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Foreword 
 

For a long time designers have instinctively known that design creates value for people. This report 

validates that instinct by quantifying design’s present and growing impact, and by sharing design success 

stories from some of our most iconic organisations. This report shows just how significant a contribution 

design has made to Aotearoa and New Zealanders — in 2016, design contributed more to the New Zealand 

economy than our agricultural sector. 

In a world of constant change, in an era where organisations — even nations — are differentiated by the 

experience they’re able to offer to people, design is a key success factor. Designers help organisations and 

communities to discover who their people are and what opportunities exist for them; define the sort of 

experience they need and want; develop that experience; and deliver value by creating experiences that are 

human-centred. 

There is huge potential for design to add more value. Most of our organisations are yet to embrace design — 

imagine what Aotearoa might look like as we embed design into our ways of working, aligning products, 

services, and spaces with the needs and wants of New Zealanders. 

This report has been a significant undertaking that has produced a much-needed and compelling account of 

what design means to societies, people, and lives. I want to acknowledge the hard work of everybody who 

has contributed to this report. And I encourage you to take the time to read it. Share it, discuss it, consider 

its importance, and explore its implications. 

 

Gareth Parry 

Partner, PwC Experience Centre 
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A message from the Minister of 
Finance 
 

Design is a powerful tool of the modern, interconnected world. It is a key component of innovation, turning 

great ideas into services and products that consumers want to buy and use, it can help ensure that public 

services are user-friendly and more efficient, and it can help make cities more attractive places for citizens 

and skilled migrants to live and work. In short, these design-led firms are contributing to New Zealand’s 

success as a diversified, resilient and growing economy.  

   

The long list of partners that have supported this report makes a powerful statement. It’s great to see a 

strong network of like-minded organisations that include New Zealand’s leading tertiary design schools, the 

design sector’s national association the Designers Institute, and local and central government entities, 

including the Auckland Co-design Lab, Callaghan Innovation, NZTE, ATEED, Auckland Council and the 

Greater Wellington Regional Council.  

   

This is a timely report. I am particularly pleased it includes profiles of smart design-led firms such as 

Gallagher Industries and Allbirds, all great examples of New Zealand exporters that are taking on the world 

and winning.  

 

Hon Steven Joyce 

Minister of Finance 
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A message from DesignCo  
 

There is a strong correlation between national prosperity, economic growth and a thriving design sector. 

International evidence confirms that design leads to more competitive firms making and selling higher 

value products and services. It is a powerful tool of urban regeneration, and in the public sphere it is a way 

of addressing deep seated, complex and hard-to-solve problems. Recognising design’s power for both 

economic transformation and nation branding, many OECD countries have public policies and a research 

funding infrastructure that strategically targets their design sectors.  

New Zealand is well positioned to make full use of design’s potential. New Zealand has a strong foundation 

of design excellence. We have world-class designers, leading design firms, and globally quality assured 

design education. The data and case studies in this report highlight the significant value the design sector is 

already contributing to the economy. But public investment in design is well short of that provided for 

other components of New Zealand’s innovation eco-system. If New Zealand had a national design strategy, 

if design was privileged even half as much as science in the business growth agenda, design could become 

one of the most important sectors in the NZ economy and this country could be truly remarkable.  

The origins of this report date back to 2013 when a national design consortium was established comprising 

the design schools of Massey University, AUT, Otago Polytechnic and Victoria University of Wellington; the 

Designers Institute of New Zealand and NZTE’s Better by Design programme. The consortium 

collaboratively developed and submitted a bid for funding for a Centre of Research Excellence (CoRE) in 

Design - a research entity that would undertake research into, for and through design in order to enhance 

design’s innovation capabilities for New Zealand. In 2015, the consortium was expanded to include the 

Auckland Co-design Lab and Callaghan Innovation, and branded itself as DesignCo. 

Although the CoRE bid was unsuccessful, DesignCo has continued to connect the constituent parts of the 

New Zealand design eco-system in a systematic and regular manner, telling the story of New Zealand’s 

design excellence, rectifying the paucity of information about the design sector and gathering statistical 

data on the value and impact of design in New Zealand.  

The DesignCo partners commissioned the data contained in this report because it was not data collected by 

any government agency. Without data it has been impossible to communicate the extent and value of the 

design sector to New Zealand. What DesignCo would like to see as a consequence of the significant findings 

contained in this report is the government becoming a more engaged partner in ensuring design is fully 

utilised for economic and social benefit. What this means is not relying on the initiative of individual public 

servants who “get” design utilising it for discrete projects. Nor is it trying to neatly tuck design into the 

science investment infrastructure. Rather, we are looking to government to show leadership and recognise 

design as an individual sector that warrants separate attention and investment.  

DesignCo is especially grateful to PwC for their recognition and support. In addition to funding provided by 

DesignCo, support for the production of this report was provided by the Auckland Council’s Design Office; 

ATEED; and the Wellington Regional Strategy Office of the Greater Wellington Regional Council. We are 

grateful to those organisations and individuals who have provided their time and insights, including those 

we have spoken to in relation to the case studies included in this report. 

The DesignCo partners welcome this report and look forward to talking more with Government about how 

to realise the benefits design can bring for New Zealand.  

 

Professor Claire Robinson 

Pro Vice-Chancellor, Massey University College of Creative Arts, and Convenor DesignCo 
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Executive summary 

This report provides comprehensive information on the substantial contribution of the design sector to the 

New Zealand economy. As the first ever attempt to put an economic value on design in New Zealand, the 

report details a highly skilled, creative, knowledge intensive sector adding an estimated $10b to New 

Zealand’s gross domestic product (GDP), 4.2% of total GDP, and 4.4% of New Zealand’s total employment.  

The origins of this report date back to 2013 when a national design consortium was established, comprising 

the design schools of Massey University, AUT, Otago Polytechnic and Victoria University of Wellington; the 

Designers Institute of New Zealand and NZTE’s Better by Design programme. The consortium 

collaboratively developed and submitted a bid for Centre of Research Excellence (CoRE) funding for a 

Centre for Design Excellence - a research entity that would have undertaken research into, for and through 

design in order to enhance design’s innovation capabilities for New Zealand. This bid unfortunately failed, 

but the consortium endured. 

In 2015, the consortium was expanded to include the Auckland Co-design Lab and Callaghan Innovation, 

and branded itself as DesignCo. DesignCo’s focus since then has been on connecting the constituent parts 

of the New Zealand design eco-system in a systematic and regular manner, telling the story of New 

Zealand’s design excellence, rectifying the paucity of information about the design sector and gathering 

statistical data on the value and impact of design in New Zealand. DesignCo’s desire has always been to 

articulate how important design is to New Zealand, but to date had lacked the evidence to do so.  

In 2016 DesignCo representatives along with another design movement, which had been initiated in 

Auckland by the Designer’s Institute of New Zealand around the importance of urban design to the 

Auckland Economy, collectively decided now was the time to undertake a serious economic study on the 

value of design. The Auckland meeting brought ATEED and the Auckland Design Office into an expanded 

consortium of interested parties as well the Wellington Regional Strategy Office (WRSO). DesignCo had 

been working with WRSO in Wellington prior to the Auckland gathering on the definition of a classification 

for the design sector (see Section 4.4). 

The commissioners of the report hope the data enables them to open a dialogue with Government to 

improve the strategic application of design nationally. It is expected that these discussions would be the 

initial steps in the ultimate development of a design strategy for New Zealand.  

Defining design  

For the purposes of this report, we borrow the definition of design from the UK Design Council. Design is 

defined as the creation of a proposition in a medium, using tools as part of a process. It is noted that a 

slightly amended definition was required to gather the quantitative data for this study, to build the evidence 

base. 

A classification for design 

The definition of design is broad in nature – it is a process or series of processes to create a proposition in 

any industry. Design is dynamic and can stretch across a number of applications, industries and 

occupations. It is because of this broad nature that the project group determined that the current 

classification system for industries and occupations in New Zealand did not adequately capture design in all 

its forms. As such, the project reference group developed a classification system, for design. This allows a 

common understanding and transparency of what is, and is not, included in this report’s classification of 

design. 

The classification has five levels, as described below. 

Level 1: 1 design sector 

The first level of the classification is design itself.  
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Level 2: 29 market verticals 

The second level of the classification captures the market verticals, or industries, which are included in this 

study.  

The project reference group identified 29 industries which are likely to have material design activity in 

New Zealand, eg manufacturing, human health, food and beverages (refer to Appendix C).  

The industries are wide ranging and are intended to capture all industries which are expected to have 

material design activity. It is important to note that in the estimates of design’s contribution to GDP for 

each vertical, only the design component is included (eg not all the GDP for agriculture is included).  

Level 3: Nine design disciplines 

The third level of the classification captures the different design disciplines: design education, graphic 

design, innovation/invention, interactive design, motion design, product design, service design, spatial 

design and strategy. 

Level 4: Four Double Diamond components 

The fourth level is the four ‘Double Diamond’ processes: Discovery, Define, Develop, Deliver. While this is 

not the only way to describe the design process, the double diamond is used widely by stakeholders to 

describe the iterative design value chain. 

Level 5: 264 design processes 

The most fine-grained level of the classification is made up of design processes. The project group 

identified 264 distinct design processes (eg market research, program design). Refer to Appendix B for the 

design processes identified.  

The classification defines the parameters for this report. Note a process can be included in the classification 

for design and also included in another sector (eg market research is included in design but could also be 

included in advertising), it is not intended to cast a process exclusively as a design process.  

Data source and restrictions 

Note that in our analysis we have relied on data about design in New Zealand which has come from a UK 

based third party provider. The data was purchased by Massey University on behalf of DesignCo for the 

purposes of this project, to maintain consistency with other reports and analysis of interest to industry 

participants that use the same data source. We have sense checked the data at a high level for 

appropriateness in the New Zealand context and note any concerns about the data in the report, but we 

have not completed an audit in respect of the data. See Section 4 for further details and Appendix F for our 

restrictions. 

The method is reliant on the design classification and designation of the set of 264 processes as “design” 

processes. Expanding the definition of design is likely to increase the economic activity ascribed to design. 

Similarly, narrowing the definition of design will yield a smaller result.  

Key results 

The total contribution of design to the New Zealand economy was approximately $10.1b in the year to 

March 2016, which equated to approximately 4.2% of New Zealand’s GDP. For comparison, a UK Design 

Council study found that the economic contribution of design in the UK was £71.7b in 2013, which was 

equivalent to 4.1% of UK’s GDP.1 

                                                                            

1  Note that the UK Design Council reports the contribution to gross value added (which is different to GDP) of 7.2% in 2013. We have estimated the 

contribution of design to the UK’s GDP for consistency with our analysis.  
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If design were treated as an individual industry, its contribution to the New Zealand economy would be 

larger than agriculture ($8.1b) and on-par with retail trade ($10.6b) and food, beverage and tobacco 

product manufacturing ($10.6b).2 

Regional analysis shows that Wellington (contribution of $1.5b or 15% of design GDP) and Auckland 

(contribution of $3.7b or 36% of design GDP) make up just over half of design’s contribution to national 

GDP, as shown in Figure 1. 

Figure 1 Design's contribution to New Zealand GDP 

 

Source: PwC analysis of kMatrix data 

Figure 2 shows design’s contribution of GDP by region compared to the respective percentage of the 

population. It illustrates that Wellington and Auckland have expertise in design, and these areas support 

design activity in the rest of New Zealand. While there is design activity in the rest of New Zealand (likely to 

be in the major urban centres and in areas with industrial expertise eg Waikato for agriculture), knowledge 

or expertise that can’t be supplied by local firms is assumed to be filled by regional exports from Auckland 

and Wellington-based providers.  

                                                                            

2  Statistics New Zealand, National Accounts (Industry Production and Investment): Year ended March 2015 (preliminary figures). We note that 

agricultural output fluctuates annually due to a number of factors eg weather conditions and the preliminary figure for the 2015 year was the lowest 
value for agriculture for a number of years. It follows a high of $13.1b in 2014. The simple average contribution of agriculture to national GDP for the 
last 10 years was $9.5b (real).  
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Figure 2 Contribution to design GDP by region compared to the region’s % of New Zealand 
population 

 

Source: PwC analysis of kMatrix data 

In 2016, there were approximately 94,200 full-time equivalent (FTE) design positions in New Zealand, 

which was approximately 4.4% of New Zealand employment.  

This does not mean that there were 94,200 designers in New Zealand. Instead, it reflects that some design 

processes are completed by individuals who have “designer” in their job title, but some design is also 

undertaken by skilled workers without that title. Note that the occupation data is ‘full-time equivalent’, so 

only the proportion of a job which relates to design is included.  

Wellington (13,700 FTEs or 15%) and Auckland (34,300 FTEs or 36%) made up over half of design related 

employment in New Zealand in 2016. 

Design’s share of national GDP is 4.2% while its share of national full-time equivalent employment is 4.4%. 

This indicates that design has labour productivity on par with the New Zealand economy on average. 

Approximately 4,000 companies in New Zealand undertook some design activity in 2016. This was 

approximately 0.7% of total companies in New Zealand.3 A regional breakdown of the geographic 

distribution of companies shows that 0.8% of Auckland companies, and 1.1% of Wellington companies, had 

design activity.  

Market verticals 

The manufacturing industry contributed the greatest amount to design-related economic activity in 2016. 

Manufacturing had just under $2.7b of design activity, contributing 27% of design’s contribution to 

national GDP. The human health ($895m to design’s contribution to national GDP), financial ($757m), 

environmental ($651m) and construction ($607m) industries were also notable market verticals. This is 

shown in Figure 3. 

                                                                            

3  Companies have been estimated using geographic units, which includes businesses and trusts.  
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Figure 3 Contribution to national GDP by market vertical 

 
Source: PwC analysis of kMatrix data 

Design disciplines 

The product design and interactive design disciplines are the two biggest individual contributors towards 

design’s GDP. Over $4.5b of economic activity, contributed towards national GDP, comes from these two 

design disciplines, making up approximately 46% of the design total. 

Figure 4 Contribution to national GDP by design discipline 

 

Source: PwC analysis of kMatrix data 

Double Diamond 

Analysis of the design double diamond value chain process (refer to Section 2.2.2 and Figure 7) shows that 

most economic activity is concentrated on the second half of the double diamond: the develop and deliver 

phases. This echoes what industry participants told us: they wish they were involved earlier in the process – 

designers are typically not now. 

When examined at the double diamond level, it can be seen that employment is concentrated in the 

Develop and Deliver parts of the design value chain, which is also observed in the contribution to GDP. 

These two components are cumulatively responsible for 94% of total design employment, and outweighs 

employment in Discovery and Define by a ratio of 16:1. A similar pattern is observed at the Auckland, 

Wellington and rest of New Zealand regional levels. 
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Figure 5 Employment by Double Diamond quarter (2016)  

 

Source: PwC analysis of kMatrix data 

Recommendations for future research 
This study has established a benchmark for the economic value of design in New Zealand in 2016, in terms 

of its contribution to national, Wellington and Auckland GDP and employment. Reflecting on the reasons 

for embarking on this study, we make the following recommendations to enhance the evidence base and tell 

the story of design in New Zealand. 

1. Repeat this study at regular intervals to monitor trends over time. 

2. Expand the dataset obtained from the third party provider to include other key regions in 

New Zealand (eg Canterbury, Waikato, Otago).  

3. Expand the dataset obtained from the third party provider to include key variables such as sales 

(gross output). 

4. Expand the dataset obtained from the third party provider to include national (design and non-

design) totals or averages to enable further exploration of the data and comparison of the relative 

performance of design. 

5. Supplement the study with additional case studies or survey data on individual firm level success 

following the use of design. 

6. Supplement the study with additional case studies with customers and users to describe the social 

impact of design.  

7. Consider working with organisations and industry bodies offshore to enable a cross-country 

comparison of design in the relevant jurisdictions on a like-for-like basis. 

