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Preface 

NZIER is a specialist consulting firm that uses applied economic research and 
analysis to provide a wide range of strategic advice to clients in the public and 
private sectors, throughout New Zealand and Australia, and further afield.  

NZIER is also known for its long-established Quarterly Survey of Business Opinion 
and Quarterly Predictions.  

Our aim is to be the premier centre of applied economic research in New Zealand.  
We pride ourselves on our reputation for independence and delivering quality 
analysis in the right form, and at the right time, for our clients.  We ensure quality 
through teamwork on individual projects, critical review at internal seminars, and by 
peer review at various stages through a project by a senior staff member otherwise 
not involved in the project. 

NZIER was established in 1958. 
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Executive Summary 
The New Zealand creative sector was responsible for almost 121,000 jobs at the 
time of the 2006 Census (6.3% of total employment).  These are divided between  

• 35,751 creative specialists – persons employed doing creative work in creative 
industries 

• 42,300 support workers - persons providing management and support services 
in creative industries 

• 42,792 embedded creative workers – persons engaged in creative work in other 
types of enterprise  

The most striking feature of this breakdown is the fact that the largest group of 
creative workers are employed outside the creative industries, i.e. in other types of 
businesses.  Even within the creative industries, there are fewer people directly 
engaged in creative work than in providing management and support. 

Creative sector employees earned incomes of approximately $52,000 per annum 
at the time of the 2006 Census.  This is relatively uniform across all three types of 
creative worker, and is significantly above the average for all employed persons 
(of approximately $40,700). 

Creative employment and incomes were growing strongly over both five year 
periods between the 1996, 2001 and 2006 Censuses.  However, when we compare 
creative and general trends, we see two distinct phases in the development of the 
creative sector:  

• rapid structural growth over the five years to 2001 (especially led by 
developments in ICT), with creative employment and incomes increasing 
rapidly at a time when they were growing modestly across the whole economy;   

• subsequent consolidation, with growth driven by more by national economic 
expansion than structural change, and creative employment and incomes 
moving in parallel with strong economy-wide growth. 

Other important trends revealed by the data are that  

• the strongest growth during the decade was in embedded creative workers, 
especially over the first five years.  The weakest growth was in creative 
specialists, with support workers in creative industries in the middle rank, 

• by far the strongest growth in creative industries’ employment was in Software 
& digital content, which trebled in size over the decade 

Comparing New Zealand with the United Kingdom and Australia, the two 
southern hemisphere nations have significantly lower proportions of total 
employment in the creative sector (both in creative industries and embedded 
employment).  New Zealand’s and Australia’s creative shares in 2001 were 
similar (5.4% each), but in the following five years, our share has expanded (to 
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5.7%) whereas Australia’s fell slightly (to 5.2%) – in both cases, through changes 
in creative industries’ employment.   

The creative industries generated $10.5 billion in total gross output in the March 
2006 year.  Resulting from this was value added totalling $5.1b, representing 
3.3% of New Zealand’s total GDP.   

Overall, value added in the creative industries represents 49% of industry gross 
output, which is higher than the average across the whole economy, 45%.  This is 
a reflection of the relatively high labour intensity and high earnings of the creative 
industries.   

Industries which have an above-average ratio of value added to gross output are 
usually labour-intensive, especially when wages and salaries are above average.  
This is true for Software & Digital Content and Architecture, Design & Visual 
Arts, with ratios of 60.4% and 55.2% respectively.  

However there is significant variation in this ratio between different parts of the 
creative industries, with some parts (e.g. Software & Digital Content and 
Architecture, Design & Visual Arts) generating even higher value added relative 
to output, and others (e.g. TV & Radio, Publishing and Music & Performing Arts) 
less, because of high capital intensity and import content. 

When we take into account the impact of the creative industries’ demand for 
goods and services from its suppliers and consumption spending from incomes 
earned, we estimate that there is an addition to economic activity of:   

• $30.9 billion in gross output, $41.4b in total 

• $15.1b in value added, $20.3b in total 

• 158,100 people employed, 234,600 in total 

The total economic impact of the creative industries is approximately four times 
their direct output and value added, and three times their direct employment. 

Their effect on output and value added is roughly in line with the average over all 
industries, although the effect on employment is significantly lower.  This is 
because of the relatively high labour intensity (and high earnings) of the creative 
industries, which generate below-average demand from suppliers, but normal 
levels of demand though expenditure from incomes.   

Drawing on these numbers and conclusions, we suggest some (slightly 
speculative) directions for future research.  The goal is to better understand the 
contribution the creative sector makes to productivity growth; in particular, the 
distinctive contributions from creative firms and embedded creative workers.  

