
 

 Page 1 of 13 

 

Conversation with Industry 
Backing a humming, thriving e-commerce 
and digital marketplace for Aotearoa  

A conversation starter from the Digital Council for Aotearoa 

 
In May 2020, we provided the government with our first conversation starter, Beyond COVID-19. In 
this, we said that we had learned that many small to medium sized enterprises (SMEs) are currently 
turning to international e-commerce platforms and digital marketplaces (such as Shopify1 or Amazon2). 
This was part of a transition from a store-based approach to a digital approach and to continue trading 
throughout the alert levels as a result of COVID-19.  
 
We also said that no locally owned versions of Shopify or Amazon exist, but they should. After 
publication, we were quickly made aware that this is not the case. Subsequently, we were asked to 
come back with more information about e-commerce and digital marketplaces and see how New 
Zealand-based providers can be supported as part of wider efforts of New Zealand’s digital 
transformation. That is what this conversation starter is all about.  
 
To get started, we asked the sector what they thought about the current situation. 
 
Since July 2020, we have been talking to a wide range of businesses, sector representatives and 
government officials. We asked what a successful New Zealand e-commerce and digital marketplace 
would look like and how to make it happen. These were useful sessions. They often surfaced the 
duality of perspectives between the private and government sectors.  
 
NB: The Digital Council played a facilitating role in this piece of insight. The responses and ideas 
presented are not of the Council’s, but voices we heard from industry and community that are worth 
further consideration.    
 
Here is a summary of what we heard. 
 
 
 

  

                                                           
1 Shopify is a Canadian-based e-commerce platform for online stores and retail point-of-sale systems. 
2 Amazon is a large American-based online retailer. 

https://www.digital.govt.nz/digital-government/leadership/digital-council-for-aotearoa-new-zealand/digital-council-reports/beyond-covid-19-advice-to-the-ministers-from-the-digital-council/
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The unfiltered response 
1. Many New Zealand businesses are taking their first steps into launching an online store on 

international e-commerce platforms. We heard that there are local alternatives to the 
international e-commerce platforms. For example, Mall Planet3, Storbie4 and Zeald5. New Zealand 
businesses however need to be educated about what the New Zealand e-commerce platform 
alternatives are. They need to be encouraged to support local platforms. This will benefit our 
economy by keeping dollars in New Zealand. However, as New Zealand businesses turn to locally 
owned platforms, especially in the tourism sector, those platforms may need help to be able to 
compete with the international platforms. 

2. We heard many SMEs lack the digital skills and capability and a wider business strategy to make 
the most of digital trade opportunities for their growth. SMEs need access to information about 
what to do, what to focus on and where to find support. We also heard that it is confusing for 
SMEs to know how to start their digital journey. They work hard ‘in’ their business to generate 
cash flow and keep costs down, and simply don’t have the time or money to turn their attention to 
digitisation.  

3. The government is aware of this and is doing good work in this space. For example, the Ministry of 
Business, Innovation and Employment’s ‘Digital Boost’ programme, the Regional Business Partner 
Network and business.govt.nz are each helping to lift the digital capability of New Zealand SMEs. In 
addition, MBIE is focused on cross-agency integrated digital government services through 
initiatives such as Business Connect and e-Invoicing to make it easier and more seamless for 
businesses to deal with government. Government should continue its focus on integrated services 
as a priority, and in parallel ongoing education and support for SMEs on the broader benefits of 
digitalisation.  

4. Compliance with export regulatory requirements (both in New Zealand and in export markets) is 
also problematic for some. We heard that SMEs often struggle to navigate government rules and 
regulations to meet all their compliance requirements to trade successfully, especially 
internationally. Government departments with responsibilities for trade and related regulation (eg 
MFAT, MBIE, NZTE, Customs, IR and MPI) are doing good work in this area. Still, there are 
opportunities to be joined up more and make this information easier to find and understand. 

