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Executive Summary 

 

The company that I have chosen to investigate is the NZ branch of Sanitarium known as 

Sanitarium Health and Wellbeing New Zealand which hold a status of being a charity.  This 

report has been writing in conjunction with tuition and readings from APMG 8119 (Digital 

Enterprise).  On completion, this report will be available for public viewing as part of my on-

going blog at www.wordpress.com. 

 

The breakfast giant started as an accidental creation back in the late 1800’s and has grown 

in New Zealand to become one our biggest companies.  Sanitarium is owned by a registered 

company but due to their religious Seventh Day Adventist beliefs are operating as a tax-free 

entity.  Because of Sanitarium’s structure they do not hold traditional shareholders and it 

makes them slightly unusual as a business.  However for day to day operations the same 

distinction as Kellogg’s would apply in their on-going combat for market dominance. 

 

Sanitarium’s biggest rivals as mentioned are Kellogg’s who holds a significant 23% compared 

to Sanitarium who hold 35%, both companies are heavily invested in breakfast cereals which 

makes the up the bulk of their earnings.  Like any business Sanitarium has risks and benefits 

associated with their revenue and in order to continue to be successful they must constantly 

scan for opportunities and threats in order to stay ahead of their competitors. 

 

Sanitarium has an on-line presence, but does not allow customers to buy direct.  Their 

website is devoted to the brand name and images allowing for communication to their 

customers and for customers to communicate back.  Costs therefore are similar to that of a 

traditional bricks and mortar store as opposed to a business like Countdown who does sell 

on-line and can reduce store costs. 

 

Much discussion has arisen in the scope of this report and via other media articles 

surrounding the ability for Sanitarium to conduct business as a charity and the section of 

value creation looks at how this is affected both internal and external.  Because of this 

status Sanitarium attracts much scrutiny from the media, public and competitors.   
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This report has analysed what the future holds for Sanitarium and how it may be 

appropriate for them transform their approach in business today to add impending value for 

the ensuing years to come through the use of new product development, better 

communication and more strategic community involvement. 
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Sanitarium Health and Wellbeing New Zealand 

 
Sanitarium Health and Wellbeing New Zealand (Sanitarium) holds a presence on the 

eCommerce front by its presentation of their website.  Curiously they do not sell their 

products via this medium, but rather their branding as their products are distributed to 

consumers via supermarkets. 

 

Analysis of Business 

 

Sanitarium product range is: 

Breakfast cereals: 
Weet-Bix Crunch Honey Bites 
Weet-Bix Crunch Cocoa Bites 
Weet-Bix Multi-Grain 
Weet-Bix with Hi-Bran 
Weet-Bix with Oat Bran & Honey toasted Oats 
Weet-Bix Fruity Bites Apricot, Wildberry  
Weetabix (UK & North America) 
MultiGrain Bites 
Oat & Barley Bites 
Up & Go Liquid Breakfast 
Up & Go Yoghurt 
Granola 
Granola Clusters 
Puffed Wheat 
Honey Weets 
Skippy Corn flakes 
Skippy Ricies 
Light'n'tasty 
Muesli Range  
Cluster Crisp Range  
Weeties  
Double Crunch Apple and Cinnamon (NZ) 
Double Crunch Apricot (NZ) 
Coles Smart Buy 
Aldi Wheat Biscuits 
IGA Wheat Biscuits 
GHF Vita Brits (NZ only) 
GHF Toasted Muesli (NZ) 
Fibre Life Range 
Bran Bix 

Meals: 
Deli Luncheon 
Breakfast & Lunch Today 
 
Spreads: 
Sanitarium Peanut Butter 
Peanuts Peanut Butter (USA) 
Natural Peanut Butter 
Marmite (NZ & Aus) 
Vitamite (Aust) 
  
Dairy Alternatives: 
So Good Ice Cream 
So Good Lite 
Flavoured So-Good 
Organics Simply Soy 
Rice Milk 
 
Meat Alternatives: 
Vegie Delights(4 x Vegan Sausages) 
Savoury Lentils 
Tender Pieces 
Casserole Mince 
Country Hotpot 
Vegetarian Sausages 
Nutmeat 
Nutolene 
Rediburger 
Sanitarium Brand Nuts and Confectionery 
 

 

(New Zealand Health Food Limited, n.d.) 
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Sanitarium is a member of the Seventh Day Adventist Church in New Zealand and as such 

affords charity status since 30 June 2008 (Charities Comission Komihana Kaupapa Atawhai, 

n.d.).  As such they are required under the Charities Act to submit an annual return of which 

their year-end is 30 June details; of which will be analysed later in this report.  Their legal 

name is New Zealand Health Association Limited and trades as Sanitarium Health and 

Wellbeing.   

