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Growth Trends Brief 2006 
Fast 50 foreword

The average 2006 Fast 50 business (Fast 50) 
is seven years of age, has 41 employees, 
$11.7m in revenue and if it exports, it's 
predominantly to Australia.

This year's profile confirms the trend that 
emerged in 2005 - fast growth is not just for 
small businesses. Fast growth companies are 
getting bigger.

People power

In 2006 the Fast 50 employed an additional 
1,133 employees, averaging 22 new staff 
per business. Many companies indicated 
they would hire more, if good talent was 
available. The labour market remains tight.

Making the cut

The threshold for inclusion in the Fast 50 
increased again; 149 percent growth over 
two years was needed to feature in the list.  
412 percent was needed to make the Top 
10 and 276 percent needed to make the 
Top 20. The spread of growth between the 
Fast 50 is compact this year compared with 
previous Fast 50 lists.

Smaller companies ($250k - $5m) show  
the greatest revenue growth with 304 
percent however it is not significantly  
better than the larger ($20m+) businesses 
284 percent.

Expanding the reach

58 percent of the Fast 50 export, an increase 
on last year’s 52 percent. It is encouraging  
to see that businesses are focusing 
offshore for growth opportunities. Recent 
adjustments in the exchange rate might 
prompt other fast growing companies to 
consider exporting. See the challenges 
businesses face when exporting later in  
the nation's engine section.  

Stand out sectors

Technology companies still dominate the list, 
with about a third of the index identifying 
themselves as IT businesses. Manufacturing 
again features strongly, following the 
trend established last year. Construction 
is the third largest sector reflecting the 
recent boom flowing through to financial 
performance. Any slowdown in construction 
seems to have been shortlived and recent 
revenue growth may be sustained.  

Of the others, recruitment companies 
continue to be in demand but it is a  
surprise not to see tourism on the list  
this year.

Inner mechanics

We welcome 21 businesses back into 
the list; 15 were new last year and the 
remaining six have featured more than  
twice in previous years. 

Trade Me is again in the top five; a milestone 
they have achieved for the last four years.  

About the Survey
The Fast 50 is a Deloitte initiative which 
operates in more than 31 countries around 
the world. In New Zealand, we invite public 
and private businesses to benchmark their 
growth accomplishments and have been 
doing so since 2001.

The index is produced solely on the basis 
of revenue growth and profit is not taken 
into account. Businesses are ranked by their 
revenue growth over a two year period 
and the top 50 are named as the Deloitte/
Unlimited Fast 50. 

This year we raised the minimum revenue 
requirements from $100,000 in the base 
year to $250,000 and from $250,000  
in the last year to $500,000. This has  
attracted more mature businesses.

The data analysed for this survey is compiled 
from the entrants of the 2006 Deloitte/
Unlimited Fast 50, the attendees of several 
growth events around the country and 
feedback from our clients.

The Fast 50 is firmly established as a key 
barometer of New Zealand’s emerging 
market and the input from over 1,200 
businesses was sought. However, this  
index only ranks businesses that choose  
to participate.  

Fast 50 foreword
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Fast 50 facts 
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Transport/Logistics

Recruitment

Consulting/Wholesale

Advertising/Media/Communications

Consumer Business
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Information Technology

Fitness

Source - 2006 Fast 50 Entrants
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The following analysis has been compiled from the data supplied by 
the 50 businesses that are the 2006 Deloitte/Unlimited Fast 50 index.
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State of the nation

Source: 2006 Fast 50 Entrants

Unlocked

"A business is like a carefully constructed machine:  
success depends on the fit and durability of every single cog,  

no matter how insignificant it may seem."
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The nation's engine

Accelerating growth
Focus has shifted from staff development 
and training to the customer, as businesses 
plan for future growth.

24 percent of the Fast 50 entrants  
identified winning new customers through 
new markets, new channels or alliances  
as the principal strategy to drive further 
growth. 14 percent want to grow their 
current customers.

The only ways to grow your revenue are  
to sell more product or service or charge 
more for them. Most companies are 
focused on selling to new customers, or 
selling more to customers they already 
have.

Investing in new product/service 
development is a key part of that strategy 
but needs to be supported by effective 
marketing.

What drives a fast growth business? What factors help them  
to achieve their success? What hurdles have slowed their progress?