5. Digital marketplaces are borderless. This is a huge enabler given New Zealand’s geographic 
isolation from large international markets. We heard that regulatory interoperability with other 
markets is needed. This gives businesses confidence that what is built here in New Zealand will 
work in other markets. We are encouraged by the work being done through trade negotiations 
and agreements such as the Digital Economy Partnership Agreement (DEPA) to support this 
objective. 

 

Digital Economy Partnership Agreement (DEPA): The DEPA is a new partnership 
between New Zealand, Chile and Singapore that will help New Zealand exporters and 
SMEs take advantage of opportunities from digital trade. The DEPA is divided into 
‘modules’ covering topics such as business and trade facilitation, new and emerging 
technology, and digital inclusion. Encouragingly, the trade facilitation module is 
looking at facilitating paperless trading, e-invoicing, e-payments and streamlined 
customs procedures for parcels. Read more about the DEPA here.  

                                                           
3 Mall Planet is a New Zealand-based digital marketplace builder which creates, hosts and promotes virtual malls which 

are operated by a range of industry third parties.  
4 Storbie is a New Zealand-based online shop builder for businesses to create their own e-commerce site or 

marketplace. They also provide specialist solutions to pharmacies, optometry and veterinary businesses. 
5 Zeald is a New Zealand-based e-commerce provider and website design, digital marketing, integration and 

automation impact enterprise that specialises in the rapid digital transformation of SMEs. 

https://www.mfat.govt.nz/en/trade/free-trade-agreements/free-trade-agreements-in-force/digital-economy-partnership-agreement-depa/
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6. A key element of success is an effective supply chain and logistics system. However, we heard that 
end-to-end digital supply chain and logistics infrastructure is lacking in New Zealand generally. 
(Noting that this is not unique to us—import/export documentation arrangements are dependent 
on the expectations of the other countries too.) We heard that our infrastructure is slow, largely 
paper-based, wasteful and expensive. Much of this is due to legacy systems that have hampered 
the move to digital efficiency. Internationally, expectations around delivery times are high. We 
often struggle to compete with this. Our physical location doesn’t help. In saying this, Customs 
(and other government agencies) have done a lot to provide more streamlined, digital approaches 
to submitting documentation—especially through enhancements such as the Trade Single 
Window, which is part of the Joint Border Management System (JBMS). 

 

New Zealand’s digital capability: In the World Bank’s Doing Business Survey 2020, New 
Zealand is ranked number 1 in the world for ease of doing business - but we are 
ranked 63rd for trading across borders. And a recent research report from MBIE’s 
Better for Business team revealed that a preliminary digital capability index of New 
Zealand businesses resulted in a modest 51 out of a potential 100. See Appendix 1 for 
more information. 

 

7. We heard from the tourism sector that tourism is more than just accommodation and activities. 
It’s not helpful to view the sector in such a narrow way. The sector is much larger. Retailers, 
hospitality providers, transport services, tech companies, accountants, marketers, etc are all 
affected by visitor numbers and spend. There is also a misconception that the tourism sector is 
now fixed because New Zealanders are travelling domestically and operators are busy in holiday 
periods and at the weekends. The sector told us that this will not be enough to offset year-round 
international visitor numbers and spend. Data Ventures has been providing us with updates on 
this, and we will be keeping an eye out for post-holiday figures. 

8. With respect to booking a holiday, we heard that most New Zealanders have no idea about the 
value lost to New Zealand every time they book using overseas-owned online travel agencies such 
as Booking.Com or AirBnB. It’s now time to educate consumers to book directly with local tourism 
operators and businesses and make sure it is easy to do so. Keeping money in New Zealand is vital 
for our community and economic recovery. More importantly, we retain full access and ownership 
over our own data to inform good decisions and strategic growth into the future. 

The sector’s ideas to get e-commerce and digital marketplaces humming and 
thriving  
We heard what the pain points were and some ideas to fix them. What was interesting was that views 
about this often differed between the private sector and government officials. This revealed a 
significant disconnect between all the work going on in this space. There is much work going on—no 
shortage of effort, policies, practices and resource flows. It’s just not joined up as well as it could be. 
 