 

Sanitarium has qualified for charity status under the sectors of Religious Activity by way of 

religious advancement, which is allowable under Section 43 of The Charities Act within New 

Zealand Law (Charities Comission Komihana Kaupapa Atawhai, n.d.).  This means that 

Sanitarium does not need to pay income tax nor is it required to pay council rates.   

 

Sanitarium operates nationwide in New Zealand with close links to the Australian Sanitarium 

company.  Within New Zealand they have 500 full-time staff, 130 part-time staff and 12 

volunteers in an average week (Charities Comission Komihana Kaupapa Atawhai, n.d.) and 

approximately 1700 staff in Australia. 

 

New Zealand Health Association Limited is wholly owned by The New Zealand Conference 

Association by 100 share parcels (Ministry of Business, n.d.).  They have five directors of 

which two are based in New Zealand:  

 

 

(Charities Comission Komihana Kaupapa Atawhai, n.d.; Ministry of Business, n.d.) 
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Sanitarium started its journey in New Zealand when Seventh Day Adventist Ellen White’s 

son Edward Halsey moved here and started baking in Christchurch in 1900.  Today 

Sanitarium has factories in Auckland, Christchurch and throughout Australia, they also own 

a number of other businesses in New Zealand such as a café in Victoria Street (New Zealand 

Health Food Limited, n.d.).  Christopher Adams’ article (Adams, 2012) in the New Zealand 

Herald notes two additional entities Avondale Life Health Food and Bethesda Retirement 

Village, however as these companies are not registered and there is no transparency to 

confirm what other entities Sanitarium owns and operates. 

 

Analysis of Industry 

 

In essence Sanitarium is in the industry of providing cereals and vegetarian food products.  

However, according to their registration status Sanitarium is: 

 

 Commercial activity for raising funds to promote & educate healthy eating & healthy 

living (in accordance to religious beliefs) 

 Makes grants to organisations (including schools or other charities) 

 Sponsors / undertakes research 

 Provides advice / information / advocacy 

(New Zealand Health Food Limited, n.d.) 

 

Originally, Sanitarium’s two biggest products Weet-Bix and Skippy Cornflakes were 

developed and promoted by Ellen White, a devout vegetarian, within the church as being a 

cure for masturbation in the youth in the mid 1800’s (Ellen G White Estate Inc, 1999).  Since 

then the industry has changed from that of religious proselytization into simply a breakfast 

cereal. 

 

Clearly the breakfast industry has been around since Adam was in nappies and today most 

New Zealand residence chose between cereal or toast (predominately).  However, Weet-Bix 

was first developed as an alternative to bread during the flour stricken times of the first 
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world war in America (New Zealand Health Food Limited, n.d.), hence why at times Weet-

Bix are halved and covered with a spread - preferably Marmite also produced by Sanitarium.  

 

Sanitarium’s website because it is not a retail site, is therefore aimed at marketing their 

brand name and products with some details surrounding their other business activities.  As a 

digital enterprise site they have managed the ability to connect their products to the brand 

well with a range of digital mediums.  This has been reflected with Sanitarium winning the 

most trusted breakfast brand in New Zealand Award 2012 (New Zealand Health Food 

Limited, n.d.).  Through this digital medium they can interact directly with their consumers 

and provide a way in which consumers can communicate back to them via feed-back forms. 

 

Sanitarium markets its brand as being healthy and their philosophy is as follows: 

 

Mission -  “To share with our community a message of health and hope for a better 

life” 

Vision -  “To lead, inspire and resource the genuine experience of happy, healthy 

living in our community” 

Values -  “Care, courage, humility, integrity and passion” 

(New Zealand Health Food Limited, n.d., p. Our Philosophy) 

 

Analysis of Market 

 
Sanitarium New Zealand holds around a 35% share in the cereal market with their biggest 

rival Kellogg’s up-holding a 23% share (Adams, 2012).  Yet interestingly both Sanitarium and 

Kellogg’s have origins back to the beginnings of a wheat based breakfast cereal accidentally 

created in 1800’s by a privately run health Sanitarium for the rich in Battle Creek, America 

(Kellogg (Aust.) Pty. Ltd, n.d.).  Both founders of the New Zealand industry today originated 

from the same place, with Will Kellogg being a direct descendent of Battle Creek founders. 