The ideas for future research can be organised into the several categories: 

• Understanding the categories of the creative sector– who is doing the business?  
In other words, examine via more fine grained research (at a firm level 
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perhaps) just what is the creative contribution from the different aspects of the 
creative sector industries.  It may be possible to categorise these in terms of 
more or less striking innovations. 

• Investigate the relationship between the characteristics and the performance of 
the various creative industries/ sectors; 

• Look more closely at innovation at an industry level e.g. using an index of 
relative growth of exports, and see if this can be related to intensity of use of 
creative inputs; 

• Undertake case studies of the creative sector; 

• Undertake case studies of the embedded contribution to growth in the firms and 
industries that employ them, by examining taking several high performing non-
creative industries (in the same way as proposed for the creative sector).  

• Look at the aggregates – drawing on the broad picture of the extent of the 
numbers of creative workers embedded within the different industries, consider 
the extent to which these might explain aspects of the industries’ varied 
performance in terms of exports, growth and so on.  

• This might be able to extended to examine issues like the type of creative 
workers that are most effective when embedded, or test the hypothesis that 
each industry has its own particular requirements for embedded creative 
workers that overwhelms any generic contributions from say design, or IT. 
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1. Introduction 
This report presents an analysis of the creative sector in New Zealand, applying 
the methodology that the Queensland University of Technology’s Centre of 
Excellence for Creative Industries and Innovation (CCI) calls the Creative Trident 
to New Zealand data to see how much it reveals about the size and growth of the 
‘creative economy’, including some thoughts about its wider impact. 

2. Analysis – the creative contribution 

2.1 Definitions 

'Creative industries' is a new term in academic, policy and industry 
communication.  It looks to capture new economy dynamics which older words 
like 'the arts', 'media' and 'cultural industries' did not.  Significantly, it highlights 
the integrated value chain relationships between industries rather than focusing on 
the 'silo' constructions of individual industries. 

The framework here is based on the Creative Trident developed in the Queensland 
Creative Industries Strategy (2004)1, and used in SGS and CIRAC (2005)2.  Six 
creative segments are the basis for mapping and valuing the creative sector:  

• Advertising & Marketing 

• Software & Digital Content 

• Architecture, Design & Visual Arts 

• Publishing 

• Software & Digital Content 

• Film, TV & Radio3 

The Creative Trident consists of three of the four quadrants the New Zealand 
employment scene can be broken into (see Table 1):  

• Creative Specialists - people in defined creative occupations employed within 
the defined creative industries; 

• Support - people employed within the creative industries who are not working 
in the creative occupations, but perform the essential sales, management, 
secretarial, accounting and administrative functions; 

                                                
1  Queensland Department of State Development (2004), Creativity is Big Business, A Framework for the 

Future 
2  SGS Economics and Planning Pty Ltd in conjunction with Creative Industries Research and Applications 

Centre (2005) Mapping Queensland’s Creative Industries: Economic Fundamentals. Technical Report, 
CIRAC, Queensland University of Technology. 

3  The composition of these segments in terms of standard industry and occupational classifications is shown 
in Tables Table 14 and Table 16 in 4.4Appendix A  
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• Embedded - people employed within the defined creative occupations that are 
working outside the creative industries. 

The fourth quadrant (the balance) includes all other employment in the economy. 

2.2 Where are we?  The picture in 2006 

2.2.1 Employment  

At the time of the Census of Population and Dwellings, 2006, there were 120,843 
people employed in creative segments, i.e. in creative industries and/or 
occupations. 

 

Table 1 Creative employment trident in 2006 
Number of persons employed 

 

Notes: (1) All numbers are randomly rounded to the nearest multiple of 3. 
Source: Statistics New Zealand, 2006 Census of Population and Dwellings 
 

Creative jobs make up 6.3% of total New Zealand employment.  The creative 
industries represent 4.0% of total employment, and creative occupations 4.1%. 

 

Table 2 Creative employment shares in 2006 
Shares of total employment, percent 

 

Source: Statistics New Zealand, 2006 Census of Population and Dwellings 
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Table 3 Creative employment by segment in 2006 
Number of persons employed 

 

Notes: (1) All numbers are randomly rounded to the nearest multiple of 3. 
Source: Statistics New Zealand, 2006 Census of Population and Dwellings 
 

Looking at the location of creative employment in more detail provides some 
useful insights.  Persons in creative occupations are not concentrated in creative 
industries – in fact, they are in a minority within: 

• creative industries - more people are employed in support occupations than as 
creative specialists - 54.2% and 45.8% respectively. 

• creative occupations - 54.5% of total employment of people in creative 
occupations is embedded outside the creative industries, against 45.5% within 
them.  
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Table 4 Embedded employment in 2006 
Numbers employed 

 

Notes: (1) Industry divisions denoted thus [*] include creative industries 
 (2) All numbers are randomly rounded to the nearest multiple of 3. 
Source: Statistics New Zealand, 2006 Census of Population and Dwellings 
 

In terms of employment of embedded creative employees in various ‘non-
creative’ industries: 

• Agriculture, Forestry & Fishing and Transport, Postal & Warehousing have 
the lowest shares (under 1%).   