We’ve highlighted 10 ideas from the sector to maximise and amplify our efforts to get e-commerce 
and digital marketplaces humming and thriving. These include contributing to a tourism sector that is 
connected and autonomous. They include building a framework so that our logistics and supply chain 
sector works better—both within NZ and cross border. 
 

https://www.customs.govt.nz/about-us/border-sector/joint-border-management-system/
https://www.doingbusiness.org/en/data/exploreeconomies/new-zealand#DB_tab
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A digital future for New Zealand businesses... 

BIG IDEA #1:  
Connect with New Zealand-based e-commerce and digital marketplace 
initiatives and innovations to see where opportunities for amplification might 
occur 

Why we are highlighting this idea 

COVID-19 accelerated the need for businesses to communicate with customers online and sell both 
products and services via digital channels, as well as deliver these to customers safely and securely. 
COVID-19 also drove interest in supporting local businesses. More and more, consumers are looking 
for New Zealand-based e-commerce platforms and digital marketplaces to purchase New Zealand 
products. New Zealand businesses are also looking to promote New Zealand products to overseas 
markets – leveraging our already strong New Zealand-made brand. 
 

 
The challenge or dilemma...moving customers away from international platforms. How do we 

direct customer traffic to New Zealand sites and products? And without jeopardising exporters 
who are trying really hard to retain access to markets that may also have a ‘buy local’ mandate 
(eg ‘Buy America’). It’s one thing to support local business and encourage buying of New 
Zealand goods, but we are also aware of the need to be careful to not be exclusionary in any 
messaging.  

 

What can help 

The government can help by actively seeking out New Zealand-based e-commerce and digital 
marketplace innovations to make connections between them and public programmes trying to achieve 
similar outcomes, understand and share learnings to educate others and/or help with scaling up or 
rolling out initiatives to other locations.  

What’s already happening in this space 

Amplification of great ideas is already underway. We are aware of the work that Callaghan Innovation 
and its Scale Up NZ team are doing to inform and support New Zealand’s innovation community, 
especially in relation to responding to, and recovering from, COVID-19. Another example is the 
#BetterWorkNZ initiative which asks people to think differently about how work is done, and by doing 
so, unlocking the true potential of their organisation to create the best workplace possible.  
 
In addition, NZTE is currently working on increasing New Zealand companies’ global digital commerce 
capabilities, increasing participation, presence and success in international markets by developing 
partnerships with some of the world’s leading online shopping platforms and building programmes to 
support the acceleration of exporter digital commerce maturity. We are also aware of a New Zealand 
collective (called NZ Food Basket Coalition) which has been actively trading on international platforms 
such as TMall,6 and that MPI and NZTE have ‘digital trade’ as a core part of their Food & Beverage 
Industry Transformation Plan work. 
 
  

                                                           
6 Tmall.com is an open business-to-consumer (B2C) platform enabling businesses world-wide to reach China’s vast and 

growing consumer market.  

https://www.callaghaninnovation.govt.nz/scaleup-nz
https://www.betterwork.nz/
https://www.fernmark.nzstory.govt.nz/brands/100227#:~:text=New%20Zealand%20Food%20Basket%2C%20with%20support%20of%20the,you%20with%20a%20complete%20New%20Zealand%20taste%20experience.
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SUPPORTING IDEA #2:  
Raise the profile of New Zealand-owned e-commerce platforms and digital 
marketplaces 

Why we are highlighting this idea 

This idea expands on idea #1 above and aims to encourage and enable New Zealanders to support the 
New Zealand domestic economy by seeking out and using New Zealand-owned e-commerce platforms 
and digital marketplaces. This will:  

a) support local e-commerce providers and the development of locally-based key digital 
infrastructure,  

b) enable SMEs to choose to ‘support local’ themselves and, in turn, SMEs would benefit from 
having local support available to them, and  

c) keep dollars in New Zealand instead of sending millions of dollars (and data) offshore via 
international platforms.  

We realise that to compete with existing international platforms, they will need to have the same 
functionality or better! 