8. Consider working with Statistics New Zealand and others to improve the New Zealand industry and 

occupation classification systems (as the classification systems are revised from time-to-time) to 

provide greater alignment with official New Zealand statistics.  
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DesignCo recommendations 
This report on the economic value of design in New Zealand in 2016 is one component of a broad initiative 

called the Value of Design, which has its origins in 2013 when a national design consortium was established 

comprising the design schools of Massey University, AUT, Otago Polytechnic and Victoria University of 

Wellington; the Designers Institute of New Zealand and NZTE’s Better By Design programme. In 2015, the 

consortium was expanded to include the Auckland Co-design Lab and Callaghan Innovation, and branded 

itself as DesignCo. Throughout this period, the consortium has connected with and consulted a wide range 

of individuals, companies and organisations, and undertaken research, to determine the current state of the 

New Zealand design ecosystem, tell the story of New Zealand’s design excellence, and address the paucity of 

information about on the design sector (and hence DesignCo’s commissioning of this report).  

As a result, DesignCo is well placed to set out those actions it believes are required to ensure better 

understanding and use of design in New Zealand. The broad theme which underpins the recommendations 

below is that the government should become a more engaged partner in ensuring design is fully utilised for 

economic and social benefit, and that government needs to show leadership and recognise design as an 

individual sector that warrants separate attention and investment.  

Having considered the evidence gathered in this report, and with deep legacy industry knowledge, 

DesignCo, as the primary commissioners of this study, make the following recommendations for design in 

New Zealand: 

Strategic leadership and infrastructure 

 Treasury to develop a national design strategy in collaboration with the New Zealand design sector. 

 Establish the role and office of the Prime Minister’s Chief Design Advisor to promote awareness of, 

and support strategic investment in, design. 

 Establish and fund a body similar to the UK Design Council responsible for the strategic 

coordination of design in New Zealand, bringing together the design industry, research and 

education.  

Supporting Business 

 Establish a programme of business support for the use of design by SMEs, similar to the NZTE Better 

by Design programme.  

Better Public Services 

 Increase targeted funding support for design-led service transformation in the public sector.  

Innovation 

 Increase the focus, capacity and capability for matching design and design thinking expertise with 

science and technology innovation needs at the early stages of development. This could be 

undertaken by Callaghan Innovation.  

Tertiary Education 

 Widen the current conceptualisation of STEM to include creative arts subjects such as design and 

creative media production, and increase the EFTS funding for these subject areas. 

Research  

 Establish a dedicated research fund for design researchers to access, and infrastructure to support 

the allocation of funds (separate from science, health or arts funding).  

Recognition 

 Establish a suite of Prime Minister’s Design Prizes, to the same value as the Prime Minister’s Science 

Prizes. The prizes could be administered by the Designers Institute of New Zealand, and would aim 

to become the premier awards for design in New Zealand.  

 Promote New Zealand design, through the NZ Inc. network, as a vital element of our national brand. 
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1. Introduction 

1.1 The process – how we got to this point 
The origins of this report date back to 2013 when a national design consortium was established, comprising 

the design schools of Massey University, AUT, Otago Polytechnic; Victoria University of Wellington; the 

Designers Institute of New Zealand and NZTE’s Better By Design programme. The consortium 

collaboratively developed and submitted a bid for Centre of Research Excellence (CoRE) funding for a 

Centre for Design Excellence - a research entity that would have undertaken research into, for and through 

design in order to enhance design’s innovation capabilities for New Zealand. This bid unfortunately failed, 

but the consortium endured. 

In 2015, the consortium was expanded to include the Auckland Co-design Lab and Callaghan Innovation, 

and branded itself as DesignCo. DesignCo’s focus since then has been on connecting the constituent parts 

of the New Zealand design eco-system in a systematic and regular manner, telling the story of New 

Zealand’s design excellence, rectifying the paucity of information about the design sector and gathering 

statistical data on the value and impact of design in New Zealand. DesignCo’s desire has always been to 

articulate how important design is to New Zealand, but to date had lacked the evidence to do so.  

In 2016 DesignCo representatives along with another design movement, which had been initiated in 

Auckland by the Designers Institute of New Zealand around the importance of urban design to the 

Auckland economy, collectively decided now was the time to undertake a serious economic study on the 

value of design. The Auckland meeting brought ATEED and the Auckland Council’s Auckland Design Office 

into an expanded consortium of interested parties as well the Wellington Regional Strategy Office (WRSO). 

DesignCo had been working with WRSO in Wellington prior to the Auckland gathering on the definition of 

a classification for the design sector (see Section 4.4). 

In February 2016, PwC facilitated a workshop to understand if individuals and organisations had a 

common purpose around the reasons why a study would be undertaken. The reasons were clustered around 

the following six themes.  

 Evidence supports securing a role for design in our future. 

 For design to be valued, mind-sets must change and evidence plays a role in that change. 

 Evidence is needed that design is powerful and can differentiate New Zealand internationally. 

 Evidence attracts investment. 

 Design can improve our national wellbeing. 

 Evidence helps grow capability in design activities.  

 

Stakeholders also considered that it was important to bring together the evidence base to enable a dialogue 

with other stakeholders – central and local government, investors, other industries and sectors, educators, 

and students. 
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1.2 Purpose and scope of this report 
The purpose of this report is to demonstrate the ‘value’ of design to New Zealand’s economy in 2016, 

providing the evidence base for a dialogue with stakeholders. In this report, we tell the overall story of 

design to New Zealand, in terms of the benefits it provides to businesses and the economic footprint of 

design activity in New Zealand.  

We highlight examples of organisations in New Zealand who have embraced design, to showcase how 

design can be used to improve firm success. We also highlight the use of design in organisations to improve 

customer experience and thereby service delivery.  

We investigate the economic footprint of design activity in New Zealand, primarily through its contribution 

to national GDP and employment.  

This report starts with an introductory section to define design. For the purposes of this report, the 

quantitative data required a different definition for design. A separate classification was developed to 

identify design processes, to which values for economic indicators are ascribed. The set of design processes 

incorporate both creative processes, as well as existing knowledge which is embedded into New Zealand’s 

economy.  

This study has not considered the return on investment in design activities empirically. Section 3 looks at 

some of the international evidence of the benefits of design and linkages between design and innovation. 

However, in this study, we use case studies to support initial findings into the use of design in firm level 

success and the social benefits of design.  

1.3 Acknowledgements 
This project was made possible through support provided by DesignCo (Massey University, AUT, 

Otago Polytechnic, Victoria University of Wellington, Designers Institute of New Zealand, New Zealand 

Trade and Enterprise Better By Design, Auckland Co-design Lab and Callaghan Innovation); Auckland 
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Design Office, Auckland Council, Auckland Tourism, Events and Economic Development (ATEED), and the 

Greater Wellington Regional Council.  

We also acknowledge Auckland Council for kindly hosting the workshop in February 2016 and acknowledge 

the following workshop participants: 

Table 1 Workshop participants 

Participant Organisation 

Colin Drew Wellington Regional Strategy 

Bryce Julyan New Zealand Planning Institute 

Grenville Main DNA 

Ludo Campbell-Reid Auckland Council/Auckland Design Office 

Tom McLeod Auckland Tourism, Events and Economic Development 

Chris Bennewith DesignCo 

Cathy Veninga Designers Institute of New Zealand 

Cliff Gibson Phae Group 

Diane Menzies Nga Aho 

 

We also acknowledge the project reference group who developed the classification for design (described in 

Section 3), along with commentary from Colin Drew, John Lavery, and Ludo Campbell-Reid.  

Table 2 Project reference group  

Representative Organisation 

Cathy Veninga Designers Institute of New Zealand 

Guy Vasey Designworks 

Mike Tisdall Jasmax/Insight Creative 

Grenville Main DNA 

Matthew Buchanan Cactus Lab 

Jesse Keith Callaghan Innovation 

Matthew Ellingsen Empathy 

Chris Bennewith DesignCo 

 

As noted above, we have used a combination of quantitative and qualitative information to articulate the 

value of design to New Zealand.  

We acknowledge the offshore third party private provider kMatrix and their New Zealand affiliates, Phae 

Group (Cliff Gibson) and TopCat 2000 (Tim Newman), for the quantitative data supplied to Massey 

University on behalf of DesignCo for the purposes of this study.  
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2. What is design? 

“Good design is the difference between a complex, frustrating 
interaction and a delightful experience”4 
It is often easier to describe the impact or outcome of a process rather than define the process itself. The 

quote above, from design strategist Jeneanne Rae, describes the consequences of good or poor design. 

Being able to articulate the outcomes of good design or poor design still produces the valid question of 

what is design?  

This section defines design for the purposes of articulating its contribution to the New Zealand economy. 

Establishing a definition of design – which may not be perfect for all areas of design – sets the discourse 

and quantitative boundaries for this study.  

2.1 Defining design  
In the last few decades, there has been a broadening of how design is defined and understood. Design can 

no longer be viewed through a narrow lens of making a product such as a chair or brand look good, or as 

something that is added at the end of a process. Nor can design be defined by listing its types or disciplines, 

ie visual communication design, spatial design, product design, or the more recent design thinking and 

service design. 

Design is much more. Design has a role to play in the problems of our time through the re-thinking of 

systems, the social fabric that holds people together, and the objects and experiences we have day-to-day, 

year-to-year. Being a designer means being empathetic, collaborative, strategic and transformative. Design 

adds value to products and services. 

This broadening of the definition of design is reflected in a 2013 report by Robinson and Mark, titled 

Moving up the Value Curve: Maximising the Contribution of Design to the Government’s Growth Agenda,5 

where design is defined as: 

 a user-centred creative activity that focuses on defining new products, processes and services 

 a sector of specialised, professional economic activity undertaken by trained and qualified 

practitioners 

 a tool for business and organisational growth and policy planning at the highest strategic level.  

Design is also defined as a powerful commercialisation tool. The UK Cox Review (2005) defines design as 

the link between creativity and innovation, shaping ideas into practical and attractive propositions. In this 

conceptualisation, design’s real value is its capacity to shape ideas to become practical and attractive 

propositions for users or customers. Without design, nothing gets to the market place or if it does, nobody 

wants to buy the product or service. 

One of the most frequently cited sources of design knowledge is the UK Design Council. It considers design 

to be a creative process and a way of thinking and doing that is focused on solving a problem using a set of 

tools. The UK Design Council in 20156 provided the following definition of design: 

                                                                            

4 Rae, J. (2014). What is the real value of design? The Design Management Institute. 

5 Robinson and Mark (2013) Moving up the Value Curve: Maximising the Contribution of Design to the 
Government’s Growth Agenda 

6 Refer to http://www.designcouncil.org.uk/what-we-do/design-economy 
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“Design is the creation of a proposition in a medium, using tools as part of 
a process”. 

While all design is innately creative, the nature of each element has the potential to differ between different 

types of designers.  

 Proposition – may be objects that are visible (a building, a dress, a kettle) or invisible (software 

code, policy, process). 

 Medium – may take various forms. For example: physical (pencil sketch, 3D model, painting); 

spatial (a building, a street grid); digital (computer game, app, sound); or temporal (a process or 

sequence). 

 Tools – may vary (whether a pencil, a knife, a keyboard) in creative and reflective/analytic modes. 

 Process – may include one or more means of design inspiration and design review, working alone 

or in collaboration with others.  

Figure 6 Defining design 

 

Defining design as a set of processes, and identifying where these processes are utilised, enables us to 

estimate the value of design across the whole New Zealand economy not just in established design areas 

such as product or graphic design. 

At this point, it is recognised that design is broad in scope and scale – and the design process at its best 

produces products, services and spaces that are pleasurable to use or experience and are relevant and 

useful to the people interacting with then. 

2.2 Design in practice 
As noted above, design can no longer be viewed in isolation, or something to be tacked on at the end of a 

process to finish a product. Design is much more. The definition of what design is, noted above, reflects the 

extent of design across an economy.  

To facilitate discussions on design, we provide background on nine design disciplines, which is one way to 

categorise design activity. Broader than just product design or graphic design, the range of design 

disciplines reveals the wide range of areas in which designers work.  

We also provide background on the design double diamond value chain. The double diamond value chain is 

one representation of how design principles are used in practice.  

Tools

Proposition

Medium

Process

Design…

Visible
• A building
• A dress
• A kettle
• An advertisement

Invisible
• Software code
• Policy
• Process
• Services

The creation of a proposition in a 
medium, using tools as part of a 

process

Physical
• A pencil 

sketch
• A toaster

Spatial
• A building
• A street

Digital
• A computer 

game
• A website

Temporal
• A process
• A sequence

Working alone or with others
• One or more means of design inspiration and design 

review

Creative, reflective or analytic modes
• A pencil
• A knife
• A pair of scissors
• A keyboard
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2.2.1 Design disciplines 
Table 3 sets out nine design disciplines, developed by the project working group, which group together 

design activities into functional categories. We use these disciplines to help categorise the quantitative 

information used in this report.  

Table 3 Design disciplines included in this study 

Design discipline Definition 

Design education The teaching of design disciplines as well as the design of teaching. 

Graphic design Digital and non-digital two-dimensional design for all media including 

commercial activities such as advertising, communication, packaging, 

and publishing. 

Innovation/invention Developing new experiences, products, ideas, methods or processes or re-

developing experiences, products, ideas, methods or processes by 

improving them or making them more efficient. 

Interactive design Digital design of interactive experiences, including 2D and 3D, used in 

products or sectors such as websites, apps, software, virtual reality, games 

(and other entertainment products), architecture, education, engineering, 

security, health, and artificial intelligence. This discipline recognises the 

crossover with the screen sector. 

Motion design Design of devices and systems as applied to the content delivery, 

configuration and communication of visually moving images. 

Product design Industrial design including the development of products for production 

or fabrication. Products include both consumer durables and non-

durables as well as products for sectors such as health, agriculture, 

production/process machinery, transport, education, banking, and fast 

moving consumer goods. 

Service design Design of devices as applied to the content delivery, configuration and 

communication of services included in the category of services may cover 

commercial, personal, community, delivery to public and private 

organisations. Service design is the end to end activity of planning and 

organising people, infrastructure, communication and the material 

components of a service, in order to improve its quality, amplify its value 

for customers and maximise the efficiency in which it is delivered. 

Interaction between a service provider and a customer defines the 

customer’s experience. Employed because of change and or 

transformation, factoring in changing technological, organisational, 

ethnographic and social science factors to optimise channels, find 

efficiency, improve engagement and usage, unlock customer journeys and 

experiences.  

Spatial design Typically larger scale designs including interiors (commercial, public and 

residential) exterior amenities that compliment architecture and urban 

design activities. This category includes urban design. 

Strategy The application of design principles and practices to identify and evaluate 

strategic opportunities and resolving strategic problems. 

Source: Project working group 
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2.2.2 The process of design 
An additional lens is the design double diamond. The double diamond classification was developed through 

in-house research at the UK Design Council in 2005 as a simple graphical way of describing the design 

process.7 It maps the divergent and convergent stages of the design process, showing the different modes of 

thinking that designers use, through four distinct phases (known as the ‘4Ds’): 

 Discover 

 Define 

 Develop 

 Deliver. 

The four phases are shown in Figure 7 and are explained in further detail below. 

Figure 7 Double diamond value chain for design 

 

Discover  

The discovery phase is the beginning of any design project. The aim of the discovery phase is to generate as 

much insight, ideas and different perspectives as possible to fully understand the context of a problem. 

Processes or tools used in this phase might include: 

 market research 

 user research 

 co-design sessions. 

Define 

The aim of the discovery phase is to go as wide as possible, diverging on ideas and hypotheses, whereas the 

goal of the definition phase is to converge those insights, clarify the problem and outline how to tackle it. At 

this point in the project, design methods are identified and business/project objectives are agreed and 

signed off. This is the point where designers determine whether or not an opportunity or problem is worth 

pursuing. They may repeat discovery tasks and generate further insights and ideas until they are at the 

point where they can define the problem, opportunity and methods to find the solution. 

 

                                                                            

7 Refer to: http://www.designcouncil.org.uk/sites/default/files/asset/document/ElevenLessons_Design_Council%20(2).pdf 

2

Discover Define Develop Deliver

http://www.designcouncil.org.uk/sites/default/files/asset/document/ElevenLessons_Design_Council%20(2).pdf
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Develop 

During the develop phase, design-led solutions are developed, iterated and tested. Key activities for this 

phase might include: 

 co-design sessions with designers and stakeholders and/or users 

 sketching 

 modelling 

 prototyping and testing. 

Deliver 

The final product, service or solution is finalised during the delivery phase. The outcome will be a solution 

that addresses the problem identified in the definition phase. Key activities for this phase might include: 

 final testing, approval and launch of the product/service 

 marketing, advertising and communications 

 measuring the impact of the product or service through surveys, customer insight or feedback. 

