09-410 6517. Email: service@newhouse.co.nz 
 
One of New Zealand's most comprehensive publishers specialising in NZ 
primary/intermediate and secondary school materials.  
 

 
Reed Publishing (NZ) Limited [including Heinemann Education, Heinemann Primary, 
Heinemann Secondary and Heinemann Library] 
PO Box 34901, Birkenhead, Auckland, Phone 09 441 2960, Fax 09 480 4999 
Email: info@reed.co.nz   
  
A well established company who have been publishing books in New Zealand since 
1907 which is now publishing over 100 titles a year. 
 
 
Huia Publishers Ltd  - www.huia.co.nz  
Huia are specialists in Maori publishing through the commercial and educational book 
trade and have a particular focus on communication in Maori 
 
 
Desktop publishing 
Modern technology has given groups like Tahuri Whenua the ability to print and 
publish their own material in-house.  With various software and high quality printing 
and binding options available to the home office at affordable prices it is now relatively 
easy to ‘desktop’ publish communication material.  The process of publishing does not 
relieve the group from abiding with the Copyright Act 1994, The National Library of 
New Zealand Act 2003 or matters aligned to intellectual property rights. 
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RECOMMENDATIONS 
• Become thoroughly familiar with copyright and intellectual property 
• Establish a working relationship with the National Library 
• Establish a professional relationship with a publisher/publishing firm 
• Determine capability to undertake desktop publishing  

 
 

NOTES 
 
 



Tahuri Whenua Incorporated Society – Communication Plan, 2005 

APPENDIX 1 

The Tāhuri Whenua Logo 
 

 
 
 
The Tāhuri Whenua logo was designed by Kereama Taepa whose hapu is Ngāti 
Whakaue and Ngāti Pikiao, and iwi is Te Arawa. He currently works in the Art & 
Visual section of Te Wānanga o Te Awanuiarangi, Whakatane.  
 
In early pre-European days, Matariki was used significantly by Māori to start digging 
and planting crops, which was vital to them. The Matariki constellation, also known as 
Pleiades, the Seven Sisters, and Subaru, is illustrated true to scale within the right side 
of the logo. 
 
Another element of the logo is the three-pronged koru form. These prongs are stylised 
representations of crop mounds, with 3 signifying the popular ‘many hands make light 
work’ proverb.  
 
The negative space between the prongs show two curving triangular forms (shown in 
red). These triangular forms are the beak of a Huia, used to represent the ‘fruits of 
labour’, and also a reminder of what may be lost if we don’t look after our natural 
resources. 
 
These same prongs join in the central area of the logo forming a koru. It represents the 
fern frond, known as piko, or pikopiko, a main part of the Māori diet. 
 
The motifs shown within the elliptical base of the logo are shown in negative space,  
 i.e. it has been ‘cut’ away from the coloured areas to represent the furrows of the earth 
– the digging of crops. 
 
 
Kereama currently works in the Art & Visual section of Te Wānanga o Te 
Awanuiarangi, Whakatane.  
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