 
The challenge or dilemma...is for these platforms to gain consumer awareness so people know 
they exist and use them. Consumers are using international platforms because they have 
achieved that awareness. 

 

What can help 

The government can help by working with the sector to raise the profile of New Zealand’s e-commerce 
platforms and digital marketplaces in New Zealand.  

What’s already happening in this space 

There is no shortage of e-commerce platforms and digital marketplaces in New Zealand. Some need 
support and increased exposure to help them thrive—and increase their reach to both domestic and 
international customers. Some examples are highlighted below (note that this is not an exhaustive 
list). 
 

● 5000 Tribes: a virtual mall that supports indigenous businesses, with a vision of building an 
indigenous wellbeing economy through business innovation and technology. 

● BeKiwi: a new platform created to help international students and other young travellers 
connect with New Zealand’s culture, people and unique way of life through experiential 
learning and travel opportunities. 

● Bingo Bonanza: an online game that promotes domestic travel, where travellers earn rewards 
as they visit each place on various ‘bingo cards’. The aim is for New Zealanders to have fun, 
help the economy and ensure the tourism industry survives. Read more about this below. 

● Chooice: an online marketplace selling New Zealand products. It started out as a Facebook 
group called New Zealand Made Products; their aim is to support New Zealand-owned 
businesses to sell products online. 

● Konei: a social enterprise and online marketplace where the majority of profits go directly back 
into supporting the growth and development of up-and-coming New Zealand-based 
innovators and entrepreneurs. 

● Mall Planet: a New Zealand-made cloud-based technology that enables people/organisations 
to easily create unique digital multi-vendor marketplaces (virtual malls) specific to their 
audience. Inside each mall, vendors can open stores to sell products, services, event tickets, 

https://www.5000tribes.com/
https://www.bekiwi.nz/
https://www.bingobonanza.co.nz/
https://chooice.co.nz/
https://konei.nz/
https://www.mallplanet.com/
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vouchers, information, and accommodation. Mall Planet was created out of a need for 
entrepreneurs, business groups, industry leaders and governments to create and host world-
class specialised virtual malls that: a) reduces the need by businesses for upkeep of an overly-
expensive website, b) reduces the need for businesses to advertise in order to be seen, and c) 
makes it easier for customers to find businesses and buy directly the goods and services they 
need. 

● Nui markets: a digital trading platform and online marketplace whose aim is to simplify the 
sales process between sellers and buyers in the primary industry commodity trading sector. 

● Peddle NZ: an online marketplace whose aim is to help New Zealand businesses succeed by 
giving them a platform to sell their products, both domestically and internationally. 

● Te Whare Hukahuka: a social enterprise supporting indigenous enterprises and local 
communities to become financially successful and create positive social, environmental and 
cultural outcomes through leadership and e-commerce capability building. 

● Tolaga Bay Innovation: a pilot programme partnered with the Ministry of Social Development 
to grow grassroot businesses in rural New Zealand. They work with local people who have 
natural skills and attributes, but who require business support to enable their self-employment 
and sole trader aspirations to be achieved. 

● Zeald: a privately-owned website design, digital marketing, integration and automation agency 
that specialises in e-commerce and digital transformation for SMEs. Zeald has three digital 
platforms that work together to drive digital transformation: an enterprise e-commerce 
platform, a digital integration and automation platform and an e-commerce chatbot platform. 
It has two impact initiatives: GEM (Get Ecommerce Movement - https://zeald.com/gem) and 
GEM Academy (https://gemacademy.nz). The goal of GEM is to drive the transformation of 
New Zealand SME businesses by de-risking the process of them getting e-commerce and 
starting the journey of digital transformation. The Get Ecommerce Movement was launched 
on 31 Mar 2020 to provide free, full-featured e-commerce websites and integrated digital 
solutions to New Zealand small businesses. To date, Zeald has given away more than 800 
websites through GEM. GEM Academy is an innovative work-integrated, digital training and 
internship programme designed to rapidly increase the digital knowledge and skills of New 
Zealand’s workforce and communities. The free training programme ensures people can 
upskill and be part of the digital economy.     

