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The DEGNZ welcomes the opportunity to contribute to the Screen Strategy 2030, particularly as this 
initiative has emerged at such a watershed moment for our industry. Right now, technological change and 
audience behaviour are profoundly transforming the way screen content is produced, distributed and 
consumed around the world. Here in New Zealand, we should reshape our industry focus, policy settings and 
funding environment to embrace this change. We think that the Screen Strategy 2030 should achieve three 
main aims:  

 

1) Increase production of New Zealand stories. 

2) Build the value of the industry by developing a “Creative Critical Mass” of high-profile writers, 
directors and actors.  

3) Restructure local funding arrangements to integrate better with Subscription Video On Demand 
(SVOD) media giants. 

 

Increasing Production of New Zealand Stories 

The DEGNZ feels that the most important focus of the ten-year strategy should be to increase the production 
and consumption of New Zealand screen stories for both local and global audiences. This will not be 
achieved by increased funding alone, but rather by a range of policies, programs and incentives from both 
government and industry. The most important aspect of this strategy would be a conscious drive to increase 
the ability of our industry to develop and produce our own intellectual property, through a coordinated 
effort to provide opportunities and experience to individuals who create intellectual property.  

 

Cost vs Value 

Over the years, numerous governments have talked about the screen industry becoming more financially 
sustainable and to move from being “price takers” to “price setters”. In order to do this, we must recognise 
that in the screen industry production is a cost whereas intellectual property is the value added to the 
production. All businesses attempt to keep costs low as they create value. In the screen industry intellectual 
property, and therefore value, is largely developed by writers, directors, actors and producers. This is 
reflected in the fact that investment into any given production is usually explicitly tied to the creative team 
attached. Therefore, if we want a more valuable screen industry, we must invest more in developing, 
training and creating opportunities for creative roles involved in the development of intellectual property. In 
order that our industry reaches its full potential we need to grow “Creative Critical Mass”.  

 

Creative Critical Mass 

Creative Critical Mass in 2030 would look like something like this: A New Zealand based independent 
producer options a locally written novel, a great little story that speaks from Aotearoa’s specific cultural 
context. The producer then seeks out a number of experienced local writers to adapt the work for screen, all 
of whom have experience writing for international shows. Because the writer has worked at a high level, the 
quality of the writing attracts Kiwi actors who have drawn awards and strong reviews for supporting roles on 
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other international productions. The producer attaches a director who has helmed numerous episodes of yet 
another hit international show. The project is packaged up and taken to market. While the underlying 
intellectual property (the novel) is unknown internationally, the cast and director have significant profile 
with fans all around the world. Because of the strength of the creative team, the project gains financing and 
distribution. The project is made, and screens to audience engagement and critical acclaim both locally and 
globally. International audiences are talking about a thoroughly Kiwi story, understanding our world. The 
original novel is republished in new territories. A sequel is commissioned. The local fashion designer worn 
buy one of the main actors has a huge spike in exports. The project joins a long line of New Zealand hits that 
are developed like this, including video game adaptions, plays, comic books and original scripts sometimes 
developed by producers, but also by actors and directors and others. The success of the industry has been 
built on the back of a conscious effort to build a critical mass of creatives working on the international stage. 
By 2030, between 100-200 writers, actors and directors have the experience, profile and connections to 
attract audiences and therefore investment towards New Zealand intellectual property.  

 

This Creative Critical Mass would create a virtuous self-sustaining cycle. As the screen industry flourishes, 
spinoff benefits to the wider economy and general wellbeing of the country will grow. 

 

Incentives Schemes 

At present the local production servicing industry is booming, having been bolstered by taxpayer support 
through the New Zealand Screen Production Grant (NZSPG) scheme. However, there is a growing political 
risk in giving tax breaks for gigantically profitable multinationals (such as Amazon) that already avoid paying 
their fair share back to the community. While there are short term economic benefits to international 
productions shooting here, these subsidies are currently aimed at keeping costs low for international 
productions, rather than increasing the value of the local screen industry. At the same time, by driving up 
crew and equipment rates, the NZSPG actually increases cost for local productions. The DEGNZ believes that 
the NZSPG and other incentives must be more tailored towards enhancing New Zealand’s ability to develop 
and produce its own intellectual property; thereby growing the value of the industry. It should do this by 
creating opportunities for New Zealand writers, directors and actors to gain credits on international 
productions that shoot here.   

 

As is the case in Australia, every production that receives NZSPG rebates should be expected to offer a 
number of positions to New Zealand actors, writers and directors. Director and editor attachments and 
training opportunities should be mandatory. Secondments for producers and writers to work in writer’s 
rooms here and overseas should be encouraged. Any and all opportunities for New Zealand creatives to gain 
experience, credits and international exposure should be part of the NZSPG bargain. Furthermore, we think 
that the minimum qualifying spend required to achieve the NZSPG rebate for films should be lowered to 
$500,000 to allow more opportunities for developing creative teams to attract international investment for 
smaller projects.  