• The highest shares among industry divisions (excluding those which do include 
creative industries) are in Electricity, Gas Water & Waste Services and 
Wholesale Trade (4.3% each); and Financial & Insurance Services and Public 
Administration & Safety (4.2% each).  

Some idea of the reasons for these results come when the list of actual 
occupations selected as creative is reviewed against the type of workforce in each 
of these industry groupings (see Table 16 in Appendix A below). 

2.2.2 Incomes  

Creative employment generates above-average incomes.  Mean average incomes 
for creative segments were just over $52,000 per annum in 2006, which is 27.8% 
higher than the average across the workforce as a whole.  This is surprisingly 
uniform across all types of employment in the creative segments. 
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Table 5 Creative incomes in 2006 
Mean annual income, $ 

 

Notes: (1) All numbers are randomly rounded to the nearest multiple of 
$10. 

Source: Statistics New Zealand, 2006 Census of Population and Dwellings 
 

However, this uniformity does not extend to different creative segments.   
 

Table 6 Creative incomes by segment in 2006 
Mean annual income, $ 

 

Notes: (1) All numbers are randomly rounded to the nearest multiple of $10. 
Source: Statistics New Zealand, 2006 Census of Population and Dwellings 
 
 

Table 7 Creative relative incomes by segment in 2006 
Mean annual incomes relative to total workforce average, percent 

 

Source: Statistics New Zealand, 2006 Census of Population and Dwellings 
 

Creative employees in Advertising & Marketing, Software & Digital Content and 
(to a lesser extent) Film, TV & Radio enjoy incomes significantly above the 
average over the whole workforce; those in Music & Performing Arts, 
significantly lower. 
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Across all industries, using the classifications of interest here,  

• creative specialists are the highest income group;  

• support employees in most creative industries enjoy incomes only slightly less 
than creative specialists.  This is understandable, as the support employees 
would include a mix between clerical and similar employees with lower 
incomes, and managers (who would generally be former creative specialists) 
;with higher incomes 

• there is no clear relationship between incomes of people in creative 
occupations in creative and other industries – in some occupations, embedded 
employees have incomes only marginally lower; in others there is a wide gap 
between the two groups (indeed, embedded employees in such situations 
mostly have lower incomes than support employees in creative industries). 

 

Table 8 Embedded incomes in 2006 
Mean incomes of persons in creative occupations, annual and relative to 
industry average 

 

Notes: (1) Industry divisions denoted thus [*] include creative industries 
 (2) All dollar values are randomly rounded to the nearest multiple of 

$10. 
Source: Statistics New Zealand, 2006 Census of Population and Dwellings 
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Figure 1 Embedded incomes in 2006 
Mean incomes of persons in creative occupations, annual $ (LHS); relative to industry 
average % (RHS) 

 

Notes: (1) Industry divisions denoted thus [*] include creative industries 
 (2) All dollar values are randomly rounded to the nearest multiple of $10. 
Source: Statistics New Zealand, 2006 Census of Population and Dwellings 
  

Embedded creative employees usually earn above-average incomes relative to 
other employees in the same industries – on average, 27.1% higher.   

As the table above shows, the only two exceptions are  

• Rental, Hiring & Real Estate Services, where they earn incomes approximately 
equal to the average (this industry enjoyed incomes significantly above 
average, in part because of real estate agents’ incomes during the property 
boom); and  

• Education & Training Services, where they earn incomes 15% below the 
industry average (this group may be dominated by music teachers, and if so 
would be predictable, given musicians’ low incomes generally). 
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2.2.3 Comparison with Australia and the UK4 

The attached table compares creative employment in this country, Australia and 
the United Kingdom. It draws on recent CCI work.5 

 

Table 9 Creative employment in New Zealand, Australia and the 
UK 
Percent of total workforce 

 

Source: Analysis by CCI of custom tables of Australian, NZ and UK Census data and UK LFS 
data for 2003 and 2006; from Higgs and Cunningham (2008) 

 

Throughout this decade, the United Kingdom has had a significantly higher share 
of its labour force employed in both the creative industries and embedded 
employment in other industries.  

It appears that New Zealand and Australia had similar shares in 2001, in both 
creative industries and embedded employment, but since that time, New Zealand’s 
share has risen whereas Australia’s has fallen.  This trend has been concentrated 
in the creative industries – the embedded employment share is comparable and 
has grown slightly in both countries. 

More detailed analysis of embedded employment change in Higgs and 
Cunningham (ibid) suggests that embedded employment has grown in most 
industries, with falls only Property & Business Services and Education (in both 
countries) and Government Administration & Defence (New Zealand only). 