Entrants into the Deloitte/Unlimited Fast 50 share their  
insights into these questions and many more. 

Growth Trends Brief 2006 
The nation's engine

Principal strategies to drive growth

Win new customers

Grow current customers

New product / Service development

Staff development / Training

Strengthen management

Improve cost of sales

Grow staff numbers

Invest infrastructure

Improve expenses

Other

Maximise return on assets

Strengthen pricing

Improve return on fixed assets

Improve receivables and payables management
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The nation's engine

Changing gears
Australia continues to be the dominant 
export market for fast growing businesses 
with 30 percent selling into that market.

North America has taken over the number 
two spot from the European market.   
North America is a tough market to crack. 

Growing businesses export to

Asia

Europe

Australia

North America

Other

16%

30%

19%

16%

19%

If you don’t have established channels you  
need a very clear strategy for distribution.   
It is encouraging to see that businesses  
are tackling this challenge.

Source: 2006 Fast 50 Entrants

The challenges identified last year were 
having the right networks, support staff 
resources and funding to increase export 
sales.  

All three are prominent again this year,  
but there is also a need to understand your 
target market.  

Knowing who the key players are and  
how to access them brings a greater 
understanding of the competition.   
The right intelligence can be the  
contributing factor to success or failure. 

Speed bumps

Significant challenges faced when increasing export sales

Market knowledge  / Credibility / Access / Competition

Staff / Resources / Support

Networks / Partnership / Relationship

Funding / Capital / Cost

Distribution channels

Marketing

New market opportunities

Product development / Scalability or production

Freight and logistics

Tax framework./ Legislation / Government

Strategic and export planning

Tariff and non-tariff barriers

Other

Language and cultural differences
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Customer focus continues to be a key success 
factor driving growth. This trend has not 
changed in recent years.

Value proposition remains in the top three 
followed closely by staff and innovation.  

This year's entrants have ranked staff lower 
than in previous years. This may suggest 
that the business model of fast growing 
businesses is becoming less reliant on key 
individuals.

Drivers of success

Growth Trends Brief 2006 
The nation's engine

Key drivers of success

Customer focus

Value proposition (competitive advantage)

Staff

Innovation

Use of technology

Good governance

Marketing

Internal culture

Improvements in infrastructure / Operations

Preparedness to assume risk

Networks / Distribution

Exporting to new overseas markets

Good management

R&D

Other

Investment / Access to capital

Planning capability
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Keeping the revs up
Hard landing, soft landing – come back  
to earth.

Talk of a recession is not heard in the 
boardrooms of the entrants.  

Two thirds believe their business will grow by 
more than 20 percent in 2007.  

They are not talking about soft landings or 
hard landings - they are just full steam ahead.

Growth projection over the next 6 - 12 months
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44 percent of Fast 50 entrants believe  
the economic outlook for the next 6-12 
months is positive, up 6 percent on last year.    

The economic factor that has impacted 
most on the ability of their business to 

Powerfully positive

Growing companies economic outlook

No response

Negative

Neutral

Positive

11%

2%

44%

43%

grow in the last 12 months has been the 
exchange rate.  Despite some recent respite, 
fast growth businesses would like to see our 
dollar retreat further.

Source: 2006 Fast 50 Entrants

Source: 2006 Fast 50 Entrants
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Crash barrier or opportunity?
Managing risks associated with growth, 
internal organisational alignment and 
attracting and retaining staff continue  
to be the top three challenges growing 
businesses face.

Managing risk

Often the biggest challenge is to know 
what the risks are, but if you know them, 
understand them and manage them,  
you have a distinct advantage over  
your competition.

For some the greatest risk of all is fear  
of failure. Dreaming, believing and  
living a goal saw Sir Peter Blake win the 
America’s Cup and Sir Angus Tait survive  
the receivership of his first company A.M. 
Tait Ltd before building Tait Electronics into 
a New Zealand hi-tech industry icon.

Like these great New Zealanders, managing 
your risks is fundamental for achieving your 
growth goals.

Organisational alignment 

What was appropriate for the size of the 
business last year may not be appropriate 

now. The challenge is to create the right 
structure. It is a balancing act between three 
important but conflicting objectives:

Creating, sustaining and nurturing an 
entrepreneurial, innovative culture

Maintaining control of your business

Minimising bureaucracy

Fast growth businesses don't necessarily 
have this right - but they are conscious of it. 
Getting the balance right will pay dividends.