 

Streaming Giants 

This year AT&T, Disney and Apple will launch Subscription Video on Demand (SVOD) services to compete 
with current market leaders, Amazon and Netflix. The combined market capitalisation of these companies is 
well over two trillion dollars, or a hundred times New Zealand’s total GDP. In the past, screen content from 
the likes of Disney would indirectly support NZ producers by attracting audiences to watch on local 
distribution platforms (such as TVNZ) that also screened and commissioned local content. Now, Disney and 
other media giants will operate direct to consumer (D2C), competing directly with local distributors for local 
audiences with no impetus to screen, let alone commission local content. In all likelihood these streaming 
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services will dominate the media landscape in New Zealand, but employ no one directly here, have no 
physical presence and if the status quo is left unchecked, pay almost no income tax.  

 

With the audience shift to SVOD already underway, the Government needs to quickly institute policies that 
will encourage these companies to commission and distribute New Zealand content, both for local and 
international audiences. The DEGNZ suggests one way that could be achieved is through a Streaming 
Subscription Levy.  

 

Streaming Subscription Levy 

The concept of a Streaming Service Levy is based on established programs, such as the Telecommunications 
Development Levy and the now defunct Broadcasting Fee. In order to not affect the competitive pricing 
schemes of the various SVOD services, this could be a flat rate per subscription account. For instance, a one-
dollar levy on all NZ Netflix accounts would generate approximately $12 million per year for local production.  

 

The establishment of a Steaming Subscription Levy would create a fund (the “SVOD Fund”) which would be 
made available for the production of local content developed to screen for SVOD audiences. Based on 
growth of SVOD services in New Zealand we estimate that by the middle of the decade, more than $40 
million would be available to finance local productions for SVOD platforms. This fund could be administered 
in a similar way NZ on Air has in the FTA market, with a mandate to tell stories relevant to NZ audiences. The 
NZoA model of subsidising content for the market has been very successful in helping to develop a robust 
production sector because its systems and processes were transparent, market led and predictable. The 
NZoA model could be successfully transposed to where the market is now booming: namely SVOD platforms. 
In this case SVOD platforms (such as Netflix or Lightbox) who are signed up to the levy scheme would be able 
to commission content which would be funded up to 90% by the SVOD Fund. A scheme such as this would 
be revenue neutral for the government while allowing local producers to finance content for the surging 
local audience on SVOD platforms. As long as the fund treats both local and international streaming services 
equally, it should not contravene any international trade agreements.  

 

New Zealand Film Industry Development Fund 

All productions that shoot in New Zealand should be mandated by legislation to pay a small levy, indexed to 
their budget, towards an industry development fund. This fund will help support training, co-ordinate 
opportunities and help pay for the professional development work undertaken by various guilds. This money 
could also contribute towards a peak industry group (such as the Screen Strategy Group itself) to be 
maintained and continue to lobby for the interests of the industry with one coherent voice.   

 

Screen Awards 

We think that the industry should establish and fund a consistent awards ceremony dedicated to local 
screen production. We think that the best way to foster a culture of excellence and inspire the next 
generation of great New Zealand artists and screen is to recognize outstanding achievement. Potentially, 
such an event could be underwritten by the Screen Industry Development Fund to ensure that the best and 
brightest in our field are celebrated on their home turf.  

 

Screen Culture 

We believe the Government should consider establishing a New Zealand Museum of the Moving Image that 
would include a film library that provided practitioners and students with access to great examples of 
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cinema and television from here and the world, especially where that access is becoming increasingly 
difficult. This institution would be an important anchor of a co-ordinated program to help develop our 
screen culture, and bolster research and scholarship and feed the creative ecosystem that produces and 
develops intellectual property. A Museum of the Moving Image would help to recognise the value of our 
screen culture and celebrate the assorted disciplines that feed into screen production; from writing to 
design, from performance to technological innovation. Potentially, such an institution could be combined 
with the National Film Archive, Ngā Taonga Sound & Vision, in a way which celebrates our growing screen 
culture and heritage celebrated and makes it accessible. 

 

NZ On Air 

The legislation that established NZ On Air was created around an advertiser supported distribution model 
which is no longer sustainable. NZ On Air’s mixed private/public funding system can no longer partner with 
the market, because the market has increasingly moved behind a paywall (see SVOD discussion above). This 
shift is evident in the probable closure of our only independent, major Free to Air broadcaster, 
TV3/Mediaworks.  Unfortunately, while advertiser supported linear broadcasting is in rapid decline, 
Facebook and Google control over 70% of all digital advertising. This means it is unlikely that any local digital 
advertising supported platform will have enough scale to be self-sustaining. NZ On Air is scrambling to keep 
pace with this shift by rewriting policy in an ad-hoc way in an attempt to relieve pressure on platforms. But 
by NZ On Air’s own admission, it is looking at a future where it funds less screen content, for a diminishing 
local audience. As good as NZ On Air’s intentions are, it is hamstrung by legislation which is no longer fit-for-
purpose.  