● Storbie: a New Zealand-based online shop builder for businesses to create their own e-
commerce site or marketplace. They also provide specialist solutions to pharmacies, 
optometry and veterinary businesses. 

 
That’s not all 
 
It’s not just about supporting New Zealand’s shops and products. It’s also about having control over 
costs, code and client revenue. This is where The New Zealand Code steps in. Having a New Zealand 
Code licence enables businesses to tell their marketplaces that their software is coded in New Zealand. 
Examples include: Rocketspark, Blu Tui and ShopKiwi. 
 

  

https://www.nuimarkets.com/
https://peddlenz.com/
https://www.twh.co.nz/
https://www.facebook.com/pages/category/Community-Service/Tolaga-Bay-Innovation-Technology-377234456331249/
https://www.zeald.com/
https://zeald.com/gem
https://zeald.com/gem
https://gemacademy.nz/
https://www.zeald.com/gem
https://gemacademy.nz/
https://www.storbie.com/nz
https://www.nzcode.com/
https://www.rocketspark.com/nz/
https://blutui.com/
https://shopkiwi.online/
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A closed border, but open minds... 

BIG IDEA #3:  
Support innovation to drive domestic tourism 

Why we are highlighting this idea 

Most of the key drivers in the tourism industry have been framed pre-COVID to bolster international 
tourism. Tourism success is measured almost entirely on numbers of international visitors. With this 
international focus, few government agencies or government-funded entities had known how to 
support innovation to drive domestic tourism. With borders still closed, domestic tourism is critical for 
keeping the sector afloat. 

What’s already happening in this space 

As the COVID-19 pinch first hit, members of the tourism sector got together to figure out what to do to 
drive domestic travel, on and off-peak. They came up with Bingo Bonanza. 
 

 
Bingo Bonanza helps to increase visitor spend and time in a region. It does so by providing a 
fun platform that motivates and connects visitors directly to local tourism businesses. The 
increased spend is validated and the data captured by smart technology that authenticates 
purchases via GPS location services, QR Code and receipt readers. In 2021 it will be launched 
into schools, community groups and not-for-profit groups for fundraising and brand awareness 
opportunities. 

 

SUPPORTING IDEA #4:  
Develop a public education campaign to encourage domestic and international 
visitors to book New Zealand tourism offerings directly (and avoid platforms 
such as booking.com) 

Why we are highlighting this idea 

Consumers have no problems with booking online, but we need to get New Zealanders booking direct, 
and not through third-party international platforms (such as Booking.com) that take a significant 
commission and also own the data associated with those transactions. We consider a public education 
campaign that explains the benefits of booking directly is needed to turn domestic travellers away 
from international booking systems. 
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SUPPORTING IDEA #5: 
Investigate the feasibility of developing New Zealand-owned booking platforms 

Why we are highlighting this idea 

We heard that around 75–90% of tourism bookings are now being done online. International booking 
platforms take anything from 15–25% of a booking in fees. To our knowledge there are no New 
Zealand-owned online travel agencies for tourism (they may have “.co.nz” in their URL, but have been 
bought out by overseas agencies). The booking fees that go offshore are a significant concern for small 
businesses, for local communities that service and are served by those businesses, and for an economy 
trying to recover. 
 
We are aware of numerous attempts (by Trade Me, Air NZ and IBIS) to set up New Zealand-owned 
booking platforms in the past that did not fly. Perhaps the time and the conditions are right for 
another attempt. Tourism New Zealand has told us that they have had more than ten conversations in 
the last six months with parties looking to build New Zealand-based booking platforms, which is great 
news. 
 
However, we realise that operators must be pragmatic about only using New Zealand-owned booking 
platforms. In the current environment tourism businesses need to have products available in as many 
channels as possible to secure bookings. Businesses can only limit distribution when they are at 
capacity—then they can drop off the most expensive channel and see if they still are at capacity, and 
‘rinse and repeat’. 
 