Attracting and retaining staff

High staff turnover or lack of resources  
are disrupting for businesses seeking 
to grow. It affects morale and in the case 
of staff leaving can draw customers away 
when their loyalty lies with the individual 
rather than the business.

This ongoing challenge is not an easy fix; 
it is a huge challenge for Fast 50 entrants.

•

•

•

Challenges faced to grow a business

Managing risks associated with growth

Internal organisation alignment for continual growth

Attracting and retaining staff

Marketing business

Planning

Exporting to new markets

Attracting capital

Creating new products to meet market demand

Effective leadership

Investment in technology

Other

Forming partnerships

Supporting innovation

Identifying outsourcing opportunities

Competition
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88 percent of entrants are planning  
to increase their workforce in the next  
6-12 months.

Continuing levels of high employment  
will mean attracting and keeping good 

People power

Are you taking on more staff in the next 6-12 months?

No

Yes

12%

88%

Source: 2006 Fast 50 Entrants

talent should be a priority. Expect businesses 
to be more innovative and flexible in their 
approach to new hires - especially those 
with talent.

10
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Will this contribute to our 
shareholders' expectations  
of growth?

How do we best leverage our 
networks to generate tangible 
returns?

Growth - is it in line with the 
strategic vision and goals of the 
company?

What is our value proposition  
to our customers?

How are we going to fund 
growth?

Is my reporting on a daily  
basis accurate?

How is our strategy of 
creativity, growth and enduring 
relationships supported by  
this action?

How does a mature company 
continue to grow in a mature 
market?

How quickly should we expand 
into Australia?

What do we want the business  
to look like tomorrow and how 
do we get there?

When is the right time to 
commence expansion ... are our 
systems ready?

•

•

•

•

•

•

•

•

•

•

•

Achieving optimum performance  

What strategic questions do growth  
businesses ask themselves?

Growth Trends Brief 2006 
Strategic questions

How do we best retain 
customers?

Are we delivering quality?

Is our growth at the right rate 
- too fast, too slow or just right?

How can we increase revenue 
while keeping costs at the  
same level as they are now?

What is the next trend in  
our market?

How do our customers  
define us?

Are we providing the best 
solution?

How deeply has our brand 
penetrated our target markets?

How do we sustain our growth?

How do we recruit the  
best staff?

Can we do what we are doing 
any better? (Are we the best in 
the market?)

What differentiates us from 
other providers?

What can we be the best in  
the world at?

Can my cashflow sustain  
this growth?

•

•

•

•

•

•

•

•

•

•

•

•

•

•

"How to use brand “NZ” as a competitive  
  advantage in overseas markets?"
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Fine tuning the focus
Auckland & Northland
Information technology remains the 
prominent high growth sector in the 
Auckland region although slightly down  
on the previous year. The construction, 
utilities, and property industries, however  
have seen a resurgence - up 8 percent on  
the previous year, to 13 percent as a 
proportion of high growth businesses.

Auckland Fast 50 businesses have grown  
at an average rate of 280 percent, just  
shy of the national average of 294 percent.  
This is in contrast to last year where 
Auckland growth rates were 56 percent  
above the national average.

Reflecting an economy that continues  
to defy the experts’ predictions of a 
slowdown, the 2006 forecast growth  
rate for the Auckland region shows 
45 percent of entrants expecting their 
businesses to grow at over 50 percent next 
year. This is a marked increase from the  
31 percent recorded in 2005 and supports 
the finding that 86 percent believe the  
near-term economic outlook is either 
positive or at worst neutral.

Growth continues to be an important 
agenda item at management meetings  
with the evidence showing a swing  
toward planned growth even for businesses 
at a relatively early stage. Businesses are 
taking the time to develop and implement 
strategies to drive growth with a real focus 
on creating stakeholder value.

Auckland businesses identify the same  
three major challenges to achieving  
their growth forecasts as last year, being

Managing risks associated with 
growth;

attracting and retaining staff; and

internal alignment for continual 
growth.

Managing risks associated with growth  
has moved to number one this year at  
the expense of attracting and retaining 
staff, however, with 96 percent of Auckland 
businesses expecting to take on more  
staff in the next 6-12 months, attracting  
and retaining staff will remain a major 
constraint to business growth.