The project working group also identified 264 design processes which fall under the four components of the 

double diamond (refer to Appendix B). The project working group noted significant crossover between the 

264 design processes with other creative processes. That is, many of the design processes could also be 

considered processes which belong to other sectors, such as marketing.  
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Interview: Dean Poole, Alt Group  

What is the value of design to New Zealand? 

Over the last 15-20 years people have talked about design thinking as being central to the economy, as an 

organising idea, but I think design is more part of the economy. It is basically a skill set that designers have 

which is different from science thinking, and art thinking, and different modes of thinking. Design’s real 

value is its ability to think in future-based ways.  

The issue now faced by New Zealand businesses and the New Zealand economy is we are just not fast 

enough. A few years ago, it might have taken from 3-5 years to take an idea to market. Now the timeframe 

is 12 months. If you don’t use design to come up with future-based solutions you just cannot ever, ever 

compete.  

Some of the biggest companies in the world are just 10 years old.  If we are talking about building 

businesses that have a life span of say ten years, well then there is a natural Darwinian order – they die. If 

you are using design thinking to re-engineer the future so you come up with a different offering, this is a 

tricky thing to do for a New Zealand business. You need speed to market, but you also need scale. The best 

can get eaten up by those who come second, but are faster. Innovators have ideas, followers have cash flow. 

I don’t know if we have the skill sets in this country to deal with these ideas, and this may be true anywhere. 

Is the idea of a unique New Zealand design culture valid? 

Two attributes of New Zealand, are first, a pragmatic inventiveness, and second, playful intellectualism. 

Pragmatic inventiveness is deeply embedded, and this influences the way you design things. 

Fisher&Paykel’s DishDrawer is a pragmatic solution. And so are Allbirds’ shoes. And so is the Formway 

Generation Chair. There are humanist principles that underpin both the insight and the offering. The other 

element is a playful intellectualism. We have something serious to say but we say it in a delightful way, in a 

way that understands the audience, will invite you in, and then communicate, but don’t do it in an uptight 

way.  

Is design used enough in New Zealand? 

No, it is underutilised. The new economies such as South Korea developed a design policy to transform 

their economy, and we are way behind them now. We were the first in the world, in 2004, with a design 

programme at a government level – the Better by Design programme. At roughly the same time, Samsung 

created a strategic design group and trained its culture in design thinking, and 12 years later people ask 

“where did Korea come from”? The same year we launched BBD, Elam cancelled its design department! 

Where was the joined-up thinking that was transformational for an economy? Sadly, we missed it. It does 

not mean we can’t get it back. But it is a structural thing that runs all the way through education and 

promotion to business culture. This is where design makes an impact, front end thinking to uncover 

insights that shape the future, and systems thinking that enables the choreography of the parts to make 

value. 

Are there tangible things we can do?  

Push the boundaries, and learn how to scale. In business, Formway is an example of pushing boundaries. It 

was one of the fastest selling chairs in US history. We had to find a unique proposition to drive the product 

development, drive the conversation with a future IP owner, and ensure it was directly related to a 

consumer so it could scale. You scale by finding the right IP solution. I love the fact that Rhode Island 

School of Design (RISD) students are the founders of the biggest hotel in the world called Air BnB. Without 

owning any hotels. And then tell me design thinking doesn’t work.   

Often we come up with romantic ideas about innovation practice from the past, not transformational 

educational programmes that are aligned to crucial sectors. In Korea, for instance, they teach design + IT; 

design+ aviation; design + automobiles; design + service, and you go to university and you study that 

discipline within the context of that economy. It is sensible. The Koreans figured it out, and the 

Norwegians. I am not saying that every country needs a design policy, but they all want to have an 

innovation policy, and often design gets left out.   

Source: Dean Poole 
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3. Why design?  

3.1 Overview 
There are powerful reasons for using design. Design and innovation, separate but materially overlapping 

concepts, drive activity in the private and public sectors which can add long lasting economic and social 

value. This section outlines some of the international studies which have investigated the benefits of design.  

There is a growing recognition that through the effective integration of design, companies are more likely to 

be innovative (Commission of European Communities, 2009, Fortune 500 study). Companies that work 

with design strategically or as a process are far more likely to develop new products that customers need 

and want, and SMEs that use design are more likely to engage in developing new products and services for 

new customers. One survey found that design staff are a major source of ideas for innovative activities in 

high-tech and medium-tech sectors.  

A number of landmark studies focused on determining the benefits of investing in design from a business 

perspective have demonstrated that:  

 companies using design grow at faster rates than those that do not8 

 design-conscious or design-led entities outperform their competitors9 

 businesses that invest in design are more profitable or successful than those that do not.10  

New Zealand Trade and Enterprise’s Better by Design programme has demonstrated some elements of this 

over the past ten years. In their words “design is the purposeful creation of value for a business and its 

customers. Design unlocks better business — creating more desirable products and services, and passionate 

customers, fostering more dynamic and purposeful cultures within business, stimulating faster growth and 

delivering tangible bottom-line results”.11 

Offshore, the UK Design Council discovered that for every £1 businesses invest in design, businesses can 

expect over £20 in increased revenues, over £4 increase in net operating profit and over £5 in increased 

exports. In addition, businesses reported boosts to confidence, strategic thinking, brand and business 

identity.12  

In 2003 the Design Ladder was developed by the Danish Design Centre as a tool to measure the level of 

design activity within their businesses. The ladder was used as a framework to assess the economic benefits 

of design within Denmark.  

                                                                            

8  Black and Baker, 1987 

9  Hertenstein, Platt and Brown, 2001 
10  Danish Design Centre, 2003. 

11  Refer to http://www.betterbydesign.org.nz/why-design-matters  

12  UK Design Council, 2012  

http://www.betterbydesign.org.nz/why-design-matters
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Figure 8: Design Ladder representation of design 

 

Source: Danish Design Centre 

The assessment found that Danish companies invested an annual total of approximately DKK 7 billion 

(EUR 1 billion) in design. Over the five years prior to 2003, Danish companies that purchased design 

registered a total increase in their gross revenue of approximately 22% (DKK 58 billion ≈ EUR 8 billion) 

higher than companies that did not purchase design. Linking performance data with investment in design 

revealed a correlation between design purchase and economic growth (Project, 2011). 

There is also a growing body of evidence that demonstrates the value of design thinking and processes as 

tools for driving innovation within the public sector (Christiansen and Bunt, 2012), and that design can 

play a significant role in helping make the public sector more efficient. The application of design to the 

public service has been shown for instance to improve customer or patient satisfaction, and reduce violence 

and aggression at A&E departments.13 

 

 

 

                                                                            

13  Refer to http://www.designcouncil.org.uk/what-we-do/ae-design-challenge  

http://www.designcouncil.org.uk/what-we-do/ae-design-challenge
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4. Information sources and 
 methods 

As outlined in the previous section design is beneficial for businesses and can be used to create long lasting 

economic and social value. Design is a process which is valuable itself, supporting employment and 

economic activity.  

This report considers the extent of design in New Zealand and its contribution to the New Zealand 

economy. This section outlines the methods and data used in this report to articulate this.  

4.1 Case studies and interviews 
The case studies and interviews presented in this report were written by Massey University on behalf of 

DesignCo with input from relevant organisations.  

PwC supported the selection of the case study and interview topics but did not write the case studies and 

interviews. As such, the opinions in the case studies are those of relevant organisations or individuals, and 

do not necessarily reflect the opinion of PwC.  

4.2 Quantitative information 

4.2.1 Approach 
Two methods for the study 

To help support the articulation of the extent of design in New Zealand, and its benefits, this report 

provides an estimate of the extent or prevalence of design activity in the New Zealand economy.  

There is no official measure of design in New Zealand statistics. As such, we have considered how we can 

measure design by: 

 defining design activity by designating a set of design processes, ascribing the economic 

contribution of the design processes, and then aggregating the results (Method 1). 

We also sought to derive a value for design which aligns to official New Zealand statistics as closely as 

possible by:  

 defining a set of ANZSCO14 design occupations and estimating the economic contribution of the 

design occupations, matched to national GDP and employment data (Method 2).  

Method 2 adopts an approach which has some alignment to the UK Design Council’s 2015 study. We take 

the design occupations defined by the UK Design Council through designating a set of Standard 

Occupational Classification (SOC) codes the classification system used by the UK Government. Then we 

match the SOC codes to ANZSCO occupations as closely as possible.  

Methods 1 and 2 overlap but they do not estimate exactly the same value. Methods 1 and 2 share a common 

point of intersection through the value of design activities performed by design related occupations, as 

shown in Figure 9.  

For example take a marketing executive who owns their own company and uses design in their everyday 

work. Method 1 seeks to measure the economic activity related to marketing and all other design work, 

regardless of which industry they work in. It seeks to capture marketing activity in an advertising agency as 

well as the marketing activity undertaken by workers in a law firm, and any other design activities in that 

                                                                            

14  Australian and New Zealand Standard Classification of Occupations, used by Statistics New Zealand to organise and classify jobs in New Zealand.  
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law, or other, firm eg market research. Method 1 seeks to exclude any non-design activity by the marketing 

executive, such as human resources activity.  

On the other hand, Method 2 captures the economic activity of the marketing executive (regardless of 

which industry they are in) but also includes human resources, or other, non-design activities, which they 

are responsible for (eg a marketing executive with their own business who also completes their own 

financial accounts). 

Figure 9 Commonality between Methods 1 and 2 

 

Breadth of classification 

In the definition of design in section 2, design creates new activity. This is in contrast to our classification of 

design which is required to collate the quantitative data for this study, which focuses on design processes or 

design occupations (whether they create something new or are embedded in the existing knowledge base). 

This is a wide classification for design activity, and broader than Statistics New Zealand’s definition for 

research and development (R&D) activity, which requires an element of novelty as an outcome of the R&D 

process. 

Defining a wider set of design activities and processes yields a bigger figure for the economic contribution 

of design for Method 1. Similarly, defining a narrower set of design activities and processes yields a smaller 

figure for the economic contribution of design.  

For Method 2, the definition of which occupations are integral to the value for the economic contribution of 

design. As with Method 1, the more occupations you include in the definition, the greater the output value. 

However, we have aligned the occupations to the UK Design Council’s list of occupations as close as 

possible to maintain as much consistency as possible to the UK Design Council’s study. 

4.2.2 Data 
Method 1 

The key data source for Method 1 is a dataset we received from kMatrix. kMatrix is a UK-based company 

who compile and collate data from a range of individual sources to produce market research and 

information. The data fields we received are set out above and defined in Appendix B. The data relates to 

the year to March 2016. 

Some key project funders requested the use of this data source, in order to maintain consistency with other 

analysis and reports which industry participants consider relevant and important to the New Zealand 

context. 

Method 1 Method 2

design 

activities of 

design related 

occupations

design activities 

of all other 

occupations

other activities 

of design 

related 

occupations
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We received a dataset which was developed in accordance with the classification outlined in section 2, on 

the following variables:  

 value added 

 employment 

 number of companies 

 exports 

 imports 

 return on sales  

 R&D as a percentage of sales. 

A key economic indicator of interest is GDP, which was not provided in the dataset we received. We 

estimated GDP from kMatrix’s value added data. For the other variables of interest, we have used kMatrix’s 

data directly.  

We estimate GDP using “value added” data from kMatrix. We requested that GDP be included in the 

dataset but it was not received. 

GDP is value added plus taxes less subsidies. The value added data by market vertical, or industry, is the 

base for our calculations. The taxes and subsidies are estimated from Statistics New Zealand’s Input-

Output tables for the year to March 201315, after a mapping process to match market verticals to input-

output categories (see Appendix B for details). 

A full description of the method to estimate GDP from industry value added is included in Appendix B. 

Figure 10 Illustration of Method 1 

 

We understand kMatrix uses raw data collated from a large number of sources, including: 

 company data and data aggregators eg FAME, ICC, Companies House Monitor 

                                                                            

15  The most recent input-output tables for New Zealand from Statistics New Zealand are for the year to March 2013. 
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 news services eg Newsedge, Durrant 

 corporate analysis eg Bloomberg, Forbes, Eurobusiness 

 market research eg Datamonitor, Euromonitor, Wall Street Journal, Financial Times, Reuters 

 technology/standards information  

 other sources eg sector specific sources.  

We understand that around 200 different sources of raw information were used to generate the dataset 

which we received. We also understand that each individual element of our dataset – for example, ‘value 

added’ for a specific design process – is typically derived from between 50 and 100 different sources of raw 

information.  

The dataset we received was highly disaggregated, and we understand that in many cases there was even 

more disaggregation below what we received. We understand that this level of disaggregation existed in the 

raw data sources used, and that no further allocations were made to derive our dataset.  

We understand that kMatrix undertakes a relatively detailed and complex process of algorithmically testing 

the raw information to determine the relevant sources. This includes addressing labelling and definitional 

issues between different raw data sources and the desired outputs, as well as testing for outliers and 

considering the historical accuracy of each source. We understand that kMatrix does not otherwise 

undertake any manipulation of the raw datapoints itself.  

We note however that it seems likely to us that many of the raw datapoints would have been derived (by the 

external sources) on the basis of a number of assumptions including some form of allocation methodology. 

This view is partly on the basis of the significant level of disaggregation in the raw data, and the large 

number of raw datapoints at that disaggregated level. We have also observed a lack of variance across some 

elements of the dataset – in particular, in ratios such as GDP per employee and employees per company, 

across different design processes, market verticals and geographies.  

kMatrix was unable to provide us with information on the entire New Zealand economy, and economy-wide 

New Zealand averages. This information would have helped us sense-check the reasonableness of the 

kMatrix dataset in a New Zealand context, for example by comparing it to corresponding official New 

Zealand statistics. We were therefore only able to sense-check the output data at a relatively high level.  

New Zealand-wide economic information would also help understand the comparative performance of 

design in New Zealand, and help tell this part of the design story. We have used data from Statistics 

New Zealand and other New Zealand sources to fill in the gaps. This is noted where appropriate in the 

analysis in this report. 

Regional breakdown of the data 

The national story, the economic value of design in New Zealand, is the primary area of interest. However 

the economic value of design to the Wellington and Auckland economies was also of interest – reflecting 

the funding contributions to the study.  

In our analysis, the ‘rest of New Zealand’ is the balancing figure between the national value and the 

Wellington and Auckland values. It includes large centres which are expected to have significant design 

activity, such as Christchurch (for example through manufacturing and high tech/information and 

communications technology sectors), Waikato (for example through agriculture) and Dunedin (for example 

through the university and its research and commercialisation arms). 

In future years, other regions could be added to the study and investigated separately if the data quality 

permits this. 

Limitations of the kMatrix data 

There is always uncertainty using data about New Zealand from offshore non-government providers, given 

the data may not be directly derived from New Zealand sources, or it may be derived from estimates or 

modelling. In this situation, we do not have a good understanding of the modelling processes undertaken 
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by the sources used by kMatrix, and this means there is uncertainty around the accuracy of the dataset we 

have been provided with.  

The large sample size which KMatrix has used to compile the information provides some degree of comfort 

in the data. However, the significant disaggregation of the dataset, the large number of raw datapoints with 

that level of disaggregation, and the lack of observed variance across some elements of the dataset, suggest 

to us that it seems likely that many of the raw datapoints would have been derived on the basis of a number 

of assumptions including some form of allocation methodology. We do not have any oversight or 

understanding of these methods.  

As the number of assumptions used increases, the accuracy and robustness of disaggregated metrics can 

decrease. This can create issues with modelling and estimates for smaller markets like New Zealand, for 

which there is limited global data (compared to a large market such as the United Kingdom). For smaller 

and niche design activities in New Zealand, there is likely to be more assumptions required than more 

common design activities. 

In this study, we report the figures from kMatrix and use them to tell the story of design in New Zealand 

but we cannot confirm the robustness, accuracy, reliability or completeness of the data. 

We note that kMatrix employs quality control processes. kMatrix does not provide outputs where it deems 

that there is insufficient information to provide an estimate. For our dataset kMatrix deemed insufficient 

information (that is, there were not enough pieces of raw information to generate a sufficient sample size) 

to provide an estimate for three out of the 264 design processes. 