 
Kellogg’s also promote themselves as providing “…quality products for a healthier world” 

(Kellogg (Aust.) Pty. Ltd, n.d., p. Company), but their products are different to Sanitarium’s 
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as they are not as high fibre based.  Other competitors that make up the rest of the 42% of 

the cereal market are: 

 

 Hubbards 

 J R Fields 

 Freedom 

 Select 

 Natures Path 

 Harraways 

 Healtheries 

 Uncle Tobys 

 Envirokidz 

 Nestle 

 Ceres 

 Macro Cereal 

 Be Natural 

 Norganic 

 Weight Watchers 

 Vogel 

 Countdown 

 Grain Health 

 Nicolas 

 Signature 

 Vita Brits 

(Countdown, 2012) 
 
The target market for a breakfast cereal in New Zealand is any person who is old enough to 

be able to consume a cereal.  A worldwide market also exists for consumers who are being 

satisfied either by Sanitarium Australia or New Zealand products being exported. 
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Shareholders 

 

The New Zealand Conference Association (NZCA) is not a legally registered identity and as 

such is not afforded the protection of the Companies Act, however New Zealand Health 

Association Limited who is own by NZCA is a Limited Liability Company under which 

Sanitarium trades. 

 

An interesting question is raised surrounding the shareholding of NZCA as the transparency 

of this entity is not shown given that it is not a registered entity.  Ultimately Sanitarium is 

strongly affiliated with the Seventh Day Adventist Church so does this make their god the 

shareholder?  Conversely, Sanitarium does not have to appease shareholders or provide 

profits in the way of dividends and therefore the traditional stakeholder theory would also 

not apply (Donaldson & Preston, 1995).   

 

All profits therefore that are made by Sanitarium are able to be distributed or used as 

directors sees fit in accordance with their constitution rules (see 2.2 A-L, Appendix B) 

(Charities Comission Komihana Kaupapa Atawhai, n.d.). 

 

Stakeholders 

 

Like a run-of-the-mill business Sanitarium has the usual array of stakeholders being staff, 

customers, suppliers and community (in a business sustainable sense).  However as 

mentioned above they do not possess traditional shareholders, but given that they are 

closely associated to the church, in some ways they would act as a shareholder would.  

Obviously the Seventh Day Adventist Church does not afford the same responsibilities or 

protection that a shareholder receives per The Companies Act 1993. 

 

  



12 
 

Sanitarium is involved with the community through their various associations and charity 

work.  Those noted are: 

 

 Weet-Bix Kids TRYathlon 

 Kick Start Breakfast Club 

 Turn Your Life Around 

 STARS Youth Development Programme 

 QuitNow 

 World Vision NZ 

 ADRA Charity Fun Run 

(New Zealand Health Food Limited, n.d.) 

 

In addition to the above the Charities Commission and the Inland Revenue Department will 

also be stakeholders in Sanitarium, although Inland Revenue to a lesser extent than a 

traditional company as Sanitarium does not pay income tax.   

 

Summary of Sanitarium 

 

Sanitarium with 35% of the cereal market in New Zealand holds the largest portion of the 

market.  Their inter-active on-line website provides information surrounding their products 

and promotes the Sanitarium brand.    Since Sanitarium is a charity owned business they do 

not have shareholders but are affiliated with the Seventh Day Adventist Church and through 

their products promote a healthy body for all New Zealanders. 

 

Sanitarium’s main food focus is wheat based breakfast foods and vegetarian options and 

their largest competitor is Kellogg’s who is also in the same industry possessing 23% of the 

market.  Kellogg’s however is not a registered charity and its shareholder company is 

registered on the Australian Stock exchange, Kellogg’s NZ and Australia make up the global 

group whose parent company is in the States. 
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Revenue Analysis 

 

In the following sections Sanitarium’s operations will be broken down and analysed.  Whilst 

it would be useful to liken the revenue of Sanitarium to that of Kellogg’s, comparison is 

difficult as Kellogg’s set of financial statements are consolidated to that of its Head Quarters 

in the United States, further the preparation of financial reports are done so under GAAP 

rules and not IAS as is Australia and New Zealand which will alter the revenue reported. 

 

Why is Revenue Created? 

 
There are a number of reasons revenue is created and measured within a business; firstly 

revenue makes up one of the three most important aspects of the statement of financial 

performance coupled with cost and profit.  All of these three elements are what the 

directors and shareholders will measure business performance by and base decisions 

around the future operations of the business on. 

 
For any business, growth is a significant element of being competitive within their industry 

and as discussed prior Sanitarium holds the largest portion of the market and will be seeking 

to whittle away market share from Kellogg’s and its other competitors.  In doing this 

additional revenue will be created as a result and be available for distribution per 

Sanitarium’s charter (See Appendix B). 