                                                
4  Note: for consistency all figures used in this section are drawn from the CCI work cited. 
5  Higgs, Peter and Stuart Cunningham (2008) Embedded Creatives - Revealing the extent and contribution 

of creative professionals working throughout the economy Paper presented to The International Forum on 
the Creative Economy 2008 
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2.3 Analysis of changes, 1996-2006 

2.3.1 Employment 

The chart below shows employment change across the 1996, 2001 and 2006 
Censuses.  Data limitations mean that the employment and income figures are not 
comparable to those in the previous section,6 so we have focussed on growth 
rates.  

 
Figure 2 Change in creative employment 1996-2006 
Percent 

 

Source: Statistics New Zealand, Censuses of Population and Dwellings 
 

Total creative employment increased by 58% over the decade (4.7% per annum on 
average), with largest percentage growth in embedded creative workers, up 69%.  
In contrast, other employment grew by ‘only’ 22.5% in the decade (2.1% per 
annum). 

Growth in creative employment was similar over the two inter-censual periods, 
whereas general employment growth was largely concentrated in the 2001-06 
period.  The growth in creative employment is particularly impressive in the when 
we consider that the latter period was one of the strongest expansions of 
employment in New Zealand’s post-War history. 

However, the picture is slightly more complex than this.  The largest growth in 
numbers of persons employed over both inter-censual periods has been in support 
workers in creative firms.  If we look at the shares of employment growth, we 

                                                
6  These data are based on older industry and occupational classifications (Australia New Zealand Standard 

Industrial Classification 1996, New Zealand Standard Classification of Occupations 1993), whereas the 
tables in the previous section are based on classification structures which have superseded them.  As 1996 
and 2001 data are not available according to the latest classifications, 2006 data have been re-expressed 
according to the earlier ones to enable estimates of growth in a consistent basis.  For this reason, 2006 data 
in these tables differ from those the previous section.  See Tables Table 15 and Table 17 in Appendix A for 
lists of the relevant industries and occupations.) 
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find that these support workers accounted for over 40% of the increases in 
creative employment in both periods.  

 
Figure 3 Shares of employment growth, 1996-2001 
Percent 

 

Source: Statistics New Zealand, Censuses of Population and Dwellings 
 

Embedded creative workers experienced the middle ranking growth rates in both 
periods, and creative specialists the lowest.  

Looking at creative segments, the pattern of strong growth is largely across the 
board, but not uniform:   
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Figure 4 Change in creative employment by segment, 1996-2006 
Percent 

 

Source: Statistics New Zealand, Censuses of Population and Dwellings 
 

• by far the highest growth was in Software & Digital Content, whose 
employment more than doubled in the first five years, and increased more than 
threefold over the decade. 

• in contrast, persons employed in Publishing fell slightly over both inter-censual 
periods.   

• all of the other segments displayed healthy, albeit not spectacular, employment 
growth.  

At the start of the period, the largest creative segment was Publishing, employing 
a third of creative employees; but the end, its share was about one fifth 
(admittedly, of a much larger industry).  Software & Digital Content more than 
doubled its share, from 13 to 28%, and by the end of the decade was the largest of 
the creative segments.  
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2.3.2 Incomes 

The chart below illustrates growth in incomes over the last decade.  

 
Figure 5 Change in creative incomes 1996-2006 
percent 

 

Source: Statistics New Zealand, Censuses of Population and Dwellings 
 

Not only are creative incomes above the workforce average, but they have been 
increasing more rapidly.  They grew 47.1% (3.9% per annum on average) over the 
decade to 2006.  In comparison incomes in other industries and occupations grew 
by an average of 39.3%, 3.4% per annum. 

The higher growth in creative incomes coincided with the equivalent growth in 
creative employment between 1996 and 2001; creative incomes were increasing at 
no more than the general rate over the subsequent five years.   

Hence, there was a 20.6% margin between creative and other incomes in 1996, 
but in the two subsequent periods this had widened to 27.5%. 
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Figure 6 Change in creative incomes by segment, 1996-2006 
Percent 

 

Source: Statistics New Zealand, Censuses of Population and Dwellings 
 

Within the creative segments, only employees in the rapidly growing Software & 
Digital Content segment experienced above-average income growth between 
1996 and 2001, with income growth in Film, TV & Radio around the average.  In 
general, creative employees’ incomes were growing by less than the norm across 
the labour force. 

However, high incomes, above-average growth and spectacular employment 
growth in Software & Digital Content lifted the creative industries’ earnings 
growth above the average over this time7. 

The situation was reversed over the second five yearly period, when incomes 
grew by 20.4% across the whole labour force.  Incomes in Software & Digital 
Content were growing much more slowly than in the other creative segments and 
the economy as a whole, and those in Film, TV & Radio somewhat less.  