As mentioned previously, we did not receive New Zealand-wide information from KMatrix, which would 

have been used to check the data in the New Zealand context. Ideally, we would have sufficient information 

to compare official New Zealand statistics to kMatrix estimates of: 

 total sales (gross output) for the entire New Zealand economy 

 total value added and GDP for the entire New Zealand economy 

 total employment in the entire New Zealand economy. 

As the data is generated by kMatrix using a “bottom up” process, these data were not available for this 

project. Given we did not receive sufficient information for this checking process, we have only sense-

checked the data at a high level, to consider the data in the context of New Zealand economic conditions.  

Our high level sense check of the data by geographic breakdown showed little variation in terms of the 

geographic diversity. That is, the data for Wellington and Auckland showed the same or substantially 

similar patterns as the New Zealand dataset. For example, we observe approximately the same breakdown 

of employees between design disciplines for Auckland, Wellington and New Zealand.  

This could mean there is not a great deal in the sub-regional characteristics of design in New Zealand. 

Alternatively, it could be that the processes used by the individual raw data providers to derive their 

datapoints lack the finesse to identify variations at the sub-national level. 

 

Method 2 

The key data sources used for Method 2 are 2013 New Zealand Census data and PwC’s Regional Industry 

Database which allocates regional GDP and employment totals from Statistics New Zealand, to more 

detailed industry categories and small geographic areas. Our estimates of GDP and employment (in FTEs) 

are based off official New Zealand statistics.  

Method 2 begins with cross-tabulated 2013 New Zealand Census data on the number of jobs by industry in 

New Zealand. Having identified the occupations which are “design occupations” we aggregate the total 

number of persons per occupation in each industry, and sum the total number of employed persons per 

industry. We estimate the percent of total jobs within each industry in New Zealand that are “design” 

occupations.  
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Next, we use PwC’s Regional Industry Database which is a synthetic economic database that estimates 

employment, GDP, and labour productivity at a detailed geographic and industry level. We use data from 

Statistics New Zealand and MBIE to estimate GDP at level 3 ANZSIC and Census Area Unit level. The most 

recent version of the database contains data for the year to March 2015.  

We then allocate the GDP of each industry to design using the percent of industry employment which is 

design to industry breakdowns of GDP. This approach assumes that the return to design is constant across 

all industries. 

Our reporting for GDP and employment includes the outputs from both Method 1 and Method 2, but for all 

other metrics, only the results from Method 1 are presented.  

4.2.3 Classification for design 
Method 1 – design processes 

Method 1 relies on determining a set of design processes, in order to determine what is and what is not 

included in this study on the economic value of design in New Zealand. A classification system was 

developed by a reference group of New Zealand designers (refer to Section 1.1 for the group’s composition). 

The reference group determined that design cuts across different industries and is dynamic, and as such, 

design processes cannot be adequately captured by using either Australian and New Zealand Standard 

Industrial Classification (ANZSIC) industry codes or Australian and New Zealand Standard Classification of 

Occupations (ANZSCO) job codes. The delay in updating ANZSIC and ANZSCO codes also means that the 

current revisions do not necessarily capture new design processes and the innovative nature of design. This 

meant that another classification needed to be developed. 

The reference group put together its own definition of design, using design activities and processes. The 

reference group wanted to establish a definition using functions performed, to show that some design 

functions can be undertaken by a range of different people, whether they are labelled as a “designer” or not. 

The reference group debated and selected design processes in nine design disciplines. Following this, the 

reference group tested the classification with practising designers and made refinements before finalising 

the classification. 

A clear benefit of the classification is that it can be applied to all industries, ensuring that all design activity 

in New Zealand is captured even in industries in which design is not expected to play a large role. The 

design classification is not developed as a mutually exclusive classification. Including a process in this study 

as a design process does not preclude it from being included in a different non-design classification. 

The approach to classifying design used in this study 

The classification has four substantive layers and five layers in total. It uses a bottom up approach – the 

classification starts with identifying design processes (level 5), which are allocated to the quarters of the 

double diamond process (level 4), which is applied to design disciplines (level 3) and selected industries 

(level 2). These are described in further detail below.  

The overall classification is illustrated in Figure 11 below, showing the composition and number of 

categories at each level of the classification. As shown in Figure 11, the classification is comprised of 29 

market verticals, 9 design disciplines, 4 double diamond value chain components and 264 design processes.  
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Figure 11 The layers of design in New Zealand 

 

 

Level 1: Design 

In the classification, level 1 represents the study area or areas of interest. In this study, level 1 is represented 

as design.  

Level 2: Market verticals - industries 

Market verticals or industries, are included as the Level 2 component of the design classification. The 

project reference group identified verticals that were expected to have a large or material design 

component, for their inclusion in the study. 29 market verticals were included in the study.  

Not all the economic activity from the market vertical is included – only the design component. For 

example, not all economic activity relating to agriculture is attributed to design processes. Using the 

bottom-up approach, only the economic value attributed to processes which relate to design are included in 

this study. Therefore, the economic activity relating to picking kiwifruit is not included in this study, but the 

economic activity relating to developing a brand strategy for exporting kiwifruit or manufacturing the 

machinery for kiwifruit sorting is included. Appendix C includes the list of market verticals selected by the 

project reference group for this study.  

Level 3: Design disciplines 

Level 3 frames the classification through the identification and application of design disciplines. The 

reference group identified nine design disciplines. Table 3 in section 2 outlines the design disciplines 

included in this study, but are repeated below for ease of reference: 

 Design education 

 Graphic design 

 Innovation/invention 

 Interactive design 

 Motion design 

 Product design 

 Service design 

 Spatial design 

9 Design Disciplines

4 Double Diamond components

264 Design processes

29 Market Verticals
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 Strategy. 

Level 4: Double Diamond value chain process 

Double diamond processes are the value chain of the design process, and they make up level 4 of the design 

classification. The 4Ds are described in Section 2 but are listed below for ease of reference: 

 Discover 

 Define 

 Develop 

 Deliver. 

Level 5: Design processes 

Level 5 is the most fine-grained level in the design classification. The reference group identified 264 

different processes which make up design in New Zealand, although only 261 of the processes could be 

populated with quantitative data (3 could not be populated with data but these are expected to be 

immaterial to the study). The design processes capture the full range of design in New Zealand and includes 

processes which are traditionally thought of as design processes, such as ideation, product testing, set 

design, as well as processes which are not traditionally thought of as design processes such as market 

research or brand strategy.  

It is important to note that including a process in the design classification does not mean it is mutually 

exclusive with other services or another industry. For example, the inclusion of market research as a design 

process, does not stop market research from also being included in a definition of advertising or marketing. 

This is an important distinction which means that design is likely to overlap with other creative sectors.  

A full list of the 264 processes identified as design processes and their definitions is included in Appendix 

A. 

Method 2 – design occupations 

Notwithstanding the desire to ensure that a classification for design accurately describes design activity, we 

sought to match the design occupations in the UK Design Council’s study to New Zealand occupations to 

provide another estimate of design in New Zealand. This enables comparison to the UK Design Council 

study and greater alignment to New Zealand official statistics.  

The UK Design Council lists 23 SOC codes which are design occupations. We match the UK SOC codes to 

ANZSCO codes as closely as possible and derive a set of 73 ANZSCO job occupations in New Zealand. Refer 

to Appendix D for the list of UK SOC codes and the mapping to ANZSCO codes.  

As an example, UK SOC code 2136 is described as Programmers and software development professionals. 

We map SOC 2136 to the ANZSCO equivalents: 

 261311 Analyst Programmer 

 261312 Developer Programmer 

 261313 Software Engineer 

 261314 Software Tester 

 261399 Software and Applications Programmers not elsewhere classified. 
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5. The contribution of design to 
 New Zealand  

5.1 Design is a large part of New Zealand’s economy 
The international evidence suggests design is a large part of many overseas’ economies. We begin to look at 

the evidence for New Zealand in this section.  

Design activity is completed by people in a wide range of industries and sectors. As identified above, design 

is no longer something that happens at the end of a process to improve aesthetics. Many businesses have 

seen the benefits of design and have design deeply grounded in business operations, such as Fisher & 

Paykel Appliances and Gallagher Industries.  

Fisher & Paykel Appliances and Gallagher Industries are examples of organisations which have 

traditionally been thought of as design companies. These household names have utilised design over many 

years to drive success in New Zealand and overseas in durable consumer goods and agriculture sectors. 

Their stores are outlined below and overleaf. 

Case study: Fisher & Paykel Appliances: Design as a competitive advantage 

Fisher & Paykel Appliances (F&P) operates in 50 countries and manufactures in Mexico, Italy, China and 

Thailand. It is one of New Zealand’s most successful exporting manufacturers, a household name in New 

Zealand that has become a leader internationally in the highly competitive appliance market.  

The company’s product development team of more than 350 engineers, engineers, scientists, and 

technicians, based at two design centres in Auckland and Dunedin, includes seventeen industrial designers 

(spread across both cities). F&P also has twelve designers working on retail experience, digital, brand 

showrooms, service and marketing communications.  

Design is integral to the business and plays a key role. Appliances now more than ever need to stand out in 

the highly designed, sophisticated and high quality space that is the modern kitchen.  

F&P’s general manager responsible for design integration, Mark Elmore, says that the design team is highly 

influential in generating the value which customers see in its products, and in understanding its customers. 

This influence is based on an extensive process to understand customers’ needs, including spending time 

with them in markets all around the world – shopping, cooking and eating with them to gain insights by 

understanding how they live, and their needs.  

F&P’s products tend to come from hundreds of these insights; from carefully planned decisions mapped out 

and robustly debated; prototypes rigorously tested; visual models critically appraised; and details agonised 

over. As chief designer Lauren Palmer says, ‘if we don't create great experiences for our customers through 

elegant aesthetics, intuitive user interfaces and great performance, they will simply go elsewhere.’  

Manufacturing and exporting products is capital heavy, requires factories and has long lead times in the 

supply chain. Embedding design requires a long term commitment, tenacity and clarity across all levels of 

the organisation, including at board and CEO level. In F&P, this commitment is paying dividends. The use 

of a customer–centric process has seen F&P make huge gains in the speed to market and commercial 

success of projects, in one case rapidly growing to a 15% market share in Australia in a category previously 

devoid of F&P product, and in another, achieving significant growth in brand awareness and positioning in 

premium cooking. One of the firm’s greatest successes is the award-winning DishDrawer; over 1.25 million 

have been sold in more than 20 countries. 

Source: Fisher & Paykel Appliances 
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Case study: Gallagher Industries: brand, culture and innovation 

Having pioneered New Zealand’s first electric fencing system in 1938, Gallagher Industries has gone from a 

small business started on a Waikato farm to an internationally-renowned leader in the innovation, 

manufacture and marketing of products and services in animal management, security and fuel systems. 

Gallagher is now a $230 million-plus company exporting to 130 countries, with three manufacturing sites 

in New Zealand and over 1,100 employees worldwide. 

Rob Heebink, Gallagher’s Research and Development Executive, has been at the company since 2008, 

arriving shortly after a major review of the business undertaken with the assistance NZTE’s Better By 

Design programme. From that review process, three areas of focus emerged. The first was that a 

consolidation of the company’s brands was essential. There were numerous brands and sub brands. From 

the customers’ perspective it was confusing and from a business point of view it added unnecessary 

complexity and cost. 

Second, the company’s diverse products, business units and geographic spread had resulted in a 

fragmented company culture. A common customer cause and a clear set of values and behaviours were 

required to shape a single company culture that would help to support reputation and the company’s 

brand.  

Finally, whilst Gallagher Industries had always been innovative, there was a sense that this was partly hit 

and miss and sometimes based on heroics. The strong desire was to learn from the mistakes and build on 

the successes to make Gallagher masters of continuous innovation and embed this in the firm.  

Rob believes that one of the benefits of the application of design thinking and design methodologies to the 

business has been to move from a traditional engineering focus, natural given the company’s history, to a 

more customer-centric view of the world. As a result, Gallagher has been delivering products that solve 

customer problems in new ways, and has identified problems that customers didn’t even know they had.  

The application of design thinking has also enabled Gallagher to very consistently deliver products that 

solve real world problems. In some instances, design-led, patented innovations have allowed the company 

to hold a very strong market position, or, through additional functionality, hold its price position while 

growing market share in price-sensitive product categories. Design thinking has also been applied to the 

development of new products in new markets, through value proposition and business model design. And 

the strategic application of design principles to the formally muddled branding has resulted in a strong, 

highly reputable and immediately identifiable brand.  

The company has won numerous national and international design awards, including the New Zealand 

International Business Award for Best Large Business and the Excellence in Design category, in 2016. The 

performance of Gallagher has shown the value which the application of design can have on New Zealand 

exporting firms. It is seen as a core element of innovation, an essential way of increasing sales, and 

engendering intense customer loyalty through product usability. 

Source: Gallagher Industries 

5.1.1 Contribution to New Zealand GDP 
Estimate using Method 1 

Using Method 1 and the corresponding definitions and data, as described above, we estimate that the total 

contribution of design processes to the New Zealand economy, as seen in Table 5 and Table 4, is $10.1b. 

This equates to approximately 4.2% of New Zealand’s GDP in the year to March 2016.  
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Table 4 Design’s contribution to New Zealand GDP – Estimate based on Method 1 

 

Source: PwC analysis of kMatrix data 

These figures represent 4.2% of national GDP. MBIE’s figures for research and development (R&D) in 

New Zealand, suggests that in 2014, 1.17% of GDP is spent on R&D.16 As the design figure is much higher 

than MBIE’s R&D estimate, this indicates that the economic activity which is being captured by the design 

processes is a mixture of innovative and creative design processes and embedded knowledge. That is, the 

new knowledge, goods or services which are developed as part of the design process become embedded into 

the current suite of tools and processes, which accounts for the higher proportion of GDP for design than 

official R&D, which by definition is creative work that is original.17  

Average expenditure on R&D by market vertical (industry) in New Zealand was provided as part of the 

dataset from kMatrix. This data is in Appendix E. The average spend on R&D by market vertical was 

between 3.7% to 4.2%.  

Estimate using Method 2 

We also sought to estimate the economic contribution of design occupations to New Zealand using Method 

2. With this approach and data, we estimate the economic contribution to New Zealand by design 

occupations to be $10.5b, as shown in Table 5, or approximately 4.7% of New Zealand’s total GDP in 2015.  

Table 5 Estimated contribution of design processes and design occupations to New 
Zealand’s economy18 

 Method 1 (2016) Method 2 (2015) 

Contribution to GDP $10.1b $10.5b 

% of GDP 4.2% 4.7% 

Source: PwC analysis 

Summary of national GDP figures 

The estimates using Method 1 and Method 2 are similar, but they do not necessarily measure the same 

activity (refer to Figure 9). The definitions of design in both Method 1 and Method 2 are broad, which gives 

rise to the magnitude of GDP observed. A narrower set of definitions would yield smaller results. For 

example, just using the occupations with the term “designer” in the job title generates an estimate of the 

contribution of “designers” to GDP of $1.2b, much less than $10.5b shown in Table 5. However, for a given 

set of design processes (refer to Appendix B) and design occupations (refer to Appendix D), the estimate of 

design’s contribution to New Zealand is around 4.2% to 4.7% of GDP. 

A study conducted by the UK Design Council found that the economic contribution of design in the UK was 

£71.7b in 2013, which was equivalent to 4.1% of the UK’s GDP.19  

                                                                            

16  This relates to an official definition of “Research and development”, aligning to official statistics collection. MBIE’s report is available here: 

http://www.mbie.govt.nz/info-services/science-innovation/performance/document-image-library/science-and-innovation-system-performance-
snapshot-2016.pdf  

17  Refer to Statistics New Zealand’s definition of Research and Development, based on the OECD guidelines for international best practice, available 

here: http://www.stats.govt.nz/browse_for_stats/businesses/research_and_development.aspx  

18   Note that a regional breakdown is not available for Method 2. 

19  The UK Design Council study reports a ratio of design to UK gross value added of 7.2% in 2013. We have estimated the ratio of design to UK GDP in 

2013 to enable comparison to the New Zealand figures.  