 
There are of course legal reasons why Sanitarium and any other company in New Zealand 

must create revenue and this is to meet the solvency test; where Sanitarium’s assets must 

meet its liabilities in order for them to continue to trade.  Interestingly one of the main 

reasons the solvency test was created was to protect the interests of the shareholder… 

 
The ability to create revenue allows Sanitarium the cash flow needed to put into costs such 

as advertising, marketing and development of new products and brands.  Without this 

Sanitarium’s life cycle would be short lived as even the cereal market will not remain 

unchanged forever.  In turn these elements contribute toward the overall growth of the 

business as well. 
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Strategic development and value creation are also other important aspects relating to 

revenue and growth and these will be covered in more depth in the proceeding sections 

under value creation analysis. 

 

How is Revenue Created? 

 

 
 
In the traditional sense revenue is created by the sale of goods and/or services to 

customers; however like other well-known companies Sanitarium, supported via their 

website also creates revenue through its branding, a good example of this is the ‘Marmite’ 

brand which is heavily protected by trade mark laws.  Recently Sanitarium in conjunction 

with NZ Customs took measures to protect their branding by halting importation from the 

UK of the much converted spread after their factory was heavily damaged in the 

Christchurch earthquake (Boyer, 2012; New Zealand Health Food Limited, n.d.).  Actions 

undertaken like this is ultimately about protecting their brands and the revenue that it 

generates. 
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Sanitarium also creates revenue from other investments that could be held either here or 

overseas.  Avondale Life Health Food and Bethesda Retirement Village in Manage are two 

businesses cited in New Zealand along with Asklepion Pharmaceuticals, Primoridia Seeds 

and Sweet Green Fields as cited by Christopher Adams recently (Adams, 2012) as being 

based in America and making up $13 million of the $16 million in investments on 

Sanitarium’s balance sheet.  

 
Further Sanitarium under its charity status also receives revenue from activities that other 

business would probably not, like bequests and donations (see the next section for details).  

These types of revenue are aligned with Sanitarium’s core business of being a charity and as 

such are also exempt from tax for the receiver, Sanitarium and the giver, the donor.  This 

creates a cash flow advantage for Sanitarium over its competitors. 

 
Lastly another area of significant revenue is grants and sponsorship revenue created which 

is received from either the New Zealand government or other bodies.  In analysing 

Sanitarium next, it is surprising the volume of income such a revenue stream creates.  These 

grants and sponsorships will be used as part of the community involvement Sanitarium 

conducts and again makes up the sector of business of religious development by which they 

are registered. 

 

Total Revenue Created 
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Service income and operating income for Sanitarium has been consolidated into one figure, 

however I have estimated the income separately for both activities to be: 

 
Service: $   6,431,407 

Operating: $ 79,655,491 

 

Whilst ‘service’ income is not defined by Sanitarium nor is it a requirement of its financial 

reporting I can make the assumption that this is derived mostly from activities such as 

elderly rest home care, but such assumptions cannot be verified. 

 

In New Zealand an $89.8 million income is considered significant, by comparison Kellogg’s 

produced $942 million USD$ in 2011 (approximately 1.1 billion NZD) but this income was 

spread across all of Asia and the Pacific (Kellogg Company, 2011). 

 

Risk Associated with Revenue 

 
Like any business the owners/directors are faced with risks that could and do affect their 

revenue.  For instance Sanitarium suffered major operational losses to one of its buildings 

that produced Marmite located in Christchurch after it was closed due to damage in 

November 2011 (New Zealand Health Food Limited, n.d.).  This type of risk is unforeseen 

and with most businesses adopting just-in-time inventory stocks, supplies soon ran short 

leaving New Zealand with a nation-wide marmite shortage.  Mild consumer panic ensued 

when the supermarkets ran out of stock and capitalists around the country started 

auctioning off their cupboard supplies for exuberant prices. 

 
Whilst the factory is due to reopen again in October this year (New Zealand Health Food 

Limited, n.d.), it is unknown at this stage the effect this will have on revenue.  Further there 

is the underlying result that this will have on the Marmite brand which is not financially 

measureable for some time (if ever). 

 

Another and yet possibly a bigger risk Sanitarium may face is the review that the Inland 

Revenue is conducting into the Charity status of many business in New Zealand (Inland 
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Revenue Department, 2011) and with any change of government and the bad press that 

Sanitarium receives surround their tax deductions (Adams, 2012; Blundell, 2008; Edwards, 

2008; Gomez, 2011; Wallace, 2008), it is possible that they may lose charity status in the 

future.  This creates a tax liability and instantly affects Sanitarium profit; to what extent I am 

unsure due to reporting flexibility. 

