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WHO AM I 

• Julian family arrived in Taranaki in 1840, fourth 
generation on our farm. 

• Massey University and DairyNZ 

• Always chased opportunities – love agriculture – 
Passionate about NZ primary industry success. 

 

 

 

 

 



PAMU – FARMS OF NZ 

 

New Zealand, 1885   

We began transforming unproductive land to fertile 
farmland to provide international customers with 
meat, wool and dairy.  

• 26,000 farms created 

 

New Zealand, today  
We have grown to be the largest pastoral livestock 
farmer in the world. 

 



WHO WE ARE 

PARTNERSHIPS 

AN SOE 

$1.8b ASSETS 

125 FARMS 

Work with partners to develop a portfolio of farms tied into value chains.  

Landcorp operates commercially with no capital injections or tax advantage.  

Dividends go to the taxpayer - $500 million since 1987  

In 1987 Landcorp was worth $170 million. Have increased the company value 

more than 10-fold. Have bought and sold 150 farms  

Manage 365,000 hectares of land. Farm 530,000 sheep, 78,000 dairy cattle, 

79,000 beef cattle, 95,000 deer and 5,000 dairy sheep (in JV) 

LANDCORP FARMING LTD - A SNAPSHOT (JULY 2017) 



West Coast 

10,000 Cows 

Canterbury 

5,000 Cows 

Otago 

1,400 Cows 
 

Man/Wai –  

Moutoa – Wingpoint 

5,800 cows 

Waikato - Pouarua  

4,900 Cows 
 

Taupo - Pastoral 

20,000 Cows 

Northland – Sweetwater/Takou 

Bay 

3,700 cows 

DAIRY 

• Key position as a national dairy farmer 

• 2017 peak milked 60,000 cows, 20M KgMS  

• Pioneer in development and farming in 
challenging areas 

• Diverse operating models, owner-operator, 
sharemilker, lease, profit share 

• In processing support cooperatives but also OCD, 
Synlait, Miraka 

          Landcorp Dairy 

Fonterra 
53% 

Miraka 
6% 

OCC 
11% 

Synlait 
13% 

Westland 
17% 



WHERE ARE WE GOING – NZ PRESSURE 

Economic Social 

Environment 



WHAT ARE WE DOING? 



SAFETY: LEADERSHIP > MATURITY > EXCELLENCE 

WE’RE GETTING BETTER EVERY DAY 



ENVIRONMENT FRAMEWORK 



HOW WE IMPLEMENT FRAMEWORK ON FARM 

LEP Action plan 

Environmental 
Scorecard 

Nutrient Management 
module 



FIVE KEY TRENDS IMPACTING NZ AG 



1. SYNTHETIC FOOD 
 



2. PLANTS REPLACING ANIMAL PRODUCTS 
 
 



3. THE NEW CONSUMER FOR ANIMAL PRODUCTS 



4. ENVIRONMENT VS FARMING 



5. TECHNOLOGY 



HOW CAN PAMU LEAD FOR NZ AG? 



 

 

 

FOR NZ - OPPORTUNITY – WE HAVE A UNIQUE STORY IN 
PASTORAL FARMING - WE CANT BE COMPETING WITH THIS  



PAMU BUSINESS STRATEGY – TWO PARTS: 

 
1. Continue to be the best farmers we can be: 

• Safety is owned by the team on farm 

• Exceptional care of our animals for welfare 
and performance 

• Living our guardianship of the natural 
resources we farm and reducing the impact 
on the wider waterways.  

• Embracing technology, science and proven 
systems to drive on-farm performance  

 

 



DEVELOPING BEST PRACTICE FARMING FOCUSSED ON THE 
CUSTOMER AND STAKEHOLDERS 



DEVELOPING THE BEST PEOPLE 

 



PAMU BUSINESS STRATEGY – TWO PARTS: 

 
 2. Taking unique food and fibre with a fantastic provenance story to 

niche markets to meet the most discerning consumers demands. 
 

We need to meet this challenge, both on farm  and beyond the farm gate. 



MOVING UP THE VALUE CHAIN 
DAIRY – ALTERNATIVE 
BOVINE, OVINE AND 
DEER 



MOVING UP THE VALUE CHAIN 
RED MEAT – BEEF, LAMB AND 
DEER 



THROUGH OUR CONSUMERS EYES: 
UNDERSTANDING WHAT MATTERS TO THEM 

“IT’S ALL ABOUT ME, MY FAMILY AND THE FUTURE…” 

 

I LOVE THE EXPERIENCE I GET 
FROM GREAT FOOD AND 

PRECIOUS THINGS 

NUTRITIOUS AND 
SAFE PRODUCTS 
ARE IMPORTANT 

TO ME 

I WANT TO DO MY BIT AND LEAVE 
THE WORLD A BETTER PLACE FOR 

FUTURE GENERATIONS 
I WANT TO BE 

BETTER 
INFORMED SO I 
CAN MAKE THE 
BEST CHOICES 



   

Products 

Food production systems & supply chains 

Core 
products 

(e.g. cows milk) 

Advanced 
products 
(e.g., organic 

cows milk) 

Transformative 
products 

(e.g., sheep milk) 

STRATEGY STEPS UP THE GRAPH 



OUR PRODUCTS ARE GLOBAL 



SUMMARY 

• Landcorp has a proud history in NZ farming 

• We are working hard to address todays challenges 

• Our strategy is set to future proof the business and to keep 
providing leadership for NZ 

• Consumer – customer – farm system – social and environment 
we have to get it right at every level 

• Have to be exceptional products and provenance, need to get 
our story told well 

 




