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 LIVESTOCK IMPROVEMENT CORPORATION 

Just Call Me Sire 
In a ‘gentler’ age and time, the breeding proclivities of the New Zealand Livestock 

Improvement Corporation’s SRD Dawson’s Belvedere (90274) and Kingsmill PA Walesa 

(90281)—each having achieved more than 1 million lifetime inseminations—raised more 

than a few eye brows.  

 

While they were truly 

extraordinary specimens for their 

time, their records have been left 

in the dust by a new breed of 

breeders.  Though sharing the 

same father—a Holstein Friesian 

bull named Peak Sheik Atlas—the 

new bulls on the block have taken 

insemination to a whole new 

plateau. 

 

Probably one of the most notable, and exceptional, bulls in recent years has been Holstein 

Friesian SRB Collins Royal Hugo.  As well as being the youngest bull in the world to achieve 

500,000 inseminations as a 5 year old over 2 seasons, he retained his position in the premier 

sire’s team until he was a nine year old.  Retiring with 1.3 million inseminations under his 

belt, he returned to the Waihi farm where he was born.  

 



Hugo has been hugely influential as a sire of sires.  His most famous son Scotts Northsea (a 

KiwiCross bull of Holstein Friesian, Jersey and Ayrshire) was the first KiwiCross bull to exceed 

500,000 inseminations. 

 

Though by nature Jersey bulls tend to produce lower volumes of semen, there have been 

some outstanding achievers in high demand both here and overseas.  Glanton Red Dante 

was the first Jersey bull to exceed 400,000 lifetime inseminations; Judds Admiral the first to 

exceed 500,000 and Van der Fits Fjord GR with lifetime inseminations of 659,000. 

 

While most noted for the quality of their ‘bangs’ they have also been instrumental in 

producing more than a few bucks.  In the 56 years of operation, the contribution of LIC bull 

teams to the New Zealand economy is conservatively estimated to be in the region of $17 

billion.  Four out of every five dairy cows in the country have been sired by an LIC bull. 

 

So next time you have a lick of ice cream, or a bite of cheese, also raise a glass to New 

Zealand’s bountiful bulls.   
 

 

 

JOHN WIKSTROM MAGIC MEMORIES  

A global business built on smiles 

Through Magic Memories John Wikstrom has built a global business that’s 

making everyone happy.   

 

Thanks for the Memories was comedian Jack Benny’s theme song.  The way things are going 

for John Wikstrom’s business it could become his tune of choice.   

The venture started simply as capturing images of people having fun.  It has since exploded 

into a global tourism photography provider specialising in attraction photography, souvenir 

products, and understanding the ‘journey’ different demographics of guests take at a 

particular tourist attraction    

Like many great ventures Magic Memories is based on a universal proposition and simple, 

winning, formula.   

More smiles bring more money and more opportunities for attraction brand extension.  



 

Unless you’re offering the holiday from hell, a key by-product of tourism is creating 

attractions, and moments, that give people joy.  They want an enduring, and also 

personalised, memento of the good times had.   

 

Capturing those moments—as a service to venue operators and especially their customers—

is what Magic Memories does better than anyone.  Mainly because of the premium they put 

on service and product quality.     

“When you’ve got a product that celebrates togetherness, and fun, presented in clever ways 

that they can’t create themselves it becomes a very sustainable business opportunity.”   

One that John has been harnessing since 1995 when the first customer, Queenstown’s 
Gondola, came on board.  Making more money in one night versus a whole week in a day 
job convinced John, with a marketing background, and his founding partner, with sales 
expertise, that they might be onto something big. 

“We looked at how the industry was being run locally and it was clear there was certainly 
value in the photo but there was zero service or personalisation of the product.  In worst 
cases people on tight schedules had to go back two or three times as often they were 
getting the wrong product.  There was no magic or packaging just a photo in an envelope.”   

 

All the fun in the world 

So John decided to take the 
assets that the attractions 
had in photographic form 
which he then blended into 
personalised and relevant 
content and put customer’s 
photos in it and gave it to 
them on attraction. 

“It was making them part of a 
story of the attraction and 
sales went through the roof. 
The secret was taking away 
the service ‘pain points’ and 
surprising them with a great 
product when people were 

still buzzing with excitement.” 