 
The above only briefly touches upon some of the risks that Sanitarium, or any business, 

faces that can affect their revenue, whether the risk is man-made; competition, bad 

management, bad business modelling etc or natural such as earthquakes, resource 

depletion through disease etc.  The only measure that Sanitarium can take is to ensure that 

it analyses the risk it faces now and perceive future risk and has contingency plans and 

funds in place to deal with such unforeseen events. 

 

Opportunities Associated with Revenue 

 
Already Sanitarium has the lead over the competitors as demonstrated with its market 

share and probably that part is due to the fact that Sanitarium will have a cash-flow 

advantage over the competitors through its tax relief.  In the near future I would envisage 

increased short-term revenue when Marmite returns to the New Zealand and Australian 

market. 

 
There are numerous opportunities available to Sanitarium in the area of revenue creation as 

the cereal market is not exclusive to that which has been produced and invented thus far.  

Further Sanitarium also has other avenues due to its charity status that can also create 

additional revenue here and in other markets, of which these will be discussed later in the 

Future Value Creation section.    

 

Currently the market share experienced by Sanitarium for its existing products is unlikely to 

see significant increases of revenue as product saturation would have reached its attrition 

levels already, hence new product development needs to occur. 
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Summary of Revenue Analysis 

 
Whilst Sanitarium is required under the Charities Act to disclose their financial statements 

to the public which are filed and held on the Charities register, it is difficult to find out 

details surrounding the other companies, associations and affiliations that Sanitarium holds 

due to the fact that the majority of these are not registered entities and ownership is 

difficult to establish or trace. 

 

Sanitarium derives 88.7% of its revenue from their product range which is supported by 

their website www.sanitarium.co.nz for nutrition advice etc, emphasising the already strong 

brand names.  The company also extracts other revenue from other sources such as 

sponsorships, grants, donations, bequests and affiliations with other industries that link with 

the Seventh Day Adventist Church. 

 

Sanitarium is well known in the community and host events such as the children’s TRYathlon 

and whilst they did suffer operational shut-downs after the earthquakes in Christchurch, 

they have been lucky to remain predominately unaffected. 

  

http://www.sanitarium.co.nz/
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Cost Analysis Chart 

 
Taken from Sanitarium’s financial statement the following costs have been identified along 

with the percentage of total: 

 

 
 
From an accounting perspective the above looks to be completely normal with the company 

being asset wealthy with little leveraging.  However, given that there is no tax relief 

advantage it makes no financial sense for Sanitarium to obtain high debt to equity ratios. 

 

Overall Sanitarium’s expenses/costs will be attributed to the following areas: 

 

 Cost of goods sold 

 Costs associated with services rendered 

 Operating and opex expenses 

 Logistics 

 Advertising and marketing 

 Wages and salaries 

 Interest 

 Depreciation 

 Costs associated in community involvement 

 Donations to church 
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Further, as part of Sanitarium’s on-going costs I would also expect that they are spending 

funds on research and development of new products in order to maintain their competitive 

advantage and market share. 

 

Costs on line/offline 

 
As small proportion of the expenses will be incurred in presenting and maintaining 

Sanitarium on-line web presence, this will need to be constantly updated and new 

information uploaded.  Further the feedback from customers that is generated from this 

website also needs to be serviced and makes up part of the customer relations and 

communication role that the business holds. 

 
Sanitarium has also reduced their transportation expenses by aligning themselves with 

eCargo to minimise their logistics costs which works directly with their in house SAP system.  

Peter Levett, the Distribution Manager for Sanitarium has quoted "In the longer term, 

smoother workflow has resulted in three less full-time employees being required. 

Operational costs, as a percentage of sales, have decreased by 30%, whilst experiencing a 

25% increase in delivery volumes over five years" (eCargo, n.d., p. Our Customers). 

 
A further reduction in costs is experienced by Sanitarium by not having to meet full 

compliance costs of that like rival Kellogg’s.  Kellogg’s as a listed company is expected to 

provide a full set of audited and consolidated financial reports which need to be verified, 

audited and converted in USD$ as an example.  Sanitarium also does not have other tax 

compliance costs that normal business incurs in the way of preparing and filing provisional 

tax, nor does it have to pay council rates. 