 

SUPPORTING IDEA #6: 

Accelerate digital connectivity in hard to reach locations, by connecting with 
digital inclusion work programmes and work to roll out UFB and 5G allocation 

Why we are highlighting this idea 

We need to ensure that locals and visitors alike can be connected no matter where they are in the 
country. There are still too many places with no internet connection. Good connectivity on the back 
roads of Aotearoa provides a safety net if someone gets into trouble and needs help. Good 
connectivity encourages people out of the main cities into the regions. Good connectivity means 
visitors stay longer to take photos, make videos and connect with friends and family about their 
holiday experience. 
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Getting the movers to move with the times... 
 

BIG IDEA #7: 
Explore ways to create an internationally harmonised digital supply chain and 
logistics ecosystem 

Why we are highlighting this idea 

Compatible legislation and standards with our trading partners are fundamental for New Zealand’s 
successful participation in global digital supply chains. Incompatible rules and processes drive up costs 
and, in some cases, prohibit trade. What we want is for the entire regulatory digital trade ecosystem 
(sometimes referred to as the ‘digital noodle bowl’) to be interoperable, consistent and harmonised. 
 
One example provided by the sector about how to do this was to consider ratifying the following 
United Nations Commission on International Trade Law (UNCITRAL) Model Laws: 

● Electronic Signatures (2001) 

● Electronic Transferable Records (2017). 

 
UNCITRAL was established in 1966 with the mandate to progress harmonisation and unification of 
international trade law. In doing so, UNCITRAL has developed three model laws: Electronic Commerce 
1996, Electronic Signature 2001 and Electronic Transferable Records 2017. New Zealand has ratified 
the former but is yet to ratify the electronic signature and electronic transferable records model laws. 
Sector leaders have suggested to us that New Zealand should do so, as end-to-end digital trade can 
only be realised if all three are in force in both New Zealand and its trading partners.  
 
Officials have told us that very few countries internationally have adopted the 2017 rules, so ratifying 
it does not guarantee compatibility. However, the International Chamber of Commerce is urging 
governments to lift legal barriers to digital trade to mitigate the COVID-19 impact (ref: 
https://www.gtreview.com/news/global/governments-urged-to-lift-legal-barriers-to-digital-trade-to-
mitigate-covid-19-impact/]. Singapore’s Electronic Transactions Act (ETA) is currently being reviewed 
to implement the 2017 UNCITRAL Model Law to provide legal certainty to electronic transactions. 

What can help 

We heard about the need for MFAT and MBIE officials to connect with private sector representatives 
to discuss the 2017 UNCITRAL Model Law and/or other ways of achieving harmonisation. 
 

 

SUPPORTING IDEA #8:  
Develop and utilise a ‘supply chain trust framework’ and participate in pilots 
which enable the validation and authentication of trade documentation 

Why we are highlighting this idea 

Exporting creates a lot of documentation which needs to be generated and validated at every step of a 
product’s movement to the customer—from New Zealand SMEs to consumers in China, for example. 
Right now, this is a clunky, costly process for many New Zealand export businesses but there are 
opportunities emerging to achieve efficiency, for example the use of ‘trust frameworks’.  
 

https://uncitral.un.org/en/texts/ecommerce/modellaw/electronic_signatures
https://uncitral.un.org/en/texts/ecommerce/modellaw/electronic_transferable_records
https://www.gtreview.com/news/global/governments-urged-to-lift-legal-barriers-to-digital-trade-to-mitigate-covid-19-impact/
https://www.gtreview.com/news/global/governments-urged-to-lift-legal-barriers-to-digital-trade-to-mitigate-covid-19-impact/
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What’s already happening in this space 

We know that the government has been working on a Digital Identity Trust Framework, which is an 
example of a trust framework comprising a set of standards, rules and agreements governing the 
operation of a digital identity ecosystem. Participants include any entity (individuals, businesses, 
government, systems or devices). 

What can help 

As this framework is rolled out, we heard that supply chains of primary goods may be a ‘low-hanging-
fruit’ domain to start with, noting that regulatory agencies may also need other information to assess 
whether or not a trader is likely to comply with regulations. 
 