Staring on a shoe string of $NZ1, plus $NZ8, 000 from American Express and Agfa film that 
allowed Magic Memories to create sales boards, uniforms, buy cameras and other 
essentials, John set up shop.   



First order of business was to establish an essential relationship with a print lab down the 
road from their first attraction that prioritised their photos for developing.   

Using a $500 scooter they’d literally operate a shuttle service to and from the venue.  All 
customers saw was a seamless operation where they’d have their photographs taken at the 
start and when they’d finished their personal souvenir was waiting for them. 

 

The ‘smiling’ cycle can keep going on forever in any place in 

the world that has a quality attraction on offer.     

 

While technology certainly has changed dramatically, with the onset of digital technology 

allowing for on-attraction processing, the motivating concept remains the same.  Staying 

just slightly ahead of the curve to surprise and delight.   

All smiles   

In the 20 years since the first photo was taken John’s business has redefined the industry.  
By 2014 more than 100 million photographs have been taken at over 100 plus tourist 
attractions throughout Asia, Europe, Africa, North America, Australia and New Zealand. The 
business is serviced by 100 staff in New Zealand and currently 900 worldwide.   

In terms of attraction partner selection John discovered that high intensity, often once-in-a-
lifetime experiences for tourists earn a very high sell through of photo, and video, memories 
at a great rate of return.   

For that reason the business has focussed on partners in high yielding tourism markets, and 
premium venues, in Australia, New Zealand, Europe, the Middle East and North America.  
Ones that attract over 500,000 visitors per annum and that have that ‘wow’ factor branding 
component to create memories and merchandise.   

Blend fanaticism in and the sky’s the limit.  To date Magical Memories’ biggest attraction 
partner is Spain’s Barcelona Football Club.  The club hosts over 1.5 million visitors a year and 
has 100 million registered fans.  Coping with the ‘surge’ game day business is currently out 
of the question so the focus has been on special items that allow fans to be linked to their 
club and sporting heroes.   

One is a Euro 100 hard cover box with player cards and other elements that can then be 
personalised and put in pride of place in a person’s house.  These, again, have been selling 
like the proverbial hot cakes. 

“In situations like this it is a case of getting hold of the hearts and minds of the fans.  It is 
pretty easy as they all want the same thing which is evidence of a personal association with 
their team and favourite players.”  

“Having access to these high value assets through our commercial agreement with FCB 
provides the compelling differentiator between what Magic can provide compared to what 
a customer can create on their own.  This is exciting for us as we start to mine these high 
value opportunities from our existing suite of business partners.”   



The latest move John has made is to the United States to fully capitalise on bringing more 

smiles to the people. 

“Americans love our products.  They love quality, they love stories, they love social media, 
they love digital, plus an added benefit is that currently the cost of labour is slightly lower.  
So there’s a really nice ratio mix that we’re quite excited about.”   

Technology and design are only part of the story.  The business relies equally on people, 

product and system development.  Significant time and financial resources have been 

allocated to create leaders, leadership practices while ensuring around the world the culture 

is consistent, repeatable and keeping the magic alive.       

 

Learning more and more about customers’ demographics, and what excites and delights 

different groups, and cultures, so they can continue to drive engagement, and therefore 

increasing spend, has become part of the offer.   

Case in point is a Shrek-based attraction in London where Magic Memories is involved.  It’s 

aimed at the 4 to 14 year old market so John canvassed this age group and asked them what 

they’d like a souvenir product to be.  They came back with a whole host of scrap book ideas.  

From there a product line that these kids said they’d buy was created and as a result they’re 

nailing business opportunities with this London based partner exceeding all proposed 

performance targets. 

Investment in state-of-the-art customer relationship management software has been 
another growth driver.  On behalf of a venue partner, and armed with an email address, 
Magic Memories can create a longer customer lifetime value with each and every guest.   

Triggered messages relevant to a particular date, or event, can be automatically sent.  
Content success can also be measured so that communication remains fresh and 
compelling.   

“These are all ways we’ve become ‘stickier’ our partners’ futures.  They see us investing in 
an ancillary business that is not core to them.  But one that works at their attraction and 
drives people’s spend. They see revenue from this grow.   

A Magic Memories system usually takes photo revenue to the number one non-core 
revenue generator ahead of retail and food & beverage.    

On top of that, our Partners recognise we’re putting products in people’s hands wrapped in 
tools that help their customers market their attraction.  So everyone’s smiling.”     

 

 

 