 

The NZ On Air model always had an inherent tension between the commercial pressure of corporate 
advertisers and the socially conscious remit of a taxpayer-funded public media organisation. We believe it is 
time to accept that this tension has become irreconcilable. The DEGNZ calls for a review of the Broadcasting 
Act and NZ On Air, with an eye to the creation of true public media organisations. 

 

Public Media 

By default, NZ On Air will soon spend the majority of its funds on screen content for other taxpayer-owned 
media organisations: TVNZ and RNZ. This means both the content and its distribution is 100% taxpayer 
funded, but has an extra layer of administration without achieving any more editorial diversity, or enhancing 
public media outcomes. By 2030 competition for attention by media and tech giants is likely to be even more 
intense that now. We believe that only TVNZ and RNZ have the scale, capacity and audience support to be 
transformed into sustainable public media providers. The exact shape of these institutions is bound to be 
extremely well debated, but we suggest that funds currently allocated to NZ On Air for factual and current 
affairs could be directly controlled by RNZ to produce its own range of screen content in this space. Similarly, 
TVNZ could be funded directly to produce scripted and comedy content. We would note that in TVNZ’s case, 
direct funding should only occur in concert with the reestablishment of a Public Media Charter which 
enshrines in legislation its responsibility to provide for diverse audiences and cultural development. Other 
institutional changes, including removing advertising from at least part of the content offering, would help to 
transform TVNZ into a true public media organisation.  

 

New Zealand Film Commission 

Established over 40 years ago, the NZFC has done a fantastic job in helping to support and develop the film 
industry. But as the industry has grown and the market has changed, the NZFC’s resources have become 
spread very thinly. The NZFC currently does everything from administer NZSPG, run their own VOD service, 
provide professional development funding, and more recently, attempt to develop TV series for 
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international platforms. The core funding for the NZFC has barely increased in the last decade. We would like 
to see some of the functions they currently undertake split off from the NZFC, so they can focus more 
exclusively on the development and production of NZ theatrical films; particularly those projects which are 
culturally important but might not be deemed commercial. As discussed above, we think that industry 
development, including money that currently goes to supporting the guilds, should be sourced from the 
production industry itself through an Industry Development Levy. We think that the government should 
consider separating the NZSPG program from NZFC and possibly combined with the SVOD fund (discussed 
above) to create an organisation that integrates with the market in an automatic and transparent way. 

 

Māori Broadcasting 

DEGNZ supports Ngā Aho Whakaari’s position on Māori broadcasting and content for screen and radio, 
being that Māori programming should have its own funding pool with autonomy over those funds, and its 
own Government funded distribution mechanisms, which Māori Television and the Māori Radio Network 
now serve. 

 

Diversity of Gatekeepers 

Diversity is one of New Zealand’s great strengths. With biculturalism as our foundation, and immigration 
from every corner of the globe, our cosmopolitan outlook gives us a unique advantage in the global screen 
industry. It is encouraging to see the various programs that are helping to empower a range of different 
creative voices and perspectives. But, a push for diversity must be instituted at a structural level. In a time of 
niche audiences and a multitude of distribution options, we think it is particularly important to have a 
diverse range of gatekeepers and financing opportunities for New Zealand productions. While there is an 
inclination at a government level to avoid “doubling up” of functions, this is actually a small price to pay for 
the vibrancy and strength that diversity brings. We should avoid the temptation to establish a one-stop shop 
for all screen funding and incentive schemes, and the reductive group-think that such structures can 
sometime foster. We should work to reduce the dominance of any single organisation or funder over the 
industry. Instead, we should be working to empower a plurality of voices. We should favour funding options 
and pathways to market that empower a culturally and commercially diverse ecosystem of production 
companies and creatives. We want to foster an industry that is sustainable because it engages with the 
hugely diverse range of local and global audiences. 

 

Thank You 

We thank the Screen Sector Strategy NZ 2030 group for their time and effort in developing a strategy for the 
next ten years of the New Zealand Screen Industry. As the saying goes, we live in interesting times. But if we 
get the strategy right, this new era presents an incredible opportunity to increase the production of New 
Zealand stories for both local and global audiences. The DEGNZ hopes that the recommendations that 
emerge in the document meet this moment and offer bold solutions and ideas that can build an industry 
that flourishes through to 2030 and beyond. 
 