 
It is also noted that Sanitarium makes further savings via its offline operation by engaging in 

twelve volunteer staff.  To put this into perspective, if they were being paid a modest 

$35,000 per annum, Sanitarium is saving an additional $420,000 per year on wages and 

salaries. 
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Discussion 

 
I would perceive one of the biggest risks associated with costs for Sanitarium is again the 

issue surround tax.  Should Sanitarium lose it tax status then they would be faced with a 

significant increase in its operating costs.  This is currently hard to estimate as Sanitarium’s 

operations are mingled in with its charitable activities, but given that their revenue is 

significant, I would expect at least 20% of the current revenue generated by Sanitarium’s 

products to be taxed: 

 

$15 - 16 million at 30% tax rate = $4 - 5 million income tax 

 

Further there is an increasing ethical issue surrounding the use of charity status in New 

Zealand.  Currently there are 25,785 registered charities in New Zealand, of which 5,776 are 

carrying the ‘religious activities’ sector.  To put this into perspective the next two world 

regions that hold the largest amounts of registered charities in the same sector are 

‘Oceania’ (which includes Australia and the Pacific) at 1,082 and Asia at 1,028 (Charities 

Comission Komihana Kaupapa Atawhai, n.d.).  This illustrates the depth to which charities 

are benefiting from the Income Tax relief in NZ, but it can be argued if this is ethically and 

morally right? 

 

The unseen cost to society is that other businesses and individuals are paying more tax to 

cover the taxing requirements of the country.  Many of the benefits that charities provide 

for are residence outside of New Zealand and our own needs are ignored here.  For 

example, Campbell Live reported on 12 September 2012 on his show (TV 3, 7pm) that: 

 

 740,000 children live in poverty in NZ 

 1 in 11 children needs help 

 An estimated 4 million is required to fix the problem via school meals 

 

With publicity like this the branding and social cost to Sanitarium is un-measureable, but 

increasing.  Public pressure will reach a point where charities will be held more accountable 
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and Sanitarium’s transparency surrounding its expenditure will be demanded and in greater 

detail. 

Summary of Costs 

 

Sanitarium appears to have good control on their day to day operational and running costs 

with normal margins apparent.  The most significant expenditure is cost of goods sold of 

53.7% on the products that Sanitarium is known for being their breakfast cereals and other 

food products.  Other costs incurred from Sanitarium are marginal and match the revenue 

gained by the business. 

 

Sanitarium does have available a number of savings that they receive from their charity 

status and are reflected in their compliance costs, tax costs, wages and newly partnered 

logistics provider to name a few.  It is difficult to properly analyse Sanitarium and it is 

unfortunate that I am unable to benchmark their trading against their rivals Kellogg’s. 

 

Value Creation Analysis 

 

Value creation is often mistaken for strategy (Zott, Amit, & Massa, 2010), however value is 

created though not only strategy but a good business model coupled with a holistic 

approach to business development.  The following looks at how Sanitarium provides value 

creation for its products and services. 

 

Internal Value Creation 

 

Sanitarium holds a number of areas of value creation and possibly the strongest area 

internally are the staff and their passion and beliefs: 
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“But on the inside, we’re a lot more than that.  We’re a group of people who believe 

passionately in the potential of every New Zealander”… (New Zealand Health Food Limited, 

n.d., p. About Us) 

 

In addition their six philosophies are: 

1. “ The way we do business 

2. Truly nourishing food 

3. Truly valuing each other  

4. Caring for our communities 

5. Enjoying health and wellbeing 

6. Caring for our world” 

(New Zealand Health Food Limited, n.d., p. Our Philosophy) 

 

These set of values noted above creates an internal system that inspires employees to fulfil 

the mission and vision of Sanitarium, they then become the companies campaigners from 

within.  Further, the knowledge base that the staff makes up is not something can be 

purchased from a shelf nor learned overnight and brings about the success Sanitarium is 

today.  This aspect is another large part of Sanitarium internal value. 

 

There is also an additional internal value and that is of the secular nature, this belief system 

provides a spiritual support to its followers.  This inclusiveness will be one of the 

fundamental drivers for the business as it stands today and it is outside the scope of this 

report to investigate in-depth. 

 

External Value Creation 

 
Sanitarium’s key external value creation is through producing a product and brand that is for 

New Zealanders health and wellbeing as per their logo.  They communicate this in a number 

of ways to consumers and this is where their website plays a major part of their external 

brand creation.  As noted under Sanitarium’s ‘Our Promise’ page they state the following as 

being issues that they believe are key to them and the community: 
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 “Front-of-Pack Labelling: Which traffic lights? 