We also see the opportunity for agencies to work with sector leaders, officials and with other 
jurisdictions that we already have connections with to test what works. For example: Customs has 
been working closely with Australia on a Secure Trade Lanes Initiative which seeks to improve the 
exchange of information between Australia and New Zealand.  Another example: TradeWindow is 
working with Singapore and have created TradeTrust, a digital utility that connects governments and 
businesses to a public blockchain to enable trusted interoperability and exchanges of electronic trade 
documents across digital platforms. MFAT officials have suggested to us that this may be something 
that could be incorporated under the trade facilitation module in the DEPA. 
 

 
TradeWindow is a secure digital trade platform to accelerate global trade. The platform 
provides a ‘single source of the truth’ for exporters and all other relevant parties in the global 
supply chain and is backed by blockchain to provide an unbreakable trail of trust.  

 
 

 
TradeTrust enables the validation and authenticity of trade documents issued by public and 
private sectors respectively, removing the need for original documentation. This is what our 
industry stakeholders want to achieve too.  

 
 

 
What is blockchain? A blockchain is a decentralised, distributed record or ‘ledger’ of 
transactions in which the transactions are stored in a permanent and immutable way using 
cryptographic techniques. Participants in a blockchain can access and check the ledger at any 
time. Blockchain ensures immediate, across-the-board transparency, and as transactions 
added to the blockchain are time-stamped and cannot be tampered with, blockchain 
technology allows products and transactions to be traced easily7. 

 
 
 

SUPPORTING IDEA #9:  
Discuss what can be done to stop New Zealand’s products and IP from being 
ripped off 

                                                           
7 Reference: https://www.ibm.com/downloads/cas/KJDPQKBE  

https://tradewindow.io/
https://tradetrust.io/
https://www.ibm.com/downloads/cas/KJDPQKBE
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Why we are highlighting this idea 

Ensuring the authenticity of New Zealand products is a growing concern with increasing counterfeiting 
and piracy worldwide. Consumers want to know if they are purchasing the genuine article. We need to 
have a sensible, robust conversation about what can be done to stop our IP being ripped-off in digital 
trade. Examples of New Zealand enablers working on supply chain traceability and anti-counterfeiting 
solutions include: Unleashed, Payplus, Oritain, Trustcodes, Trackback, Asure Quality, Xero, Figured, 
Leftfield Innovation, Overseer and Toitu. But authentication and certification need to be integrated 
into the supply chain to add value and ensure supply chain integrity. 
 

What can help 

One legislative suggestion to prevent our products from being ripped-off was to ratify the Anti-
Counterfeiting Trade Agreement (ACTA). New Zealand has signed this, but it is not yet in force. The 
agreement will come into force once it has been ratified in the parliaments of six of the signatories. 
Japan is the only country to ratify the agreement so far. The New Zealand Government's consideration 
of whether to ratify ACTA remains on hold, due to previous and ongoing worldwide dissatisfaction with 
it. 
 
So, we need to look at other avenues for achieving what we want. There are customs and competition 
elements involved as well. Officials have suggested the DEPA may be one such avenue as well as APEC 
2021, because one of the three priorities for APEC is pursuing innovation and a digitally-enabled 
economic recovery. 
 
It would be useful for the government to encourage discussions between officials and private sector 
representatives to explore what can be done. 
 
 

SUPPORTING IDEA #10: Develop a ‘Digital Supply Chain and Logistics 
Infrastructure Strategy’ (as a subset of a wider Digital Strategy for Aotearoa New 
Zealand) 

Why we are highlighting this idea 

As we’ve mentioned, moving goods around comes with a long paper trail. The reliance on paper 
documentation, emails, faxes and old legacy computer systems is hampering our move to digital 
efficiency. COVID-19 provided an impetus for more market maturity and has highlighted the need for a 
more sophisticated supply chain and logistics system. Pockets of digital adoption and experimentation 
are happening domestically, and companies are keen to engage.  
 