GDP $m % 

Auckland $3,676 36%

Wellington $1,473 15%

Rest of NZ $4,949 49%

NZ $10,098 100%

http://www.mbie.govt.nz/info-services/science-innovation/performance/document-image-library/science-and-innovation-system-performance-snapshot-2016.pdf
http://www.mbie.govt.nz/info-services/science-innovation/performance/document-image-library/science-and-innovation-system-performance-snapshot-2016.pdf
http://www.stats.govt.nz/browse_for_stats/businesses/research_and_development.aspx
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A study of cultural and creative activity, of which design is a component, in Australia by the Australian 

Bureau of Statistics (ABS) for 2009 showed that the broader sector is estimated to have contributed 6.9% to 

Australia’s GDP. The ABS uses a different method to this study. The ABS study looks at the economic 

activity by selecting industry (ANZSIC) codes, whereas the primary method for this study looks at design by 

selecting processes and Method 2 selects occupations takes the proportion of design occupations out of 

total occupations to industry wide estimates of GDP.  

While none of these methods exactly replicate each other, the studies suggests that for our given definition 

of design, it is not unreasonable that the economic value of the design sector in New Zealand could be in the 

order of $10b or around 4.2% to 4.7% of GDP. A narrower definition of design would generate a smaller 

figure. 

If design were treated as an individual industry, its contribution to the New Zealand economy, based on 

these estimates, would be larger than agriculture ($8.1b) and on-par with retail trade ($10.6b), and food, 

beverage and tobacco product manufacturing ($10.6b).20  

Regional perspective21 

When considering the breakdown by region, Wellington and Auckland make up just over half of the total 

contribution to GDP. Auckland makes up 36% of national economic activity in design, while Wellington 

makes up 15%. However, design activity contributes slightly more to the Wellington economy (4.5% of 

Wellington GDP) than the Auckland (4.2% of Auckland GDP) and the New Zealand economies (4.2% of 

New Zealand GDP). 

Figure 12 Design's contribution to New Zealand GDP 

 

Source: PwC analysis of kMatrix data 

Figure 13 compares each region’s contribution to total design activity with its proportion of the national 

population. This shows whether each region is under or over-contributing relative to its size. As can be 

seen, both Auckland and Wellington contribute more to design activity than their share of the population 

would imply. For instance, Wellington contributes roughly 15% towards design’s GDP, but makes up only 

11% of the New Zealand population (a four percentage point differential). Meanwhile Auckland contributes 

36% towards design’s contribution to GDP but makes up 34% of New Zealand’s population (a two 

percentage point differential).  

These findings indicate that Wellington and Auckland have expertise in design, and support design activity 

in the rest of New Zealand. While there is design activity in the rest of New Zealand, we expect that this is 

largely in the major urban centres and in areas with industrial expertise (eg Waikato for agriculture). In the 

rest of New Zealand, expertise that can’t be supplied by local firms is assumed to be filled by regional 

exports from Auckland and Wellington-based providers.  

                                                                            

20  Statistics New Zealand, National Accounts (Industry Production and Investment): Year ended March 2015. 

21  Figures refer to Method 1 
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Figure 13 Contribution to design GDP by region compared to the region’s % of New Zealand 
population 

 

Source: PwC analysis of kMatrix data 

Interview: Desna Whaanga-Schollum, Ngā Aho Chairperson 

Ngā Aho is a national network of Māori design professionals, who come together to support each other to 

better service the design aspirations of our Māori communities. Our members work in the fields of 

architecture, design, engineering, landscape architecture, planning, public arts, project and resource 

management and co-design. We have 160 registered members, but with associated regular wānanga and 

hui attendees, our connected whānau are much wider.  Ngā Aho was founded on the Te Aranga Māori 

Cultural Strategy, which later evolved into the Te Aranga Māori Design Principles. These are increasingly 

relied upon by Auckland Council as the framework for Māori design within the built environment. We are 

aiming for these evolve in the future, but for now they have created a highly visible foundational platform 

for Māori design.  Ngā Aho has kawenata with NZILA and NZIA and has worked as a strategic partner with 

DINZ in developing the Ngā Aho BEST award. In 2013 we co-wrote the bid to the Government for the 

establishment of a Centre of Research Excellence in Design. Recent significant research has included 

working alongside the Productivity Commission on a Better Urban Planning review (available on the 

Commission’s website). As we are multi-disciplinary we don’t readily ‘tick boxes’, so it is difficult to secure 

consistent funding for our entity, but we have managed to exert tangible influence in elevating Māori values 

when the built environment is discussed. 

Can you tell us how you see the value of design to Aotearoa from your perspective? 

Māori articulate a strong sense of place and this is one of our key points of difference, when considering 

what makes Aotearoa unique. The indigenous concept of kaitiakitanga views people, place and practice 

concepts through a holistic intergenerational lens, creating a baseline of responsibility towards the 

environment and each other, which works on much longer timelines than most industry. Kaitiakitanga has 

great thought leadership potential in an era where the effects of industrialisation and the commodification 

of the environment are recognised on an international scale. Our current era, the ‘Anthropocene’, is an era 

of human activity that has accelerated environmental change through colonisation, agriculture and 

urbanisation, in turn creating large detrimental effects such as habitat loss, global warming, ocean 

acidification, landscape fragmentation, and a dramatic alteration of the chemical profiles of soils and fresh 

water. 

Is there is an issue about capacity, and Māori designers on the ground? 

I don’t think we should be focusing on numbers. Rather, it is about industry and the education sector 

building effective relationships and seeking to understand values that are important in Te Ao Māori - how 

might we create better opportunities to connect across cultures? Ngā Aho has collective strength by being 

connected, not siloed, and looking at the bigger kaitiakitanga picture. So whilst we don’t have the numbers, 

0% 10% 20% 30% 40% 50% 60%

Auckland

Wellington

Rest of NZ

% of NZ population vs % of contribution to design GDP

% of population % contribution to design GDP



 

PwC Page 37 

 

we operate as a ‘hotspot of thought leadership’, influencing via various collaborative projects, connective 

tika design events, and strategic partnerships. With increasing frequency, Ngā Aho is asked into spaces 

where there are industry or education sector conversations taking place on design. Often, Māori attending 

these ‘forums’ have felt marginalised as the conversations are not relevant to their communities’ needs, or 

their education needs. There is value in reconsidering what is understood as design from an indigenous 

perspective. Furthermore, the design industry is currently undergoing a rapid change driven by digital 

technologies – so the manner in which designers are employed is likely to look drastically different in the 

next decade. I think Te Ao Māori has a key role to play in this for Aotearoa – great ideas can create 

significant influence against numbers.  

In the report, our approach posits that design is across many sectors and processes. 

As soon as you call any project ‘design’, people start thinking about a physical outcome, and start thinking 

about, for instance, putting a kowhaiwhai on the outside of a building. However, design-thinking can be a 

process which draws people into a deeper conversation about defining needs, creating a better 

understanding of issues, identifying what barriers exist to achieving goals, and considering the breadth of 

opportunities for designed solutions that might exist through some creative thinking. People want to be 

involved and design processes can enable that contribution. Design tools have the ability to draw on the 

collective wisdom that everyone already has, so that people aren’t facing the same challenges all the time, 

but sharing the learning. 

Do young Māori think they have a future in design? 

I don’t think there is enough awareness of design practice in high schools. The varied design pathways in 

tertiary education and industry are not elevated well early on, so rangatahi in high school are mainly 

unaware of career opportunities across areas of practice. Design education can be focused on building 

creative thinking and problem solving, assisting creative innovative approaches to jobs and economic 

opportunities rather than just teaching someone to be, for instance, a ‘graphic designer’. One of the 

important things that happened with the Hauraki Gulf Marine Spatial Plan, Tai Timu Tai Pari 

(www.seachange.org.nz)  is that the framework we designed employed Mātauranga Māori concepts as the 

connector between disparate areas. Design-thinking can be about nurturing the potential for future healthy 

Aotearoa communities. There is a large opportunity for innovative Te Ao Māori education frameworks that 

prioritise new ideas in design, cultural expression, engagement strategies and delivery.  

For Ngā Aho what would be the ideal 20 years into the future? 

There are some obvious things such as understanding that Te Ao Māori has a different and unique way of 

perceiving societal constructs, and this difference is valuable. If a practitioner is not Māori, they don’t have 

to be an expert on Māori culture, they just have to understand that the culture is something that should be 

elevated. Māori expertise should be invited to participate early in projects, and in partnerships to ensure 

equal standing. We have the cultural potential for thought leadership in Aotearoa - there are a lot of 

concepts that come up in contemporary co-design workshops for which there is already a language that has 

been around for generations in Aotearoa, concepts which are philosophically encapsulated in Te Reo. Ngā 

Aho actively seeks opportunities for recognition of Te Ao Māori design and partnership in action. 

Source: Desna Whaanga-Schollum 

5.1.2 Contribution to employment 
Estimate of design employment – Method 1 

kMatrix estimates that in 2016, over 94,200 FTEs were employed in design processes in New Zealand – 

where one FTE is counted as one employee working full-time, two people working half time are counted as 

one FTE, and one person working half their time in design and half their time in non-design activities is 

counted as 0.5 FTEs. We note that this FTE figure does not equate to 94,200 full-time designers, as it 

includes people or parts of their role that are related to design, whether they have job titles as “designers” 

or not.  

When employment is broken down by role, it can be seen that the majority of employees lie in the “Other 

Employees” category. Employees in this category are largely performing technical design roles.  
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Figure 14 Breakdown of employment by type 

 

Source: PwC analysis of kMatrix data 

Figure 14 shows the breakdown of employment in New Zealand, with 63% of people employed in design as 

Other Employees, which we use to proxy technical roles. The same pattern can be observed in Auckland 

and Wellington.  

Figure 15 Total design employment 

 

Source: PwC analysis of kMatrix data 

Estimate of design employment – Method 2 

We also sought to estimate the economic contribution of design occupations to New Zealand. We estimate 

the total number of people employed in design occupations to be approximately 92,484 persons, as shown 

in Table 5, or approximately 4.8% of total employment.  
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Table 6 Contribution of design processes and design occupations to New Zealand’s 
economy22 

 Method 1 (2016) Method 2 (2015) 

Contribution to employment 94,235 full-time equivalents 92,484 headcount 

% of total employment 4.4% 4.8% 

Source: PwC analysis 

Summary of national employment figures 

Table 6 shows the summary of design employment for Methods 1 and 2. The employment figures, while 

similar in absolute terms, vary in what they measure. In Method 2, it’s likely that if these were measured 

using full-time equivalents, the figure would be significantly smaller.  

Official statistics on R&D activity in New Zealand by MBIE suggests that around 30,000 FTEs were 

involved in overall R&D activity in New Zealand in 2014.23 Noting that the official definition for R&D is a 

much narrower subset than what is defined as design, the results indicate that the design employment 

figures are capturing employees engaged in novel innovation as well as employees who are involved in 

replicating previously completed activities which use existing knowledge and technology.  

Comparing the employment numbers with those in Table 7, we can see that design’s contribution to 

employment is higher than its contribution to GDP.  

Typically when a sector’s contribution to GDP is lower than its contribution to employment this indicates 

lower than average labour productivity. It is likely that, for design, this reflects the iterative approach and 

effort required to ensure a high quality proposition is developed. For example, when designing a new 

product, the R&D process requires a lot of iteration and investment before a product can be 

commercialised, if it is commercialised at all. However, the differential is not large, suggesting that labour 

productivity is on-par, or just slightly below, the New Zealand average.  

Regional perspective 

As seen in Table 7, over a third of total design employment is concentrated in Auckland (36%), while 15% 

stems from Wellington.  

Table 7 Total design employment (2016) 

 

Source: kMatrix  

                                                                            

22  Note there is no regional breakdown for Method 2 

23  Refer to http://www.mbie.govt.nz/info-services/science-innovation/performance/document-image-library/science-and-innovation-system-

performance-snapshot-2016.pdf  

Management Supervision 
Administrative 

workers 

Other 

employees 
Heads Equiv 

% total 

employment 

Auckland 1,968 5,407 5,273 21,624 34,272 36%

Wellington 784 2,169 2,129 8,665 13,746 15%

Rest of NZ 2,630 7,289 7,180 29,118 46,217 49%

NZ 5,382 14,865 14,581 59,407 94,235 100%

http://www.mbie.govt.nz/info-services/science-innovation/performance/document-image-library/science-and-innovation-system-performance-snapshot-2016.pdf
http://www.mbie.govt.nz/info-services/science-innovation/performance/document-image-library/science-and-innovation-system-performance-snapshot-2016.pdf


 

PwC Page 40 

 

Table 8 New Zealand total employment (across all industries - 2016) 

 

Source: PwC Regional Industry Database 

When split by region, design’s contribution to Wellington and Auckland’s employment is slightly larger at 

5.6% (13,746 FTEs out of 246,180 FTEs in Wellington) and 4.7% (34,272 FTEs out of 723,300 FTEs in 

Auckland) respectively. These numbers underline the thesis that design is a service industry which is 

typically concentrated in major employment centres, while the regions are the importers of design services. 

5.1.3 Number of companies with design activity 

The kMatrix dataset suggests that almost 4,000 companies utilise design processes or have design activity 

in New Zealand, of which 36% are based in Auckland, 15% are based in Wellington and the remainder lie 

throughout the rest of New Zealand. When compared to the total number of companies in New Zealand in 

Table 10, we find that these 4,000 companies with design activity equate to 0.7% of the total population of 

companies in New Zealand. However, this figure increases to 0.8% when examined for the Auckland 

region, and 1.1% for Wellington.  

Relative to employment, the number of companies with design activities is much smaller. This implies that 

design is likely to be active in larger companies, which fits with New Zealand’s small-to-medium enterprise 

business profile. Smaller companies focus on business as usual, as they move through the growth cycle (ie 

growth in sales, and growing a team to support the growth). Companies then turn their attention to 

improving their products and experiences (ie through design) when they have the ability and means to do 

this.  

Figure 16 Total number of companies utilising design processes by region 

 

Source: PwC analysis of kMatrix data 

Heads 

equivalent 

% total 

employment 

Auckland 723,300 34%

Wellington 246,180 12%

Rest of NZ 1,132,860 54%

NZ 2,102,340 100%

36%

15%

49%

Proportion of companies by region

Auckland Wellington Rest of NZ



 

PwC Page 41 

 

Table 9 Total number of companies utilising design processes by region 

 

Source: PwC analysis of kMatrix data 

Figure 17 Total number of companies with design activity vs total number of companies in 
New Zealand 

 

Source: PwC analysis of kMatrix data 

We have used geographic units from Statistics New Zealand’s Business Demography data to estimate the 

number of companies in New Zealand. This data is not perfect as it includes some trusts and shell 

companies. However, it provides an indicative figure of the number of businesses in New Zealand. Figure 17 

shows the small proportion of New Zealand companies with design activity. This suggests that there is an 

issue communicating the value of using design for businesses or an issue for businesses finding or 

prioritising funds to procure design services. Greater emphasis on espousing the benefits of design in 

business will support design businesses to tap into a large unserved market in New Zealand.  

Table 10 Total number of companies (overall) 

 

Source: Statistics New Zealand 

There is no equivalent estimate using Method 2 for the number of companies.  

5.2 Design is increasingly being used in a greater 
number of areas 

Design is no longer just adding on aesthetics at the end. The remit of design, as indicated by the nine design 

disciplines outlined in Table 3 shows the breadth of design in New Zealand. The case studies below show 

the broad application of design in New Zealand.  

Number of 

companies 

% total 

companies 

Auckland 1,440 36%

Wellington 576 15%

Rest of NZ 1,931 49%

NZ 3,947 100%

99.2%

98.9%

99.4%

0.8%

1.1%

0.6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Auckland

Wellington

Rest of NZ

Number of companies

Number of companies with design activity vs NZ total companies

NZ total companies

Companies with
design activity

Number of 

companies 

% total 

companies 

Auckland 184,773 34%

Wellington 54,546 10%

Rest of NZ 310,890 57%

NZ 550,209 100%
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Goodnature looks at designing an entire system to improve New Zealand’s pest eradication efforts, 

demonstrating the use of design in an environmental context. As shown in Table 11, 6% of design activity is 

for the environmental industry.  

Case study: Goodnature - a humane, toxin-free, easy-to-use and labour-saving trap  

Very few companies can claim, through great design, that they have created a paradigm shift in 

conservation. Goodnature can. 

Their vision is a natural environment in which native species survive and thrive, free from the threat and 

destruction of introduced pests. To this end they constantly work on developing products that make it easy 

for everyone to create sanctuaries in their backyard, whatever the size.  