                                                
7  Indeed, average growth across the creative industries exceeded growth in any individual segment because 

of this compositional effect. 
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3. Economic contribution of creative 
industries 

3.1 Overview 

We have estimated the economic contribution of the creative industries in terms of 
two key measures: 

• Gross Output – equivalent to revenues at market prices 

• Value Added – gross output less purchases of goods and services from other 
industries (“intermediate inputs”); value added is broadly equal to returns 
accruing to labour, assets and owners (Compensation of Employees, 
Consumption of Fixed Capital and Net Operating Surplus respectively). 

 

Table 10 Economic contribution of Creative Segments 
$m, current dollars; year ended 31 March 2006 

 

Sources: Statistics New Zealand, NZIER 
 

In the year to March 2006, the creative sector generated $10.5 billion in total 
output.  The largest segments were Software & Digital Content with $3.2b (30.4% 
of the creative total), and Film, TV & Radio and Publishing with $2.3b each 
(21.8% and 21.6% respectively); the smallest, Music & Performing Arts with only 
$244 million (2.3%). 

Value Added is generally regarded as the most accurate measure of the economic 
contribution of specific industries, as it represents the addition to economic 
activity from these industries, excluding inputs which are part of production 
elsewhere in the economy.  It is also comparable to the production measure of 
Gross Domestic Product (GDP).  

Value added generated by the creative sector totalled $5.1b in the March 2006 
year.  This was 3.3% of New Zealand’s total GDP for the year. 

The contribution of individual segments to total creative value added largely 
follow the pattern for gross output.  The largest contributors were Software & 
Digital Content ($1.9b), Publishing ($0.9b)and Film, TV & Radio ($0.9b).  The 
former segment’s share of creative value added, 37.6%, was higher than its share 
of gross output; those of the latter two segments were lower, and not a great deal 
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higher than that of the fourth-ranked industry, Architecture, Design & Visual Arts 
($0.8b, 15.7%). 

One apparently curious result is that Libraries and Museums have negative value 
added.  In 2006, these industries had direct revenues of $64m, versus intermediate 
inputs of $87m, Compensation of Employees of $56m and Consumption of Fixed 
Capital of $23m.  The difference was presumably met from subsidies which are 
excluded from value added.  This is also likely to be a significant factor in the 
relatively low value added of Music & Theatre Productions.   

Overall, value added in the creative industries represents 48.9% of industry gross 
output, which is higher than the average across the whole economy, 44.5%. 

Industries which have an above-average ratio of value added to gross output are 
usually labour-intensive, especially when wages and salaries are above average.  
This is true for Software & Digital Content and Architecture, Design & Visual 
Arts, with ratios of 60.4% and 55.2% respectively.  

Conversely, where industries have a below-average ratio of value added to gross 
output, this is usually a result of low transformation of inputs, high capital 
intensity, high use of imports, low wages and salaries, or a combination of these 
factors.  

In this category in the creative sector are Music & Performing Arts, Film, TV & 
Radio and Publishing, with ratios of 30.8%, 38.1% and 41.6% respectively – in all 
cases, lower than the economy-wide average. 

The result for these segments initially appears counter-intuitive.  Possible 
explanations include: 

• for TV & Radio, because of high capital intensity and import content (as most 
television programming is imported rather than produced locally); 

• for Publishing and Music & Performing Arts, because of high capital intensity 
and/or low wages and salaries. 

(See Table 18, Appendix B below, for estimates of individual creative industries’ 
gross output and value added.) 

3.2 Wider effects 

3.2.1 Overview – multiplier effects 

One aspect of the way creative industries contribute to the New Zealand economy 
is the way their activity, and the incomes they generate, create demand for goods 
and services in the wider economy. 

The technique used to assess this is known as multiplier analysis.  Multipliers are 
estimates of an industry’s backwards linkages - how each dollar’s activity in that 
industry increases total economic activity through demand for supplier industries’ 
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output, and consumption from incomes (wages, dividends) generated throughout 
the value chain. 

Multipliers can also be used to estimate forwards linkages – the relationship 
between creative output and production in industries that purchase it.  This 
essentially describes the disposition of creative output, but is of limited value for 
further analysis. 

The size of a multiplier for a given industry is determined by the inter-
connectedness of that industry with the rest of the economy.  Typically the more a 
given sector relies on inputs from businesses in other sectors, the larger its 
multiplier will be.  

In this analysis we provide multipliers for the same variables as in the above 
section - output, value added and employment – and for two types of multiplier - 

• Type I, Indirect effects – arising from the impact of a given industry’s demand 
for supplying industries’ output (sometimes known as production induced 
effects). 

• Type II, Induced effects – arising from the stimulus to consumption from 
incomes generated in the original industry and its suppliers (sometimes known 
as income or consumption induced effects).   