 Sanitarium Seeks Palm Oil from Sustainable Sources    

 Advertising to children  

 Sanitarium not sourcing GM ingredients    

 Sanitarium offers low sodium foods  

 Eating more plant-based foods  

 Sanitarium initiates removal of artificial colours  

 Sanitarium gives its profits for charitable purposes  

 Wholegrains information”  

(New Zealand Health Food Limited, n.d., p. Our Promise) 

 

Sanitarium sees itself creating external value by the work it contributes to the community 

and again this is communicated via their digital media.  Through medium it also defends 

attacks made against it regarding its charitable status and attempts to bring the focus back 

onto the work it does within the community and the people it reaches through this work; 

see ‘Sanitarium gives its profits for charitable purposes’ (New Zealand Health Food Limited, 

n.d.). 

 

Overall, nutrition is cited many times on Sanitarium’s website and advice is also given on 

Health and Wellbeing with a feedback form provided so that customers may converse 

directly with one of the companies nutritionists.  Healthy recipes have been added with easy 

to navigate tools available and good back-end search engine tool, this creates an 

environment of ease of use, flow and good brand association. 

 

Future Value Creation 

 
I believe that to continue to provide and create value in the short term and long term future 

Sanitarium must focus on three main of areas being; product development in line with 

market demands, better communication regarding operations/products/services/funding 

etc and refocus its attention around charity/community involvement. 
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Consumers are becoming more educated regarding diet and healthy living in New Zealand 

and the popularity of shows like ’What’s really in our food’ is increasing.  As such Sanitarium 

needs to start moving its product range towards a more balance dietary composition.  For 

instance Weet-Bix (New Zealand Health Food Limited, n.d., pp. Weet-Bix Orginal): 

 

  
 
The above does provide a reasonably good balance, but does not measure up to providing 

consumers a truly balance breakfast cereal.  With the knowledge base available to 

Sanitarium they could develop and move their product range so that actually meets the 

daily requirements more closely and be the first to do so.  At present Special K is capturing a 

large market share because it is the only breakfast product that more closely aligns to 

recommended nutritional values.  Many of the foods that are available currently are too 

high in sodium, sugars and carbohydrates.  Fat-free is also getting popular press as being 

good, however good fats are often removed and substituted for sugars, like in ham for 

instance, which in turns creates a more damaging product that in its original state. 
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Recently with the closure of the factory in Christchurch, Sanitarium could have managed the 

communication and the operation shut-down better.  Consumers were not inform until 

stock ran out and supermarkets no longer were able to supply; in a situation like this the 

company had a valuable opportunity to immediately holt order deliveries and maximise a 

bad situation into a marketing one.  For instance they could have auctioned jars off to 

consumers with the profits going to a charity of the purchaser’s choice, this would have 

created a buzz with the media and the Sanitarium brand would have benefited. 

 
Further, better information and transparency surrounding Sanitarium’s accounts given that 

they are a charity would be warranted.  Currently this is not required by legislation, 

however, by making their books open for scrutiny would not only provide feedback from the 

public in areas that they believe to be important that profits are spent on, it would also 

remove the power the competitor and media has surrounding the secrecy and criticism of 

profits.  

 
Lastly, I believe that Sanitarium could become more involved with the New Zealand 

community in areas that are most needed.  This I feel would align themselves more closely 

with the values that they portray via their website and put the money back into our 

economy.  As mentioned above Campbell Live recently highlighted the amount of children in 

New Zealand who are attending school hungry which, severely impacts on their ability to 

learn for example.  By studying our environment and the areas that are in the most need I 

believe Sanitarium can add huge value to its branding, products and name by better 

targeting specific needs in the community and therefore obtaining future value creation 

ensuring their success. 

 

Summary of Value Creation 

 
Good business models are reflective in Sanitarium’s profit and market share and it can be 

said with certainty that Sanitarium is doing something right.  They have strong value 

creation internally with good vision amongst employees and a shared spirituality. 
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They add value that is over and above normal business by being a registered charity and 

pouring their profits back into charitable work.  By way of creating long term value in the 

next five to ten years Sanitarium I believe could focus on; improve the nutritional values of 

their products in keeping with their stated values.  Communicate better with stakeholders 

about events that affect the community and utilise this communication to better expand 

their branding.  Sanitarium could be revolutionary in their reporting of financial statements 

in a way that provides better transparency and sets an example for others to follow and 

lastly focus their charitable efforts into the areas of New Zealand that require it the most - 

and be vocal about this. 

 

To Summarise 

 
Charity or not Sanitarium has without a doubt built itself into one of New Zealand’s leading 

cereal manufacturers and brand names.  They have been established in New Zealand since 

1900 and become known for brands such a Marmite, Weet-Bix and Cornflakes which their 

website builds upon. 