Their aspiration made them an excellent partner for the Department of Conservation (DOC), which, using 

consistent trapping in an area, had proved that bird populations could flourish and biodiversity decline 

could be halted.  

However, it was incredibly costly for DOC to send people into the forest to keep resetting traps, and trap 

effectiveness was limited by visit frequency. The department offered seed funding for a trap that would 

reduce the largest cost in conservation: labour. 

A partnership with Goodnature resulted in the A24 self-resetting trap and Automatic LurePump; the first 

system in the world to completely suppress rats across large tracts of forest. DOC now has a reliable method 

to trap that eliminates all trace of rats and slashes the cost of trapping by an astonishing 90% - without the 

use of toxins.  

Goodnature achieved this result by applying design principles to DOC’s core criteria for a new trap: 

humane, toxin-free, targeted, ergonomically easy-to-use and labour-saving.  

The industrial designers who founded Goodnature developed not just a trap, but a system. They holistically 

considered the experience of the target pests, native species, trappers and the New Zealand public. They 

combined ergonomics, manufacturing processes and applied field science to deliver a system that is 

scalable: the traps work equally well in a person’s backyard as in a 10,000 ha conservation site. Never 

before has a technology been made that can deliver large-scale fenceless sanctuaries. In 2016, Goodnature 

won a Purple Pin, the top award, at the Designers Institute Best Design Awards in the Best Effect category. 

Goodnature’s Stu Barr says: “We are passionate about what we do and we were committed to finding 

pragmatic solutions to one of our most serious environmental problems. On the way through we have 

learnt the power of design thinking as a business tool.” 

Through good design all New Zealanders can engage in New Zealand’s conservation effort, and DOC is 

improving the health of whole forests. This transformation transcends conservation to enhance New 

Zealand’s tourism brand and extend DOC’s international reputation for conservation excellence.   
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Source: Goodnature, Designers Institute of New Zealand 

Service design is increasingly being used to improve the customer experience. In particular, there has been 

an increase in the use of design to deliver government services. As shown in Figure 20, 4% of design GDP is 

generated by service design. While this is a small proportion of the total, it’s expected that this has 

increased over time. The case study below highlights the New Zealand experience.  

Case study: Design in Government and the Auckland Co-design Lab 

Designing solutions in the public sector has unique challenges, including the complexity of problems, the 

need for multi-agency and Ministerial buy-in and involvement, and the intensity and complexity of users’ 

needs, particularly those in poor health, vulnerable or at risk.  

Over the last decade, service design teams have been established by numerous government agencies, 

including IRD, MBIE and MSD. This expansion of service design into the public sector is due to increasing 

demands on public services; a decreasing capacity to fund services to the public; some less than satisfactory 

services; and the promise of substantial savings accruing from services that are more fit for purpose.  

Service or interaction design borrows the tools of designers and applies them to the intangible world of 

service and digital interactions. It has the potential to address complex problems by drawing on a wide 

range of expertise, engaging users directly in reframing problems, and co-designing better solutions at 

lower overall cost with and for the most affected users.  

However, applying service design within individual government agencies has its issues, including 

perpetuating siloed thinking. In response, government has started experimenting by applying design at the 

all-of-government system level. 

The Auckland Co-design Lab based in south Auckland, now in its second two year incarnation, is a design-

led innovation initiative supported by central government and the Auckland Council. It provides a neutral 

space to co-design cross-sector collaborative approaches. The aim is to create radical, system-level 

solutions to seemingly intractable social and economic problems. 

Initial challenges addressed by the Lab included the seemingly innocuous issue of driver licensing 
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(innocuous until one tries to secure and hold on to a job in Auckland without one), and the issue of secure 

rental tenure. Other challenges include addressing the declining rolls for Kohanga Reo, enhancing 

understanding of the complexity of family violence, and using a design approach to explore the “attitude 

gap” between young people and employers. 

Other government initiatives seek to design more seamless services for differing lifestages of citizens (from 

birth through to old age) even when organisations and systems involved in the delivery of the services 

remain separate. A good example is the Department of Internal Affairs initiative which helps parents 

interact with one digital portal into government services relating to the birth of a child. 

Design can also have a powerful impact on the efficacy of data-led approaches, such as the New Zealand 

Government’s social investment initiative aimed at making better use of data and software tools to help 

solve hard-to-shift social problems. Data-led information can help to uncover patterns and opportunities to 

intervene, but user-centred design holds the key to understanding why people have particular clusters of 

factors, and how best to create ways to intervene. Design is increasingly creating value in the public sector 

across communications, environments, organisations and systems. 

 

Source: Auckland Co-design Lab 

5.2.1 GDP and employment by market verticals 

The kMatrix dataset provides further insight into the extent of design processes by market verticals, or 

industries, to demonstrate the broad application of design in New Zealand.  

When broken down by market vertical at the national level, manufacturing represents over one quarter 

(27%) of the total design contribution to GDP. Other notable contributors are human health (9%), finance 

(7%), environmental industry (6%) and construction (6%). A similar breakdown of contribution by market 

vertical is seen in the Auckland and Wellington datasets, which show there is little variation between 

regions.  
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Figure 18 Contribution to national GDP by market vertical 

 
Source: PwC analysis of kMatrix data 

Table 11 Design’s contribution to New Zealand GDP by market vertical 

  

Source: kMatrix  

As shown in Figure 19, employment is concentrated in the manufacturing market vertical, with 27% of 

design employment in this industry, at a national level. The regional breakdown shows a similar pattern, 

with 27% of Auckland, Wellington and the rest of New Zealand design employment in manufacturing.  
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Contribution to national GDP by market vertical

Market vertical GDP 

Manufacturing Industry $2,691m

Human Health $895m

Financial $757m

Environmental Industry $651m

Construction $607m

Agriculture $467m

Logistics Industry $445m

Retail Industry $432m

Other Public Sector $428m

Food & Beverage Industry $378m

Defence Industry $298m

Engineering Industry (excluding Civils) $269m

Digital & Creative Industry $261m

Process Industry $257m

Utilities $231m

Marine Industry $173m

Designer Fashion $172m

Communications Industry $157m

Education $133m

Leisure Industry less tourism $124m

Public & Private Transport Industry (not Freight) $58m

Aerospace Industry $46m

Automotive Industry $42m

Tourism $40m

Security & Cyber $30m

Commercial Travel Industry $27m

Animal Health $13m

Civil Engineering Industry $12m

Data Services $3m

Total $10,098m
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Figure 19 Employment by market vertical 

 

Source: PwC analysis of kMatrix data 

5.2.2 GDP and employment by design disciplines 

In Table 12, we break down contribution to GDP by design discipline and show that Product Design (23%) 

and Interactive Design (23%) are the two design disciplines which contribute the most individually. 

Graphic design (14%), Strategy (12%) and Spatial Design (10%) are also significant contributors. Again, a 

similar pattern of activity is observed in Auckland and Wellington.  

Figure 20 Contribution to national GDP by design discipline 

 

Source: PwC analysis of kMatrix data 
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Table 12 Design’s contribution to New Zealand GDP by design discipline 

 
Source: kMatrix  

As shown in Figure 20 and Table 12, the Product and Interactive design disciplines contribute 

approximately 46% of design’s contribution to New Zealand GDP. Relating this to market verticals, over 

30% of Product Design is design activity in the manufacturing and human health market verticals; while 

approximately 38% of Interactive Design is from design activity in the manufacturing and human health 

market verticals.  

Figure 21 Manufacturing and human health’s contribution to Product and Interactive 
Design 

 

 

Source: PwC analysis of kMatrix data 

Given the strength of Wellington relative to the national average in design, we undertook analysis of 

employment in design disciplines to identify a driver of the strength. It was hypothesised that there could 

be relative strength in service design, as there has been an increasing emphasis in service design in the 

government sector recently.  

Analysis of the data of the geographic breakdown of employment by design discipline did not support this 

hypothesis, with all nine design disciplines showing little variation in terms of the geographic spread. 

However, as the data is likely to be have been derived (modelled) by the raw data providers, it could be that 

the process to derive the dataset lacks the finesse to identify variations such as this at the sub-national 

level.  

Design discipline GDP 

Product Design $2,286m

Interactive Design $2,273m

Graphic Design $1,431m

Strategy $1,169m

Spatial Design $1,039m

Motion $844m

Design Education $434m

Service Design $354m

Innovation/Invention $268m

20%

11%

69%

Breakdown of Product Design GDP

Manufacturing Industry Human Health Other market verticals

29%

8%
63%

Breakdown of Interactive Design GDP

Manufacturing Industry Human Health Other market verticals



 

PwC Page 48 

 

Notwithstanding the above caveat, an analysis of the national figures of employment by design discipline is 

likely to still represent the underlying trends. Figure 22 and Table 14 show that the bulk of employment is 

centred in the Interactive Design and Product Design disciplines (45% of total design employment). 

Smaller numbers are seen in the Service Design and Innovation/Invention disciplines.  

Figure 22 Employment by design discipline (2016) 

 

Source: PwC analysis of kMatrix data 

 

5.2.3 Employment by design processes 

Table 13 New Zealand employment breakdown by top 10 design processes24 

 

Source: PwC analysis of kMatrix data 

The top three design processes by employment in New Zealand are: Strategy Development, Design 

Development and Program Design. These three processes make up 14.4% of total design employment in 

New Zealand, while the top ten is responsible for 29.4%.  

This suggests that employment in design is fairly diverse as it is not heavily concentrated in a small number 

of processes, which indicates that design is less susceptive as an ‘industry’ to change or shocks. This is 

illustrated in Figure 23. A cumulative employment line which is closer to the yellow 45 degree line indicates 

diversity in employment across design processes (ie equal employment in each design process). A sharper 

                                                                            

24 Refer to Appendix A for definitions of the design processes. 
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cumulative employment line would indicate less diversity (ie employment is concentrated in only a few 

processes). 

Figure 23 Cumulative employment in design processes in New Zealand 

 

Source: PwC analysis 

Table 14 Employment by design discipline (2016) 

 

Source: kMatrix  

5.3 Design can support the Government’s goal to lift 
exports 

Using design can support identifying a niche area for businesses to focus on. As outlined in the case study 

below, identifying the customer need to fully customise their home brewing system over time enabled 

Imake to tailor their products with this in mind. Over 25 years since its beginnings, Imake is a 

multinational operation.  

Case study: Design and beer exports  

Imake, based in Auckland, began life as a small craft brewing store in 1989. Just over 25 years later, the 

firm turns over $30 million annually. In 2000 it opened its second office and warehouse in Australia. In 

2005 started a joint venture wholesale operation in the UK servicing the homebrew sector, and in 2015 

opened a warehouse in the UK to service the UK and Europe. China and South America are firmly on the 

radar. Imake is an exporting success story, and design has played a crucial role in this success.  

Imake specialises in DIY kits that make it simple, easy and fun for people to make their own food and 

beverages, supplying over 3,000 equipment and ingredient products to niche food and beverage markets 
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worldwide. The firm’s founder, CEO Peter Eastwood had an epiphany about his business during a trip to 

San Francisco as part of a design study tour organised by Better By Design, NZTE’s design initiative which 

enables companies to use design to become more innovative, efficient and internationally competitive.  

Peter realised that Imake needed to think of the whole world as its market, with products, logistics, 

scalability and support designed with this in mind. This realisation came from observing mad-keen 

American brewers using Imake products in their own homes. “That trip absolutely changed my thinking, 

opening up my horizons from running a domestic business to the possibility of running a global business,” 

remembers Peter. “It was radical also in the way that it encouraged us to start looking at the products from 

the customers’ point of view – the way they interacted with them, what annoyed them – what they wanted 

more of.” 

The company applied its new design thinking tools when developing its brand-new product, the 

Grainfather. Every feature and customer interaction was extensively thought about. During the visits to 

American home-brewers, Imake uncovered a vital customer insight - customers wished to continually add 

features and personalise a system for their hobby. As a result, Imake developed upgrades and additional 

products to complement the Grainfather, allowing their customers to build their perfect system over time. 

The Grainfather has been so popular that North American fans ran a Kickstarter campaign to fastrack by 

two years its availability in that market. Original sales projections of 2,000 in the first year, 3,000 the next 

and perhaps 5,000 a year thereafter were surpassed with sales of 8,500 after just over a year.  

Source: Imake, Better By Design 

It’s well recognised that New Zealand faces issues in exporting, due to its remoteness from major markets. 

For weightless goods and services, such as software, issues relating to distance from market are not as 

significant. However, ensuring that a business’ product or service stands out from the pack can still be a 

challenge. For Xero, using design to transform how business owners think about their accounts – making it 

easy and exciting – has led to huge growth for the company. Xero’s story is outlined below.  
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Case study: Xero: how design makes bank reconciliation sexy 

Wellington-based cloud accounting software company Xero is one of New Zealand’s best design success 

stories. The understandable focus by the media has been on its undoubted financial success, rather than the 

design story: the firm’s annualised committed monthly revenue tripled from $93 million to $303 million 

over the period 31 March 2014 to September 2016, it has over 860,000 subscribers in more than 180 

countries, and seamlessly integrates with over 500 apps. It was ranked No. 1 by Forbes as the World's Most 

Innovative Growth Company in 2014 and 2015. The company recently won New Zealand Trade and 

Enterprise’s International Business Award for Leadership Excellence. 

When Philip Fierlinger co-founded the company, he asked people what they thought of accounting. 

Frequently used terms were boring, tedious and painful. Fierlinger asked: what if people, instead of saying 

these things, used words such as sexy, fun and addictive to describe accounting?  

One important task of business owners is regularly carrying out bank reconciliation, an important 

contributor to business cashflow (itself an essential part of successful businesses). People hate 

reconciliation so hardly ever do it.  

To solve this problem, Fierlinger applied an insight from a game he played with his three year old, in which 

you match playing cards by flipping over cards. This is essentially reconciliation under another guise: in 

reconciliation you match your bank transactions with the transactions in your book. For some Xero users, 

reconciliation has become addictive. Instead of doing it once a year, Xero users now do reconciliation on 

average every 36 hours!  

Design continues to ensure that the company’s growing number of customers experience the best possible 

interaction with the company’s software.  

Xero has 38 product designers in offices in Wellington, Auckland, Melbourne, San Francisco, and New 

York. Some designers work closely with product owners and developers on specific areas of the firm’s 

software, whilst others are dedicated to cross-product work such as user research and design systems. The 

firm also has 18 designers in the marketing design team in offices in New Zealand and overseas. 

Ensuring customer interactions are highly useful and useable is very important for the product design 

team. Details about language or micro-interactions have a meaningful impact on customers and the 

bottom-line. Given that crunching numbers is not many people’s favourite activity, the experience of Xero’s 

customers has always been hugely important. Design plays a crucial role in this part of the business.  

Source: Xero, DesignCo 

5.3.1 Net exports 

In this section, we examine weighted average net exports by market vertical, design discipline, double 

diamond and design process. The purpose of this analysis is to determine which market verticals contribute 

the most through design towards the $3.6bn of national exports net of imports. While exports show the 

inflow of foreign money into New Zealand from selling goods or services abroad, net exports consider the 

amount of New Zealand money flowing offshore to gain knowledge, goods and services. Net exports is a 

measure of whether an industry positively contributes to New Zealand’s trade balance.  

Table 15 reports the weighted average net exports by market vertical and shows that Agriculture is the 

greatest exporter of design with $474,853 of net exports. An interesting observation is that while Human 

Health contributes the 2nd greatest amount to GDP, it ranks last in weighted average net exports. In 

addition, Manufacturing is by far the largest contributor to GDP but only ranks 7th in net exports. It’s likely 

that Human Health and Manufacturing import a lot of products to support and deliver the design activity 

in these market verticals. 
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Table 15 Weighted average net exports by market vertical (New Zealand) 

 

Source: PwC analysis using kMatrix data 

Table 16 examines weighted net exports by design discipline. It shows that design education is the greatest 

net export discipline out of the nine design disciplines, even though it only ranks 7th in GDP contributed. 

On the other hand, interactive design ranks 2nd in GDP contributed but only 8th when it comes to average 

net exports. Design education is likely to be less capital intensive and therefore import less leading to a 

more favourable trade balance, than the other design disciplines. On the other hand, design disciplines 

which produce physical products and outputs (eg interactive design and product design) are likely to be 

capital intensive, importing significant capital products (eg machinery, computer equipment, software, 

licenses), lowering net exports.  