Multipliers are generally expressed as a ratio, with Type II multipliers as the 
cumulative effects of indirect and induced effects.  So if an industry has a Type 1 
output multiplier of 1.50 and a Type II output multiplier of 2.10, this means that 
every dollar’s output produced by that industry results in an additional 50 cents 
output in its supplier industries; and another 60 cents on top of that when the 
personal incomes from all of those industries are spent on consumption.  

The multipliers used in this analysis are derived from Input-Output (I-O) tables 
originally sourced from Statistics New Zealand.  Multipliers are defined for 126 
industries.  None of the industries which make up the creative segments 
correspond exactly with those 126 industries; they are all part of larger industry 
combinations.  Therefore we have used the multipliers for the relevant industry 
combinations8. 

                                                
8  This differs from the approach in the original analysis of the Queensland creative industries (SGS and 

CIRAC 2005), in which multipliers were derived from surveys of creative firms.  
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3.2.2 Results of multiplier analysis 

Multiplier effects for creative segments’ gross output are shown below9. 
 

Table 11 Creative segments multiplier effects –  
gross output 
 

 

Source: NZIER 
 

The interpretation of this table is that the $10.5b output of the creative sector 
results in  

• an extra $8.0b output from supplier industries, making $18.5b in total  

• an extra $22.9b in consumption stimulated by incomes earned in the creative 
industries and its suppliers, producing $41.4b in total. 

Comparing the implied gross output multipliers for the creative sector with those 
across the whole economy, the creative sector has lower Type I multipliers, and 
slightly lower Type II multipliers.  This is consistent with the creative industries’ 
above-average value added ratios – they induce below-average production from 
suppliers (because of below-average intermediate inputs); but they generate 
above-average incomes, and hence the consumption effect is higher. 

                                                
9  The underlying calculations for the individual industries that make up the creative segments are shown in 

Tables Table 19, Table 20 and Table 21 in Appendix A.   
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Multiplier effects for creative segments’ value added are shown below. 
 

Table 12 Creative segments multiplier effects –  
value added 
 

 

Source: NZIER 
 

The interpretation of this table is that activity in the creative sector results in $5.2b 
value added in that sector10, and 

• an extra $4.1b value added from supplier industries, $9.2b in total  

• an extra $11.1b value added across the whole economy, as a result of 
consumption from incomes earned in the creative industries and its suppliers, 
$20.3b in total 

The comparison of implied value added multipliers for the creative sector with 
those across the whole economy gives the same result as for gross output - lower 
for Type I, slightly lower Type II – for the same reasons. 

                                                
10  Value added and employment multipliers are used for calculation in the same way as gross output 

multipliers, but strictly speaking, these multiplier effects are indirect – they arise from the value added and 
employment associated with the output multiplier effects. 
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Multiplier effects for creative segments’ employment are shown below. 
 

Table 13 Creative segments multiplier effects –  
employment 
 

 

Source: NZIER 
 

The interpretation of this table is that activity in the creative sector results in 
employment of 76,461 people in that sector, and 

• an extra 57,559 people in supplier industries, 134,011 in total  

• a further 100,563 people across the whole economy, as a result of consumption 
from incomes earned in the creative industries and its suppliers, 234,573 
people in total 

Both types of employment multiplier effects are significantly weaker for creative 
industries than on average, reflecting the fact that this sector is among the most 
labour intensive.  This means its impacts on other sectors will be less intense in 
the employment response that occurs – other sectors just do not have the same 
high proportion of extra workers added.  
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4. Where does this take us? 

4.1 What the numbers reveal 

This analysis has given us a snapshot of the creative sector (as of 2006), the first 
time that this has been done for New Zealand using the world-leading CCI 
framework.  

The creative sector was responsible for approximately 121,000 jobs at the time of 
the 2006 Census (6.3% of total employment).   

The most striking feature of creative employment is the fact that the largest group 
of creative workers (42,800 people) are employed outside the creative industries, 
i.e. in other types of businesses.  Even within the creative industries, there are 
fewer people directly engaged in creative work (35,800 people) than in providing 
management and support (42,300 people). 

Creative sector employees earn incomes significantly above average ($52,000 
versus $40,700 per annum), and these incomes are relatively uniform over the 
three types of worker. 

Value added generated by the creative industries totalled $5.1b in the March 2006 
year, 3.3% of New Zealand’s total GDP.  The creative industries generate 
relatively more value added relative to gross output than is the norm over the New 
Zealand economy as a whole (49% versus 45%), because of high labour intensity 
and high incomes. 