 

Considered a big player in industry Sanitarium commands a market share of breakfast cereal 

which generates the largest population of their products. 

 

Sanitarium has streamlined its costs well with bringing in initiatives like merging with eCargo 

an on-line management system for logistics for example, which allows profits to be focused 

on their charity work. 

 

Sanitarium adds value internally and externally by its passion to see every New Zealand be 

healthy on the inside and their future in the market, I believe lies with developing new 

products, extending their charitable work and great communication. 
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Appendix A 

Literature Review Table:  

No Author(s): Year: Title: Notes: Journal: 
1 Adams, C. (2012, 30 

June) 
Lifting the lid on 
Sanitarium. 

Article on Sanitarium and it's 
tax status 

http://www.nzherald.co.nz/business/news/article.cfm?c_id=3
&objectid=10816412 

2 Blundell, S. (2008, 2 
February) 

The God dividend Discusses Max Wallaces book 
and the effect of tax-free 
income by the churches and 
the history 

http://www.listener.co.nz/commentary/the-god-dividend/ 

3 Boyer, S. (2012, 29 
August) 

Import ban slapped 
on UK Marmite 
Fairfax NZ Limited 

Sanitarium enforcing its copy 
write on marmite by stopping 
shipment from the UK 

http://www.stuff.co.nz/life-style/food-wine/7569952/Import-
ban-slapped-on-UK-Marmite 

4 Charities 
Comission 
Komihana 
Kaupapa 
Atawhai 

(n.d.) Registered Charities Charities register and 
financial details 

http://www.charities.govt.nz/compliance/monitoring-and-
investigation/ 
 

5 Countdown (2012) Countdown shop 
smarter 

Internet shopping site http://www.countdown.co.nz/ 

6 Donaldson, T., & 
Preston, L. E. 

(1995) The stakeholder 
theory of the 
corporation: 
concepts, evidence 
and implications 

The stakeholder theory of the 
corporation: concepts, 
evidence and implications 

 Academy of Management Review, 20(1), 65-91. 

7 eCargo (n.d.) Sanitarium 
distribution a 
picture of health 

Logistics provided for 
Sanitarium 

http://ecargo.co.nz/case-studies/sanitarium.aspx 
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8 Edwards, B. (2008, 27 
January) 

Who runs New 
Zealand? 

Applying the Australian 
comments surrounding tax 
free income to New Zealand 
setting 

http://liberation.typepad.com/liberation/2008/01/who-runs-
new-ze.html 

9 Ellen G White 
Estate Inc 

(1999) The official Ellen G. 
White website 

Wife of Sanitarium Australia 
and mother of founder of 
Sanitarium NZ 

http://www.whiteestate.org/index.old.asp 

10 Gomez, F (2011) Rich men in the tax-
free kingdom of 
God 

Loss of tax payers money and 
stat's around charity status 
and tax free revenue 

The Punch. Retrieved from 
http://www.thepunch.com.au/articles/rich-men-in-the-tax-
free-kingdom-of-god/ 

11 Inland Revenue 
Department 

(2011) Targeting 
customers who 
misuse charitable 
status 

Self explanatory http://www.ird.govt.nz/aboutir/gettingitright/focus/key-
successes/focus-key-successes.html 

12 Kellogg (Aust.) 
Pty. Ltd 

(n.d.) Kellogg's Official site of Kellogg’s 
Australia and owner of NZ 

http://www.kelloggs.co.nz/Home/tabid/36/Default.aspx 

13 Kellogg 
Company 

(2011) Annual Report Consolidated income 
statements 

http://investor.kelloggs.com/annual-reports-financials.cfm. 

14 Ministry of 
Business, 
Innovation and 
Employment 

(n.d.) The Companies 
Office 

Companies office database of 
Directors and Shareholders 

http://www.business.govt.nz/companies 

15 New Zealand 
Health Food 
Limited 

(n.d.) Sanitarium Health 
and Wellbeing 

Website of Sanitarium New 
Zealand 

http://www.sanitarium.co.nz/ 

16 Wallace, M (2008, 8 
August) 

Render unto Caesar Criticism of tax status and 
church, history of tax emption 

www.theaustralian.com.au 
 

17 Zott, C., Amit, 
R., & Massa, L 

(2010) The business model; 
Theoretical roots, 
recent 
developments, and 
research 

Different definitions of 
business models and types.  
Also discusses and defines 
value creation 

http://www.iese.edu/research/pdfs/di-0862-e.pdf. 
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Appendix B 

Section 2.2 A-L of Sanitarium’s Constitution 
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Appendix C 

Presentation 
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