The major attributors to success have 
remained relatively stable from last year,  
with customer focus, innovation, and 
competitive advantage being the top  
three drivers. Attributing success to staff  
has taken a fall from last year and may 
reflect continued capacity constraints 
forcing a change in focus away from staff  
as a key competitive advantage.

While 45 percent of Auckland businesses 
are expecting to achieve their growth  
forecasts through organic growth,  
there are also a significant number  
(22 percent) who are acquisitive.  
Only 1 percent of businesses expect  
the growth to be driven predominantly  
by overseas expansion.

•

•

•

Growth Trends Brief 2006 
Auckland & Northland

Tim White
Manager - Auckland
Tel: + 64 9 303 0885 
Fax: + 64 9 309 4947
Email: timwhite@deloitte.co.nz

Ralph Marshall
Partner - Auckland
Tel: + 64 9 303 0884 
Fax: + 64 9 309 4947
Email: rmarshall@deloitte.co.nz

On the back of a period of sustained 
economic activity and growth, the  
region looks set to continue to grow  
in the short-term. However, capacity 
constraints – particularly skills, will  
continue to challenge local businesses,  
and innovative strategies to deal with 
these constraints both at a governmental 
and business level will be key in ensuring  
a good level of sustainable growth into  
the future.
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Keeping the revs up

Crash barrier or opportunity?

Growth Trends Brief 2006 
Auckland & Northland

Growth projection over the next 12 months
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Key challenges faced to grow a business

Managing risks associated with growth

Attracting and retaining staff

Internal organisation alignment for continual growth

Marketing business

Attracting capital

Planning

Effective leadership

Exporting to new markets

Creating new products to meet market demand

Other

Supporting innovation

Investment in technology

Forming partnerships
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"Businesses are taking the time to develop and implement strategies  
to drive growth, with a real focus on creating stakeholder value."

Source: 2006 Fast 50 Auckland and Northland Entrants

Source: 2006 Fast 50 Auckland and Northland Entrants
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Drivers of success

People power

Growth Trends Brief 2006 
Auckland & Northland

What are the key drivers to success?

Customer focus

Innovation

Value Proposition (competitive advantage)

Staff

Internal culture

Use of technology

Preparedness to assume risk

Good governance

Networks / Distribution

Marketing

Improvements in infrastructure / Operations

Good management

Exporting to new overseas markets

Other

R&D
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Are they employing more staff in the next 6 to 12 months?

No

Yes

4%

96%

"The major attributors to success have remained relatively stable on last year."

Source: 2006 Fast 50 Auckland and Northland Entrants

Source: 2006 Fast 50 Auckland and Northland Entrants
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Central North Island
The 2006 Fast 50 has seen the emergence 
of consumer businesses becoming  
a prominent growth sector in the Central 
North Island, in particular, the online 
retailing of leisure goods. Transport, 
Logistics and Manufacturing continue  
to achieve strong growth in the region,  
with the growth in these areas linked  
to servicing the traditional primary  
industries of the Central North Island. 
Underpinning this growth has been a  
strong customer focus (25 percent),  
which looks set to continue in attracting 
new and growing existing customers.

Another new area of growth is in business 
brokering, which builds on one of last year’s 
themes of implementing formal succession 
plans. Succession plans are critical to 
business continuity, and recognise the fact 
that many ‘baby boomer’ family businesses 
are looking for sensible exit strategies.  
Staff form a critical part of any succession 
plan. There is a continued focus on retaining 
key staff by providing performance based 
packages through to Management Buy Out 
opportunities. 

Attracting and retaining staff (20 percent)  
is a key challenge for businesses in the 
region. Increasing levels of “Generation 
Y” within our workforce (currently 20 
percent and expected to rise to 40 percent 
within five years) are forcing organisations 

to refocus on how they value employees. 
Demand is increasing for a flexible work 
environment that provides a learning focus, 
and a strong performance management 
structure that provides regular feedback.

Attracting and retaining staff affects 
organisational development and planning. 
An organisation’s strategic plan should 
align with its strategic HR and workforce 
plan. Building a strategy around growth 
has become more common in practice, 
with company leaders stepping back from 
operations and seeing how they  
can work “on” the business and not  
“in” it. Businesses are looking at monitoring 
their strategy and tracking it to the success 
it achieves. This theme was top of the mind 
during recent growth forums this year, 
through looking at management decision 
support and the changing role of leadership 
in growth companies. 