Creative employment and incomes were growing strongly over both five year 
periods between the 1996, 2001 and 2006 Censuses.  However, when we compare 
creative and general trends, we see two distinct phases in the development of the 
creative sector:  

• rapid structural growth over the five years to 2001 (especially lead by 
developments in ICT), with creative employment and incomes increasingly 
rapidly at a time when they were growing modestly across the whole economy;   

• subsequent consolidation, with growth seeming to be driven more by national 
economic expansion than structural change (evidenced by creative employment 
and incomes moving in parallel with strong economy-wide growth). 

Other important trends revealed by the data are that  

• the strongest growth during the decade was in embedded creative workers, 
especially over the first five years.  The weakest growth was in creative 
specialists, with support workers in creative industries in the middle rank, 

• by far the strongest growth in creative industries’ employment was in Software 
& digital content, which trebled in size over the decade 
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Comparing New Zealand with the United Kingdom and Australia, the two 
southern hemisphere nations have significantly lower proportions of total 
employment in the creative sector (both in creative industries and embedded 
employment).  New Zealand’s and Australia’s creative shares in 2001 were 
similar (5.4% each), but in the following five years, our share has expanded (to 
5.7%) whereas Australia’s fell slightly (to 5.2%) – in both cases, through changes 
in creative industries’ employment.   

The total impact of creative industries is approximately four times its direct output 
and value added, and three times its direct employment, when we take into 
account the impact of its demand for goods and services from its suppliers and 
consumption spending from incomes earned.   

Its effect on output and value added is roughly in line with the average over all 
industries, although the effect on employment is significantly lower.  This is 
because of the relatively high labour intensity (and high earnings) of the creative 
industries, which generate below-average demand from suppliers, but normal 
levels of demand though expenditure from incomes.   

4.2 Drawing the threads together 

This investigation of the Creative Sector in New Zealand has used analytical 
approaches pioneered in Australia.  It has allowed the rich data content of the 
New Zealand Census collection to be harvested11 and turned into results about the 
way creative people (those in creative industries and/or occupations) are 
employed in the economy. 

The examination has given us two clearly-separated sets of implications.  These, 
in fact, mirror the interest that observers have taken in the creative contribution, as 
they usefully relate to: 

• the creative industries per se - the parts of the economy where the outputs are 
traditionally seen as embodying the creative talents of the various innovative 
skills.  This sector turns out to employ less than half of the people working in 
creative occupations, and people in such jobs in creative firms are outnumbered 
by their co-workers in support and management roles. 

• the embedded contribution - creative people working outside the creative 
industries.  This has not been as closely examined as the first category of 
contribution, but shows up clearly in this research.  It is likely given the scale 
of the New Zealand creative sector to have greater potential than the creative 
industries, because the scope for leverage is greater. 

4.3 Looking further out 

Just taking the analysis to this point has been a path breaking effort.  
Unfortunately like many such journeys the preparation and ground clearing work 
                                                
11  This has all been subject to rigorous restrictions to ensure anonymity for all data and responses. 
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(particularly establishing the rights to data and them clearing it through the 
processes) has taken longer and absorbed much more energy than anyone 
expected.  What this means is that the results have been less complete and far 
reaching than we expected at the onset of the task. 

Nevertheless, we can make some slightly more speculative comments on the basis 
of the work to date and look towards testing and potentially verifying these in a 
later phase of the work. 

4.3.1 Thinking in a more risky way 

What we have done for this section is to relax our usual requirements on the 
degree of support we demand before putting forward a comment.  This material is 
less well founded and therefore more open to question – or perhaps optimistically, 
can be seen as yet to be proven. 

The approach has been to look at the results and try to develop some ideas that 
can be looked at further.  The framework that we adopted for this was to seek to 
examine ideas that might contribute to advancing our understanding of the way 
the creative sector and its components contribute to the fundamental interest here: 
the overall process of productivity enhancement in New Zealand. 

In brief, an improvement of productivity comes about if: 

• similar valued goods and services can be produced with less costly inputs; 

 or  

• production can be given some different treatment that allows it to reap a greater 
return to the producer,  

 or 

• production inputs are redirected into higher valued products.   

How might the creative sector contribute to growth?  The potential application of 
creative inputs is via such routes as: 

• innovative cost-saving ideas, such as new design to lower production costs, 
using fresh materials that are cheaper, or finding a different packaging that is 
either less expensive or permits a lower cost transport solution.;  

• remaking existing products so they can be presented to markets differently and 
thereby achieve higher prices; 

• coming up with “new products,” that conceptually recombine existing inputs 
into new patterns that collectively have a greater value. 

If we consider, even as a thought experiment, the ways that creative ideas affect 
the economy, this can occur through two channels: 

• in a manner that is “leveraged” whereby a creative approach (generated by 
creative workers) has impacts that spread out to affect their whole firm; giving 
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the firm an edge in its relevant market and thus the potential to grow faster than 
the economy in general.  This can be characterised as “high powered”; 

 or  

• in a manner where the ideas from the creative individuals is just part of the 
general stock in trade of their businesses.  Some of these will result in an edge 
to the firm; others will merely compensate for the faults of management or 
high cost inputs.  This can be thought of as “low powered”. 