Market Vertical 

Weighted 

average net 

exports ($) 

Agriculture 474,853

Environmental Industry 299,700

Other Public Sector 199,968

Digital & Creative Industry 164,144

Process Industry 142,977

Construction 109,105

Manufacturing Industry 105,074

Financial 86,050

Marine Industry 61,577

Communications Industry 21,592

Tourism 12,863

Logistics Industry 12,441

Aerospace Industry 6,766

Security & Cyber 5,740

Public & Private Transport Industry (not Freight) 975

Animal Health (769)

Education (1,213)

Civil Engineering Industry (1,369)

Data Services (1,928)

Food & Beverage Industry (9,689)

Commercial Travel Industry (10,645)

Automotive Industry (13,905)

Leisure Industry less tourism (21,430)

Designer Fashion (25,474)

Defence Industry (147,425)

Engineering Industry (excluding Civils) (161,554)

Utilities (224,689)

Retail Industry (325,736)

Human Health (633,002)

NZ net exports 3.6bn
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Table 16 Weighted average net exports by design discipline (New Zealand) 

 

Source: PwC analysis using kMatrix data 

When broken down by the double diamond value chain, the Develop component is shown to be the greatest 
net exporter of design. This is in line with its position in terms of contribution to GDP. On the other hand, 
the Deliver component is the 2nd largest contributor to GDP by a substantial amount, but last in terms of 
net exports. 

Table 17 Weighted average net exports by Double Diamond (New Zealand) 

 

Source: PwC analysis using kMatrix data 

5.4 Design across an entire value chain or supply chain 
The case study below outlines the experience of Allbirds and integrating design across an entire value 

chain. This enables the company to consider all facets of production and strip away what’s unncessary. 

Control like this enables Allbirds to have better alignment to their customer needs and target market.  

Case study: Allbirds’ shoes: how to win in the US market  

Allbirds is a shoemaking company established in 2014. Its spiritual home is New Zealand and place of 

incorporation the US. Allbirds’ shoes are made from an innovative wool fabric made from New Zealand 

merino wool. The fabric is made specifically for footwear by an Italian textile mill. The shoes are only sold 

online.  

The company’s founders, New Zealander Tim Brown and Joey Zwillinger, a San Francisco-based engineer 

and renewables expert, have created a company that had hundreds of thousands of customers in its first 

year. At the end of 2015 there were 2 staff, one year later 30, and the plan is to go to 70 staff in 2017. The 

company plans to grow 400% this year. It has become the world’s largest direct-to-consumer shoe brand 

that makes its own products and sells them.  

The US shoe market is huge: 2.5 billion shoes are sold every year, divided roughly into 1/3 fashion, 1/3 

athletic and 1/3 casual. It is a US$70 billion market. Like all very old industries, the US shoe industry has 

consolidated, with one or two companies dominating. US shoe companies continue to design, but design is 

used to largely create flashiness and cost reduction. General lethargy in design and natural material 

innovation in this consolidated industry has been exacerbated by the use of wholesale channels. The 

reliance on retailers means that when retailers are not doing so well, they discount product to increase 

volume, which hurts brands, which forces more cost-cutting, leading to a race to the bottom and inevitable 

Design discipline 

Weighted 

average net 

exports ($) 

Design Education 261,373

Graphic Design 121,103

Motion 87,383

Product Design 19,119

Spatial Design 12,872

Service Design (30,327)

Strategy (32,161)

Interactive Design (69,626)

Innovation/Invention (236,940)

Double Diamond 

Weighted 

average net 

exports ($) 

Discovery (7,975)

Define 5,804

Develop 37,647

Deliver (36,844)
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shortcuts on materials, manufacturing and design.  

Allbirds understands this market. Design was used to strip away the unnecessary - Allbirds’ philosophy in 

everything it does, including not only product but brand, marketing and communication. This design 

philosophy meant taking away from an athletic shoe everything that could possibly be taken away whilst 

creating a shoe which is extremely comfortable, has a simplified design aesthetic, and uses natural 

materials. It also means Allbirds produces just one shoe and a few different colours. This makes great 

financial sense in terms of inventory turnover, and therefore cashflow.  

Joey Zwillinger thinks the company is a model for New Zealand businesses. Design is an effective way to 

overcome the small size of the New Zealand market. It allows firms to set up a smart design hub in New 

Zealand and sell in huge overseas markets.  

 

Source: Allbirds https://www.allbirds.co.nz, DesignCo 

The Design for Health and Wellbeing Lab is an example of putting the customer experience first. Following 

the trend of greater use of design in health, the lab focuses on improving the healthcare experience for all 

users – patients, families, staff – in what can be distressing situations. The case study below explains.  

Case study: Design for Health and Wellbeing Lab/ AUT in partnership with Auckland DHB  

Designing for public good is a growing sector of the design industry. An excellent exemplar of this trend is 

the Design for Health and Wellbeing Lab (DHW Lab) located inside Auckland City Hospital. The Lab’s aim 

is to design better healthcare experiences for and with patients, families, and staff by developing products, 

services, systems, and experiences for the improved health and wellbeing of all hospital users. In 2015, the 

Lab, a collaboration between the Auckland District Health Board and AUT’s Faculty of Design and Creative 

Technologies, won the top prize, the Purple Pin, at the Designers Institute Best Design Awards in the Public 

Good category.  

What makes the DHW Lab a unique initiative, particularly for healthcare in New Zealand, is its emphasis 

https://www.allbirds.co.nz/
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Source: Design for Health and Wellbeing Lab, Designers Institute of New Zealand 

 

 

on human-centred design – gaining deep empathy and designing with hospital users and designers 

(professional and student). All projects undertaken through the DHW Lab are guided by the belief that the 

user’s voice is integral to a meaningful design outcome. Their intimate knowledge of a given service, 

product, or space – how it looks and feels to them – is key to meeting their needs and improving their 

healthcare experience.  

Justin Kennedy Good, a Co-Director of the Lab says: “It is not a one-size fits all, we customise our approach 

to the problem, using human-centred design to encourage collaboration, empathy, creativity, and 

prototyping. We work on a project-by project basis with all design disciplines to create solutions across 

spaces, environments, communication, services, digital and physical product.”  

Recently completed projects in the Integrated Cancer Centre and the Emergency Department, for example, 

focused on mapping patient pathways, a good place to start identifying improvements. The maps are an 

important visual communication tool that reduces a complex service to a comprehensible representation of 

its major elements, and the relationship between them. The Emergency Department map was installed in 

the waiting room to communicate the department’s complex procedure to patients. It has been digitised to 

display wait times and service updates on a patient-facing dashboard to help reduce stress and frustration 

within the space.  

The scope and scale of the DHW Lab’s projects at Auckland City Hospital are continuing to grow. Each 

project, both big and small, aims to make the healthcare environment more welcoming, safe, and intuitive 

for a wide community of users. The DHW Lab is making a meaningful contribution to improved health 

outcomes, while reducing emotional stresses on staff. 
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To maximise the value of design, design should be engaged early in a value chain. Jesse Keith, Group 

Manager – National Technology Networks, Callaghan Innovation, outlines design thinking at Callaghan 

and the use of design to establish the New Zealand brand.  

Interview: Jesse Keith, Group Manager - National Technology Networks, Callaghan 

Innovation  

Where does design fit in to Callaghan Innovation’s work? 

Many Callaghan Innovation customers are design-led firms creating physical and digital products for global 

markets. Design is ultimately a process, not the outcome, which allows us to engage with design in different 

ways and for many different problem-solving tasks. We have internal teams that never really thought of 

themselves as designers which are now using processes such as design-thinking to collect user insights, 

gain empathy, prototype and execute in ways and at a speed that they couldn’t have in the past. Our 

programmes team, for example, has started to utilise a design-thinking approach to guide and inform the 

programme design and delivery, and to iterate with potential end-users to quickly make a fit-for-purpose 

solution. A large part of my role is concerned with the connectivity of the R&D supply-chain to industry’s 

R&D needs, so it is important to spend time connecting with the design community to understand what 

capability is available nationally. 

How important is design to NZ? Is it used enough? 

Design is extremely important. New Zealand is not a large-scale manufacturing country so we need to focus 

on highly creative knowledge-based work and continue to build capability that generates unique IP with 

global reach. Given this, design in all its facets is an important tool. New Zealand’s distance from the rest of 

the world, and the need to create highly scalable product solutions for a diverse foreign end-user, means we 

must continue to embrace design research, to capture customer insights and to translate those insights into 

real market opportunities.  

For a long time, design was perceived as a visual layer added at the end of the process, but for it to truly add 

value it must be integrated from the beginning. I think this perception is slowly changing. Arguably the use 

of design is growing because of processes like design-thinking, which is allowing design to be used in more 

unique ways, which is fantastic. 

New Zealand still has a way to go before the full value of professional design is appreciated and we 

sufficiently celebrate the world-class design happening here every day. The New Zealand design brand is 

not as strong as that of the Scandinavian countries, for example, and this limits our ability to trade on it. 

Based on my time working overseas as a designer, I know just how resourceful and versatile kiwi designers 

are – they are usually skilled in several disciplines, can typically work across a diverse range of sectors, get 

things done quickly, and normally within limited budgets. There is also a willingness to not be precious 

about ideas and to value feedback. But the can-do attitude and resourcefulness means we have possibly 

forgotten to focus on building personal, and New Zealand, design identity and brand. We’re not naturally a 

chest-pumping nation. We don’t generate enough deliberate noise about the unique value of Kiwi design 

and designers. 

Are there non-economic impacts from the use of design? 

Design is a collaborative process, and that encourages groups of people - whether in business, students or a 

social group - to work together, to best understand the user’s needs, and create creative solutions. The 

outcome of the process doesn’t need to be a financial impact; it could just as easily be a social initiative. In 

government, for instance, a design-led approach produces many ideas quickly, continues to validate those 

ideas while consistently keeping the user at the heart of process, provide solutions for the many complex 

social issues we face, and help set direction and policy. The impacts are not just economic. 

How might we increase the use and knowledge of design? 

A starting point for me personally would be to see design sitting in equal importance alongside STEM 

subjects. Design is a powerful translator that can help IP created by science and technology become user-

centric and innovative product solutions. Design research can also inspire science and technology 

development that is mission-focused or user-focused. 
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It is hard to clearly define design given the myriad design disciplines - product, visual communication, UX, 

service design etc, and the large number of ways it can be used. As a professional design community we 

haven’t been able to tell the best story about design’s value, partly because the value is not easily 

monetised. If you say spend $10 dollars on design as a business owner do you get $50 or $100 dollars’ 

worth of value in return? It can also depend on the outcome created by the design process and whether a 

fit-for-purpose solution has been created. With this uncertainty around measuring economic impact, we 

must rely more heavily on the art of storytelling. We have to better celebrate the fantastic world class design 

that does happen in New Zealand and elevate those designers to the decision-making table.  

I think there is massive opportunity in New Zealand to integrate more design capability into business; 

firstly, making sure more professional designers are used as part of the process from the beginning, but also 

to grow the desire of our general businesses to integrate creative thinking capability through a design-led 

approach. 

Source: Jesse Keith 

Not only can design create value for businesses and drive business success, design orthodoxy can be used to 

tackle difficult social issues. The interview below, with Anna Brown, Director of Toi Aria: Design for Social 

Good, explains the way design is helping design in areas such as accessibility, privacy and improving 

educational outcomes.  

Interview: Anna Brown, director, Toi Aria: Design for Social Good, Massey University 

College of Creative Arts 

Anna Brown is a believer in the positive impact that design can have on major, hard-to-shift societal issues. 

Applying design processes and thinking to these issues has the power to place the user at the centre of the 

solution by investigating the problem with an empathetic lens. This has the potential to deliver not only 

positive economic impacts, but also more holistic, all-of-person impacts such as better well-being, and 

greater social inclusiveness. 

This belief in the power of design for social good underpins the establishment of Toi Aria: Design for Social 

Good in Massey University’s College of Creative Arts, headed by Anna. Her team of designers, strategists 

and researchers is working on a variety of big issue projects. One project is assessing national attitudes to 

the privacy and use of data. Another seeks to enhance the use in New Zealand of inclusive design – the 

design of mainstream products and/or services that are accessible to, and usable by, as many people as 

reasonably possible without the need for special adaptation or specialised design. A third is applying design 

principles to the rebuild of schools and school pedagogy in Christchurch. 

In her twenty year career as a design practitioner and academic, Anna has noticed a positive shift: design is 

used more frequently, for a wider set of purposes and increasing impact. There remains room for 

improvement, but the trajectory is upwards. Design’s scope has broadened, from an aesthetic ‘add-on’ to 

products to a much broader church. Product and graphic design remain powerful tools, but to these have 

been added other forms such as service design, experience design, digital design (aimed at maximising ease 

of user interaction with screens); inclusive design and sustainable design.  

The broadening of design’s scope has been a strong focus within tertiary design schools. Students now learn 

about service design, for example, in the wider context of society, and at Massey, a Māori (Te Ao) worldview 

is applied right across the College. There has been a marked increase in the public sector of the use of 

service design to improve government services to citizens. And design is now more often about experiences, 

engagement and is system-wide. Anna believes that New Zealand design is sophisticated and has 

international standing, in part because as a country we tend to be early adopters and our designers respond 

to the wants and needs of New Zealanders. 

Design is in a good space, and is increasingly valued, however, its full potential remains as yet unfulfilled.  

Source: Anna Brown 
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5.4.1 GDP and employment by double diamond 

The double diamond process can be iterative, and sometimes multiple iterations are required in the design 

process. We do not consider the double diamond value to be a linear process, but classifying design 

processes into double diamond components can assist with identifying where along the value chain 

economic activity is currently greatest.  

From Table 18, we see that two-thirds of economic activity is generated by the develop part of the design 

value chain, while the deliver component contributes 28%. On the other hand, the discovery and define 

components cumulatively contribute 5%.  

Design is almost exclusively used in the second half of the double diamond process, with firms not 

currently employing significant design processes in the first half of the double diamond. Firms could be 

under-valuing the benefit of employing design earlier in the process. However, if firms employed design 

earlier in the process, the amount of economic activity in the Develop and Deliver processes would likely 

decrease slightly. Some firms will substitute design services at a later stage in the value chain for design 

services at an earlier stage, rather than procure additional services.  

Table 18 Design’s contribution to New Zealand GDP by Double Diamond 

 

Source: kMatrix  

Figure 24 Design's contribution to New Zealand GDP by Double Diamond 

 

Source: PwC analysis of kMatrix data 

When examined at the double diamond level, it can be seen that employment is concentrated in the 

Develop and Deliver parts of the design value chain, echoing the pattern observed in the contribution to 

GDP. These two components are cumulatively responsible for 94% of total design employment, and 

outweigh employment in Discovery and Define by a ratio of 16:1. A similar pattern is observed at the 

Auckland, Wellington and rest of New Zealand regional levels. 

Double diamond GDP 

Discovery $239m

Define $338m

Develop $6,687m

Deliver $2,833m

Total $10,098m

2%3%

66%

28%

Proportion of Design's contribution to GDP by Double Diamond

Discovery Define Develop Deliver
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Figure 25 Employment by Double Diamond quarter (2016)  

 

Source: PwC analysis of kMatrix data 

Table 19 Employment by Double Diamond quarter (2016) 

 

Source: PwC analysis of kMatrix data 

5.5 Using design to link business strategy and growth  
Air New Zealand is an example of a business that has successfully used design to integrate its products with 

its growth strategy, leading to improved customer experience and business success.  

Case study: Air New Zealand: flying high with design 

In 2001, the general expectation for Air New Zealand was at best survival and at worst a slow death due to 

intense competition, changing consumer preferences, a downturn in the world travel industry and the 

impact of the terrorist attacks of September 11.  

Sixteen years later, Air New Zealand is the world’s best airline. It has won over 70 awards in the last seven 

years alone, including airline of the year three years in a row. In 2016, the firm reported the fourth 

consecutive year of earnings growth with an increase of 42% in net profit after tax.  

At the heart of this extraordinary turnaround has been the airline’s focus on exceeding the expectations of 

long haul passengers, a core part of the firm’s business, in order to differentiate its market offerings from 

the competition.  

Design has played a crucial role: the airline’s commitment to and excellence in design has resulted in 

international and national design awards.  