Overall it has been another prosperous  
year for Central North Island businesses, 
with the outlook for the coming year set 
to bring increased growth, and continued 
strong economic activity.

Growth Trends Brief 2006 
Central North Island

Hilton Joll
Associate Director - Hamilton
Tel: + 64-7-838 4806 
Fax: + 64 7 838 4810
Email: hjoll@deloitte.co.nz

Michael Crawford
Partner - Hamilton
Tel: + 64-7-838 4804 
Fax: + 64 7 838 4810
Email: micrawford@deloitte.co.nz



18

Crash barrier or opportunity?

Keeping the revs up

Growth Trends Brief 2006 
Central North Island

Growth projection over the next 12 months
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Internal organisation alignment for continual growth

Attracting and retaining staff

Other

Managing risks associated with growth

Investment in technology

Attracting capital

Marketing business
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Key challenges faced to grow a business

"Underpinning the growth has been a strong customer focus, which looks set to continue."

Source: 2006 Fast 50 Central North Island Entrants

Source: 2006 Fast 50 Central North Island Entrants
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Drivers of success

People power

Growth Trends Brief 2006 
Central North Island

Customer focus

Improvements in infrastructure / operations

Value Proposition (competitive advantage)

Good management

Use of technology

Staff

Innovation

Preparedness to assume risk

Networks / distribution

Planning capability

Marketing

Internal culture
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What are the key drivers to success?

No

Yes

15%

85%

Are they employing more staff in the next 6 to 12 months?

"Attracting and retaining staff effects organisational development and planning."

Source: 2006 Fast 50 Central North Island Entrants

Source: 2006 Fast 50 Central North Island Entrants
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Wellington & Lower North Island
The Wellington and Lower North Island 
region is again well represented in the  
Fast 50, with 11 businesses featured  
including six new entrants. It is pleasing  
to see two of the top five and four of the  
top 10 from this region.

42 percent of our region’s entrants were 
from the IT sector, which demonstrates  
just how significant this industry has 
become. We are yet to see the impact  
of the creative and design industries  
talked about in Wellington on the index.  
Perhaps this sector is still too young to 
qualify and might start showing up in  
years to come.

Our entrants expect to maintain their  
strong growth, with 42 percent expecting 
to grow by more than 50 percent in 
the next year, and a total of 88 percent 
expecting to grow by more than 20 percent. 
This is reflected in 83 percent of entrants 
indicating they will employ more staff in  
the next 12 months with only eight percent 
voicing concern about the impact of  
a negative economy.

Many of our region’s entrants are relatively 
small (33 percent employ less than 10 
people and a total of 79 percent employ 

less than 50 people) and therefore will 
almost certainly be facing the challenge  
of internal organisational alignment  
to ensure they stay in control of their 
business. Managing risks associated  
with growth will also be an important  
issue for these businesses.

As to what makes our region’s entrants 
successful, they have again indicated  
that customer focus, staff and value 
proposition / competitive advantage are 
the three critically important drivers of their 
success. These are the same three factors 
identified over the last three years. For 
anyone not growing, there seems to be a 
very strong message here.

It was interesting to see our region’s 
entrants identify winning new customers 
(28 percent) was more significant  
to growth than growing existing customers 
(25 percent). This could be related to an 
increased focus on new export markets. 
Only two of our region’s entrants currently 
earn more than 50 percent of their revenue 
from exports. There appears to be an 
increase in export revenues from Asia and 
Europe, although Australia remained by far 
the largest export market of our entrants.