The development of ‘Digital Strategy for Aotearoa New Zealand’ would help us to understand the 
emergent picture and set the direction of travel. We suggest that a Strategy for Digital Supply Chains 
and Logistics should form a part of this wider document. Officials have advised us that to land such a 
strategy would require a multi-agency (Customs, MoT, MFAT, MPI, NZTE and Callaghan Innovation), 
multi-sector (tech, logistics, food and fibre etc.) approach. We agree. 

What’s already happening in this space? 

We are aware of Ministry of Transport’s work to develop a freight and supply chain strategy, so there 
will need to be a close connection between this and any digital supply chains and logistics strategy. We 
are also aware that the government’s Trade Recovery Strategy led by MFAT and NZTE includes, “An 
initiative to deliver digital content to help firms build better capability and resilience via e-commerce 
and better adapted freight and logistics models”. MFAT is also looking at establishing a supply chain 

https://www.mfat.govt.nz/en/trade/trade-recovery-strategy/trade-recovery-strategy-overview/
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dialogue with Australia within the context of the Single Economic Market to build resilience and align 
strategic outcomes. We see an opportunity to link all of this work together. 
 
We want to highlight the work TradeWindow is involved in with respect to trade digitisation 
internationally, especially their willingness to undertake pilots with other jurisdictions. TradeWindow’s 
success in this area provides an opportunity for New Zealand to go from laggards to leaders. Linked 
below are two examples that show TradeWindow’s commitment to ensuring that New Zealand is not 
left behind. 

 
An enterprise grade solution designed to ISO9001 and ISO27001 standards, TradeWindow is 
accredited by the government to issue Certificates of Origin. They also provide B2B and B2G 
solutions to leading exporters across Australasia. The platform offers modular applications to 
manage export operations including export documentation, compliance, risk management, 
track and trace, trade finance and international payments. Exporters can instantly share 
trusted data with permissioned supply chain participants such as freight forwarders, shipping 
lines, ports, government agencies, banks, insurance companies, and importers.   

 
A publication by the International Chamber of Commerce, the WTO and Trade Finance Global, 
Blockchain and DLT: Where do we stand, illustrates and differentiates between international 
initiatives, projects, consortia and companies operating in the broad space that can be described by 
"DLT in trade". It maps 44 projects (including TradeWindow) related to trade finance, insurance, know-
your-customer (KYC), shipping/logistics and supply chain, digitalisation of trade documents and trade 
processes as well as other projects, such as marketplaces, and assesses their level of maturity.  
 
New Zealand has recently been accepted as a member of the Pan-Asian E-commerce Alliance (PAA). 
The PAA is the first regional e-commerce alliance in the world that aims to promote and provide 
secure, trusted and eligible IT infrastructure and facilities for efficient global trade and logistics. It 
comprises 11 member economies: China, Chinese Taipei, Hong Kong SAR, Indonesia, Japan, Korea, 
Macau SAR, Malaysia, Philippines, Singapore, Thailand, and three associate member economies: India, 
Sweden and New Zealand. PAA is working towards secure, trusted and reliable cross-border paperless 
trading. 

Where to from here  

The aim of this conversation starter has been to inform the Minister for the Digital Economy and 
Communications of what the sector is saying about New Zealand’s e-commerce and digital 
marketplaces, and to shine a spotlight on the tourism and logistics and supply chain sectors. Ideally, 
we see the need for action between the private sector and the government to get these areas 
humming and thriving and we have shared 10 bold ideas to get started. 
 
Let’s keep connecting and continue this conversation. Together we can create a digital economy that 
benefits everyone.

https://www.wto.org/english/res_e/publications_e/blockchainanddlt_e.htm
https://paa.net/
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APPENDIX 1 

                     
For more details, visit: Business Health & Digital Enablement Research - Key Findings, December 2020 (betterforbusiness.govt.nz) 

https://www.betterforbusiness.govt.nz/dmsdocument/13784-business-health-and-digital-enablement-research-key-findings-december-2020