A further dimension is to think of differences in the nature of the contribution 
between the creative industries and embedded creative workers.  Creative firms 
make a direct contribution to economic activity in their own right, including 
exports.  However, given the scale of the creative industries in the economy, the 
indirect influence of the entire creative sector – i.e. the application of creative 
ideas to other types of activity – almost certainly offers greater potential benefits. 

This can be thought of through the application of the most basic industrial 
economics tool – delving into the reasons for firms’ “make or buy” decisions - 

• When does it make sense for a firm to employ its own in-house creative team, 
and when is it better to contract for creative services with specialist firms?  In 
what circumstances would it do both? 

• When are the two types of creative inputs substitutes, and when are they 
complements?   

• Can understanding these choices and the reasons behind them help explain the 
current distribution of creative employment? 

• Could this understanding go some way to suggesting desirable directions for 
the for creative sector, for policy purposes? 

4.4 Possible future work  

From the numbers here and the more speculative ideas just discussed, we can 
draw up a potential set of projects that could be seen as carrying the investigation 
forward. 

Our approach is to try and use the springboard provided by this overview to spark 
more detailed consideration of what is driving the results and what the results are 
saying about the way in which creative people and industries contribute to a more 
innovative, competitive New Zealand. 

The ideas can be organised into the several categories: 

• Understanding the categories of the creative sector – who is doing the 
business?  In other words, examine via more fine grained research (at a firm 
level perhaps) just what is the creative contribution from the different aspects 
of the creative sector industries.  It may be possible to categorise these in terms 
of more or less striking innovations. 
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• Investigate the relationship between the characteristics and the performance of 
the various creative industries/ sectors: 

− More descriptive investigation by looking at the different types of creative 
workers, industry by industry.  These could be grouped into subclasses if 
possible. 

− Look more closely at innovation at an industry level e.g. using an index of 
relative growth of exports, and see if this can be related to intensity of use of 
creative inputs (contracted creative firms and/or embedded employees), or 
according the profiles coming out of the earlier suggestion.  Compare these 
to see what is happening. 

− Case studies of the creative sector.  Take several innovative parts of the 
sector and try to substantiate various models of the way creative workers 
contribute.  Data and investigation by usual combination of established 
sources and interviews. 

• Undertake case studies of the embedded contribution 

− Take several high performing non-creative industries and examine in the 
same way as proposed above for the creative sector.  

− Look at the aggregates – drawing on the broad picture of the extent of the 
numbers of creative workers embedded within the different industries, 
consider the extent to which these might explain aspects of the industries’ 
varied performance in terms of export, growth and so on.  

− This might be able to extended to examine issues like the type of creative 
workers that are most effective when embedded, or test the hypothesis that 
each industry has its own particular requirements for embedded creative 
workers that overwhelms any generic contributions from say design or IT. 
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Appendix A Creative industries mapping  
The tables below show industry and occupational classifications and the creative 
segments to which they are mapped. 

 

Table 14 Creative industries - segments 
Industries per the Australia-New Zealand Standard Industry Classification (ANZSIC) 2006 

 

 

Source: CCI 
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Table 15 Creative industries - segments 
Industries per the Australia-New Zealand Standard Industry Classification (ANZSIC) 
1996 

 

Source: CCI 
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Table 16 Creative occupations - segments 
Occupations per the Australia-New Zealand Standard Classification of Occupations (ANZSCO)  

 

Source: CCI 
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Table 17 Creative occupations - segments 
Occupations per the New Zealand Standard Classification of Occupations 1993 (NZSCO93)  

 

Source: CCI 
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Appendix B Creative industries‘ output, value 
added and employment  
The tables below are equivalent to those in the body of the report, for the 
individual creative industries. 

The tables below were used to derive the initial estimates, and results were 
aggregated to produce the estimates for creative segments. 

 

Table 18 Economic contribution of Creative Industries 
$m, current dollars; year ended 31 March 2006 

 

Sources: Statistics New Zealand, NZIER 
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Table 19 Creative industries multiplier effects –  
gross output 
 

 

Notes: (1) Industries that have identical multipliers are part of larger industry 
combinations in the Input Output tables.  

Source: NZIER 
 
 

Table 20 Creative industries multiplier effects –  
value added 
 

 

Notes: (1) Industries that have identical multipliers are part of larger industry 
combinations in the Input Output tables.  

Source: NZIER 
 



 

NZIER – The Creative Sector  
in New Zealand -  

31 

 

Table 21 Creative industries multiplier effects –  
employment 
 

 

Notes: (1) Industries that have identical multipliers are part of larger industry 
combinations in the Input Output tables.  

Source: NZIER 
 

 