Growth Trends Brief 2006 
Wellington & Lower North Island

Tim Richards
Associate Director - Wellington
Tel: + 64 4 470 3697 
Fax: + 64 9 472 8023
Email: timrichards@deloitte.co.nz

Greg Anderson
Partner - Wellington
Tel: + 64 4 495 3901 
Fax: + 64 9 472 8023
Email: greganderson@deloitte.co.nz
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Managing risks associated with growth

Attracting and retaining staff

Internal organisation alignment for continual growth

Marketing business

Exporting to new markets

Effective leadership

Attracting capital

Forming partnerships

Creating new products to meet market demand

Planning

Supporting innovation

Supplier pricing / Relationship

Competition

                       22%

                    17%

                                                            15%

                                            10%

                                        9%

                                7%

                        6%

                 4%

                 4%

          3%

1%

1%

1%

0%      5%          10%                15%                 20%      25%

% of Entrants

Key challenges faced to grow a business

0%        10%         20 - 50%       50+% 

50%

40%

30%

20%

10%

0%

% Growth

%
 o

f 
En

tr
an

ts

4%
8%

46%
42%

Growth projection over the next 12 months

"Our entrants expect to maintain their strong growth with  
42% expecting to grow by more than 50% in the next year."

Source: 2006 Fast 50 Wellington & Lower North Island Entrants

Source: 2006 Fast 50 Wellington & Lower North Island Entrants

Crash barrier or opportunity?

Keeping the revs up
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Drivers of success
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Wellington & Lower North Island

Customer focus

Staff

Value Proposition (competitive advantage)

Good management

Innovation

Use of technology

Marketing

Exporting to new overseas markets

R&D

Networks / Distribution

Internal culture

Preparedness to assume risk

Creativity
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What are the key drivers to success?

No
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83%

Are they employing more staff in the next 6 to 12 months?

17%

"There appears to be an increase in export revenues from Asia and Europe, 
although Australia remained by far the largest export market of our entrants."

Source: 2006 Fast 50 Wellington & Lower North Island Entrants

Source: 2006 Fast 50 Wellington & Lower North Island Entrants
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Christchurch & Upper South Island
The Christchurch based entrants in the 
Fast 50 index normally throw up the odd 
surprise – the quiet achiever with a low 
profile but stunning revenue growth.  
This year there are fewer surprises with the 
majority of Christchurch and Upper South 
Island entries being well recognised names.

There is good representation from 
our traditional regional strengths 
in manufacturing, engineering and 
information technology. Businesses  
in these segments are highly optimistic  
about future prospects, particularly those 
with export ambitions.

90 percent of the region’s entrants expect  
to employ more labour in the next 12 
months which is comparable to 2005.  
This continues to signal a tight labour 
market. Attracting and retaining talented 
staff remains a key challenge for all 
companies but particularly fast growers. 18 
percent of entrants identified their staff as  
a key factor of success. 

The three top challenges remain unchanged 
from 2005, namely:

Internal and organisational alignment 
- i.e. making sure our organisation 
structure continues to focus our efforts 
in the right places and that there is 
accountability for growth.

•

Managing risk associated with growth 
- with increased activity and revenue 
comes increased risk. Being able to 
lift our head above the parapet and 
anticipate these risks and formulate 
strategies to manage these risks before 
they materialise is a major challenge to 
fast growth businesses.

Attracting and retaining talent - 
Employees with skills and talent are  
in big demand. At the moment it is an 
employee’s market. Businesses have 
put a lot of effort into their strategic 
responses to this challenge. Poaching 
or shoulder tapping talent from other 
organisations is rife and more energy 
is being applied to making sure 
businesses keep their good talent. The 
key message is to be conscious that 
your best employees have options 
– don’t make them make a choice.

Economic uncertainty and exchange rates 
were identified as key external factors 
impacting on future business growth. 
Despite this uncertainty in local and global 
markets, confidence among the growth 
businesses continues to be high, although  
a little down from 2005. 30 percent of our 
region’s entrants expect to grow revenue 
over the next 12 months by between  
20-50 percent, with 15 percent expecting 
revenue growth over 50 percent. 

•

•

Richard Bailey
Associate Director - Christchurch
Tel: + 64 3 363 3726 
Fax: + 64 3 366 6539 
Email: ribailey@deloitte.co.nz

Brett Chambers
Partner - Christchurch
Tel: + 64 3 363 3810 
Fax: + 64 3 366 6539 
Email: bchambers@deloitte.co.nz

The overall message from this year’s entrants 
appears to be a focus on achieving steady, 
planned and controlled growth over the 
next 12 months which bodes well for the 
future. Having achieved triple digit growth, 
their aim is to take greater control of their 
destiny, to manage the growth and convert 
more of that strong revenue performance to 
shareholder value.
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Internal organisation alignment for continual growth

Managing risks associated with growth

Attracting and retaining staff

Planning

Effective leadership

Creating new products to meet market demand

Attracting capital

Marketing business

Supporting innovation

Investment in technology

Receivables / Taxes

Quality of products

Identifying outsourcing opportunities

Forming partnerships

Exporting to new markets
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Key challenges faced to grow a business

"There is good representation from our traditional regional strengths."

Source: 2006 Fast 50 Christchurch & Upper South Island

Source: 2006 Fast 50 Christchurch & Upper South Island

Keeping the revs up

Crash barrier or opportunity?
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Drivers of success

People power

What are the key drivers to success?

Customer focus

Staff

Internal culture

Innovation

Networks / Distribution

Marketing

Value proposition (competitive advantage)

Investment / Access to capital

Exporting to new overseas markets

Preparedness to assume risk

Good governance

Use of technology

Technical expertise in niche market

R&D

Imporvements in infrastructure
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What are the key drivers to success?

No
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10%

90%

Are they employing more staff in the next 6 to 12 months?

"90% of the region’s entrants expect to employ more labour in the next 12 months."

Source: 2006 Fast 50 Christchurch & Upper South Island

Source: 2006 Fast 50 Christchurch & Upper South Island
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Dunedin & Lower South Island
Growth in the Dunedin and Lower South 
Island region has continued on an upward 
trend in 2006 with manufacturing and 
tourism businesses continuing to make 
an impact in the region. While only two 
businesses from this region made it into the 
overall Fast 50 index, all entrants showed 
promising growth in what was originally 
forecasted as a period of slowing economic 
growth.

Businesses primarily attributed their growth 
to their staff, good management and a real 
customer focus. The employment market 
has remained tight in 2006 and our Fast 50 
entrants have done well to retain key staff 
to provide a stable platform for continued 
growth. Other contributing factors included 
the ability to source investment for 
innovation and growth. 

One of the key challenges identified for 
driving growth last year was attracting  
and retaining talent. This trend was not  
as prevalent in the 2006 year, with many 
businesses identifying risk management  
and marketing as their biggest challenges 
for the future. 

As with the 2005 year the majority of the 
entrants identified the need to align the 
internal organisation for continual growth. 
This is a common challenge in fast  

growing businesses and is one that  
can be overlooked without robust  
planning and feedback processes in place. 
The acceptance of business planning 
has grown over the last few years, with 
many businesses realising the planning 
process is an important blueprint for future 
performance, growth and ultimate success.

The effect of the strong New Zealand  
dollar impacted the performance of  
a number of manufacturers.  
However, several entrants, who import  
and distribute products in New Zealand  
benefit from the currency.

The property and construction sector 
continues to grow, particularly in the 
Central Otago region. It was promising  
to see two businesses associated with  
this sector showing strong overall growth. 

67 percent of our entrants are looking  
to employ more staff in the next year.  
It will continue to be necessary to retain 
existing employees whilst trying to recruit 
new employees to cater for the expected 
increase in growth.

Kyle Cameron 
Associate Director - Dunedin
Tel: + 64 3 474 8674 
Fax: + 64 3 474 8650
Email: kycameron@deloitte.co.nz

Mike Horne 
Partner - Dunedin
Tel: + 64 3 474 8647 
Fax: + 64 3 474 8650
Email: mhorne@deloitte.co.nz
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Growth projection over the next 12 months

Managing risks associated with growth

Internal organisation alignment for continual growth

Marketing business

Other

Exporting to new markets

Creating new products to meet market demand

Effective leadership

Attracting capital

Attracting and retaining staff

Planning

Forming partnerships
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Key challenges faced to grow a business

"All entrants showed promising growth in what was forecasted as a period of slowing economic growth."

Source: 2006 Fast 50 Dunedin & Lower South Island Entrants

Source: 2006 Fast 50 Dunedin & Lower South Island Entrants

Keeping the revs up

Crash barrier or opportunity?
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Drivers of success

People power

Staff

Good management

Other

Innovation

Use of technology

Marketing

Improvement infrastructure

Preparedness to assume risk
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What are the key drivers to success?

No
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Are they employing more staff in the next 6 to 12 months?

33%

67%

"Entrants identified the need to align the internal organisation for continual growth."

Source: 2006 Fast 50 Dunedin & Lower South Island Entrants

Source: 2006 Fast 50 Dunedin & Lower South Island Entrants
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