Air New Zealand's differentiation has been powered by a big idea: it was no longer selling tickets, but acting 

as a gateway to the New Zealand brand, and could hold a competitive advantage that couldn't be copied or 

matched by other airlines. It needed to build a positive connection in the consumer's mind between the 

airline and the country's broader cultural identity across the board, from the website, the aircraft, the 

crew's appearance and behaviour and the in-flight entertainment. 'Inspiring Journeys' was the result. 

Taking people on an 'Inspiring Journey' meant revisiting every aspect of the customer experience.  

The airline’s design programme has been all encompassing, inspiring new initiatives and actions. The 

recent fit-out of the 747/777 fleet delivered a raft of projects associated with 'Inspired Journeys', such as a 

new in-flight entertainment programme; new uniform design; in-flight catering upgrades; and new sleeper 
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seats, carpets and fabrics. Air New Zealand’s prototype design lab in South Auckland called Hangar 9, 

initially a secret prototyping lab, has since showcased the evolution of the long haul experience to more 

than 11,000 guests. There has been positive increase in customer satisfaction across all fronts - in 

satisfaction with kid’s entertainment, business class seat comfort, headset sound quality, cabin tidiness and 

ambience, the responsiveness, attention, availability and appearance of cabin crew, and the number of 

travellers recommending the airline to family and friends.  

Source: Better By Design, DesignCo 

5.5.1 GDP per FTE and employees per company 

Labour productivity, which we calculate as total GDP per heads equivalent, is a measure of how efficiently 

inputs (workers’ time) are used in the production process. We noted earlier than design contributes 4.2% of 

national GDP and 4.4% of national employment – therefore productivity is broadly on-par with the 

national average. Figure 26 shows this in terms of GDP per FTE for design related activity, and the national 

average. The estimated labour productivity figures are broadly the same.  

Figure 26 Labour productivity for design 

 

Source: PwC analysis using kMatrix data 

We also investigated whether there was any difference in regional design related labour productivity. We 

expected that design related labour productivity in Auckland and Wellington would be higher than design 

related labour productivity for rest of New Zealand, as there is a wealth of evidence about agglomeration 

economies existing in New Zealand.25 However, this is not observed in the dataset. Labour productivity is 

almost identical between the three regions. We expect this could be a feature of the modelling which is used 

by the raw data providers to estimate the value added figures, which may not be able to distinguish between 

New Zealand regional variations with enough detail. 

We also sought to investigate whether design related labour productivity differed by market vertical, design 

discipline and double diamond, but we did not consider the data was robust enough for this analysis.  

                                                                            

25 See for example, recent http://motu-www.motu.org.nz/wpapers/16_21.pdf. 
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5.5.2 GDP per company 

The average design related GDP generated by each company with design activity in New Zealand is about 

$2.6m. Wellington and the rest of New Zealand also have a similar figure, however Auckland is more 

economically productive as each design company generates an additional $200,000 to the economy than 

the national average. 

Table 20 GDP per company  

 

Source: PwC analysis using kMatrix data 

5.6 Design and placemaking 
The following case study and interviews describe the power of design in placemaking and its associated role 

in attracting talent for economic and social prosperity.  

Case study: The power of urban design - Auckland’s transformation and the role of 

government  

Auckland is the engine of New Zealand’s economy. Much of New Zealand’s prosperity is dependent on 

Auckland’s economic success. The key to ensuring continued prosperity for the city and New Zealand is to a 

significant degree dependent on the ability of Auckland to remain an attractive place to live, work, move to 

and visit. 

PwC’s research series, Cities of Opportunity, now in its seventh year, aims to gather insights into how 

complex, large, modern cities can effectively deal with human needs. A few findings from the most recent 

series stand out:  

1) To be successful for those who live in it, a city requires balanced social and economic strengths with a 

stress on human needs, to ‘excel in many reinforcing aspects of urban community, to make complexity 

manageable, and to generate a high standard of life for as many people as possible.’  

2) The most successful cities internationally have joined up strategies that ensure they understand 

themselves and orchestrate growth, and the strategy includes the private and public sectors.  

3) Cities need to attract and keep smart entrepreneurial people to continue to grow economically. Smart 

people demand more than a job. They look at the city as well as the workplace. They want a city that is 

satisfying to live in, with a range of important elements - quality education, green spaces, restaurants, 

cultural life, ease of transportation and so on all working in tandem. All parts of the ecosystem need to be 

up to scratch. 

Urban design has a critical role in ensuring a city is a place where people want to shift to, live in and visit. 

In the last five years a handful of architects and urban designers have radically transformed the central city 

of Auckland. Nat Cheshire of Cheshire Architects believes this change has transformed Aucklanders’ sense 

of their city’s potential, and has generated an enormous and sustained leap in energy, optimism and 

investment. Developments such as Britomart, the Wynyard Quarter, Fort Lane, and those in suburbs such 

as Ponsonby, Mission Bay and Hobsonville, have made Auckland a better place in which to live. These 

engines of regeneration have been made possible through the support and activism of the Auckland 

Council’s design department, the Auckland Design Office. 

Source: DesignCo 
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Interview: Ludo Campbell-Reid, head of the Auckland Design Office (ADO) and Auckland’s 

design champion.  

Can you provide us with some background to the ADO and your role? 

There is an international movement that is centered on cities that are transforming themselves through 

great urban design. The key to this transformation is delivering on a vision, which we have done in 

Auckland for the last 11 years. Dick Hubbard, mayor of Auckland City from 2004 – 2007, formed a Mayoral 

Task Force, and then appointed me to head a design function in the Council. I started the job in 2006 with 

4 staff – it now has 40. I think it is the largest Council-based design agency in the world. 

The ADO is very progressive: it is multidisciplinary; includes a wide range of nationalities and ethnicities; is 

two thirds women; and we have also appointed the world’s first Maori Design Leader, Phil Wihongi. This 

will be the next design frontier for Auckland in the next 10 years - a city that looks more indigenous. The 

ADO has survived because it has retained a vision over many years, has connected to a wide range of 

organisations and people, and survived political cycles. We have a community of practice, a coalition of the 

willing, that has allowed my team and the city vision to survive. It is a really positive story. It is a story of a 

city that has decided to focus on something. 

Do we still need to tell the story about the impact of design? 

Yes, we do. Knowledge about design is not yet mainstream, and it should be. We should have design 

education at primary school level. The Dutch are best at it - they have school classes where they learn about 

cities. That would be useful for New Zealand. We need to make sure that people understand the impact of 

design, and urban design. Great design is good for the environment, good for business and good for social 

cohesiveness. Well-designed schools reduce truancy, well designed hospitals are better for your health, and 

well-designed cities are better for health and happiness - more people will be walking and cycling, for 

instance. You know when you have arrived at a well -designed city, and you know when you have arrived at 

one that isn’t.  Bad design has led to a whole lot of things that could be fixed with good design. 

What more needs to be done to enhance knowledge about design and the use of design in New Zealand? 

At its very essence design, and the process of design, are about economics. New Zealand’s design strategy 

should be its economic strategy. It is about cities and countries competing for smart entrepreneurial people 

that make your country better because of their ideas. This links to education, to attracting the right people, 

to attracting them to want to live here. New Zealand has all the ingredients and distance is not the 

problem.  

We have talked about New Zealand being the innovation centre of the Asia Pacific, a place where you sell 

your ideas to the world and bring prosperity here. It would be really good if the Government understood 

this, and wanted to do something about it.  We could for instance be the best in the world at building 

efficiently and sustainably, and the only country in the world that is actually sustainable. We could be an 

international beacon again, changing the world because of the things we do. 

The ADO is not just about projects such as the pink cycleway - we are good for business, for the economy 

and good for the environment. But we need more tools to support great design and we need the 

Government to get behind this. We need a call to arms. If the Government really does want to tackle it, they 

should set up a government taskforce, and appoint a chief design champion. We should have a PM’s design 

award for better public buildings. The Australian state of Victoria is building a design culture – it has the 

Premier of Victoria Design Awards. And we don’t have a national urban strategy for the country – how 

cities collaborate, share advice, skills and resources, and how we move between our cities. Too many cities 

in New Zealand are shambolic, but they could be great. We have examples in New Zealand of how urban 

design has transformed cities – think of New Plymouth. 

Source: Ludo Campbell-Reid 
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Interview: Nat Cheshire, director of Cheshire Architects Ltd  

How important is design to New Zealand? 

In the context of an environmental version of design, I think it is enormously important to New Zealand, 

for two major reasons.  

First, it has shown itself as a potent change agent, at an astonishing scale and rapidity. Auckland is an 

example. The extraordinary transformation and amplification of design in the built environment over the 

last 5-6 years has resulted in a local economy which is super-charged and extremely optimistic, and in a 

more sustainable way than we have seen. Moreover, this change is now ingrained in the market, rather than 

imposed from above or outside. For example I don’t know of a developer who now doesn’t benchmark at 

this scale against Britomart. The same is true for the apartment buildings: now everything we are 

encountering is about quality of life and that means greater care, longer-term thinking, greater investment 

and so on.  

The second reason is less tangible: it is about optimism. Design has, in that half decade, transformed the 

way Aucklanders think about their own city, but more importantly, what it is capable of doing. This in turn 

is a catalyst. People now no longer have to move offshore to live a fulfilling life or develop an exciting 

contemporary business. We can now focus on New Zealand-based investment and development. It allows 

us to think of Auckland in global terms as a city which rather than importing culture, is an empowered 

laboratory for design, which might in fact export ideas. We have a hungry, highly sophisticated city that is 

very rapid to adopt new ideas, which can change very quickly in ways that perhaps other cities abroad 

cannot do.  

Auckland is doing well at the moment. Ludo Campbell-Reid [CE of the Auckland Design Office] and the 

urban design teams around him are driving a really strong reconceptualising of the city centre and has 

made that vision manifest across the Isthmus. The Unitary Plan too, whatever holes you may pick in it, is 

nevertheless geared around the right principles and directions for Auckland. The level at which the city is 

executing urban central city projects, whether it be North Wharf or Fort Street, is of an extremely high 

quality. The only gaping hole is between public projects and the capacity of private businesses to leverage 

that investment for the people of Auckland; to supercharge it. Commercial activities are mostly a free boost 

to activity, community, and economy – and as such they are a great way to leverage the huge public 

investment in the ‘stage’ of the street. Of course I wish the buildings were more adventurous and a bit 

braver, but the gains that have been made in half a decade are huge.  

Is there a New Zealand cultural influence on design? 

Defining New Zealand is a very evasive thing. James Hurman in his AK2 text wrote about it. One idea was 

that of an indie city - a sense that we are defined by a kind of informal excellence – that the best food in the 

world can be eaten in jandals. Every fitting can be handmade. All of the loving care and brilliant service can 

be there. It is super accessible and super democratic and better than the place everyone in New York 

queues for. 

And we haven’t even begun to mine the depths of potential buried in the complex spatial traditions of 

Māori. We have been designing this city for almost a 100 years, but we have a really unresolved relationship 

with tangata whenua and an under-leveraged relationship with the spatial thinking of tangata whenua. It is 

manifest in some sculpture and some carved surfaces, but it rarely leaps beyond that into bigger spatial 

considerations. What can Pakeha and Māori mutually mine in each other’s spatial histories to make urban 

spaces that the rest of the world could not invent?  

How can we enhance design’s use and impact? 

If we take central government for example, there are some problems that are so intimately associated with 

design which are so large that they can only be brilliantly resolved by huge, and probably central, 

intervention. Housing is a perfect exemplar. Central government needs to understand that there are some 

design-related challenges and opportunities that demand their leadership.  

 In five short years a handful of determined Kiwis have radically and near-totally transformed the central 

city of Auckland. In doing so they have transformed Aucklanders’ sense of their city’s potential, and of their 
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own potential. The transfiguration of this once fallen city has generated an enormous and sustained leap in 

energy, optimism and investment. The city has changed. The market has changed. We have changed.  

You cannot underestimate the potency of that change. And you cannot leave us to fight for it alone.  

Source: Nat Cheshire 

5.7 The outlook for design 
In the interview below, the Designers Institute of New Zealand describes a collaborative future for design to 

achieve goals for New Zealand. Including designers in more conversations is a good start.  

Interview: Cathy Veninga, CEO of the Designers Institute of New Zealand 

What is the role of the Designers Institute? 

The Designers Institute of New Zealand has over one thousand members, representing graphic design, 

interactive design, spatial design, product design, design management, service design, and design 

education. As global change becomes faster and faster, we face the same challenge as many professional 

bodies. We need to be nimble and flexible enough to respond to these changes, and to support and reflect 

our members as they grow and adapt to face the new global environment.  

Part of the strength and the richness of the Institute is that we are a multi discipline organisation; this 

encourages interdisciplinary collaboration and better outcomes for clients. The Institute has multiple roles 

to fulfil: advocacy, professional services and community.  Advocacy can take many shapes, but our 

overarching role with the Designers Institute is to promote the value of design. That can happen through 

collaborative relationships with other professional bodies here in New Zealand, and internationally. DINZ 

is also active with international organisations that collectively represent professional design bodies such as 

ours. I am currently the World Design Organisation’s Liaison Officer for Oceania. We also build 

relationships with design schools around the world.  

As an Institute, we reach out to Government and advocate for design as a sector. This includes helping local 

government understand how design can contribute to their own economic and social growth. For example 

DINZ, along with four other design-focused professional bodies and three universities, has formed the 

Tamaki Makaurau Design Alliance. This group works alongside the Auckland Council, and within the 

tripartite relationship Auckland Council has with Los Angeles and Guangzhou. Another avenue for 

advocacy comes through CEOs who work with our member studios.  

Professional services are core to ensuring standards of practice, so it is a key area of focus for DINZ. Our 

members have access to complimentary legal advice and mediation, and we also have insurance packages 

to help them with risk. Many of our members are small studios and often have trouble managing cash flow, 

so we offer a complimentary business advisory service. Mentorship is also an important offering. 

The Designers Institute has worked tirelessly to build a community. Global relationships are key to our 

community-building. They have helped introduce us into new design communities and given us access to 

key individuals who we have been able to invite to New Zealand. Having them speak and meet our 

community isn’t just about offering a point of view to our kiwi designers; it also allows us to make an 

impression on them. They then become our champions when they return home. We have a DINZ Student 

Council, and we work with the student community all through the year, to help bridge the disconnect 

between schools and the professional community. Students are so inspiring and they, in return, get such a 

deep reward from being connected to practitioners and from connecting with each other across the country.  

Our community’s ‘big night out’ is The Best Design Awards. This is the Institute’s most prestigious annual 

programme and, with over 1100 guests, it is now the largest design awards event in Australasia and the 

second largest dinner awards in New Zealand. The Best Design Awards also have an advocacy role – they 

showcase the value that design has brought to specific businesses, projects, and communities; helping them 

differentiate through adding value or by creating successful social change and innovation. We also run 

many programmes through the year to inspire, reveal insights, talk about design process, and share 

knowledge.  



 

PwC Page 65 

 

What are the benefits of design and design thinking to New Zealand, and what more needs to be done? 

New Zealand could be a design Mecca to the world, as a social good and cultural exemplar. We have highly 

regarded designers, many of whom work internationally while enjoying the kiwi lifestyle. Some have gone 

on to be design leaders for world brands; for example, Matt Holmes at Nike and Danny Coster, now at 

GoPro after 20 years at Apple.  

Our potential is great, but we need to develop quickly. China is fast trying to build design capability. The 

Chinese design schools have brought in top ranking lecturers and studios from the Western world to help 

them learn about design, to help them ultimately dominate through design. We can’t compete with China, 

but we can continue to foster our connections there and evolve with them. 

New Zealand needs to continue to grow economically, culturally and socially to secure a healthy and vibrant 

future for generations not yet born. We need to collectively envision where we want to be. What might be 

our shared visions for New Zealand – and why is nobody in Government talking about this?  

We need champions. Design language needs to filter down and be a part of our daily culture. We need to 

have an economic, cultural and social vision for New Zealand beyond commodities. We need leaders to 

show us they are future thinkers. Designers are good at this – they have the kind of insight that leads to 

solutions. Is there a bigger role for them to play? New Zealand is walking into a future that will continue to 

challenge us. We need to be adapting early to meet global changes. It’s not just up to our businesses to 

evolve; as a country, we need to be nimble and flexible too. And design can lead the way. 

Source: Cathy Veninga 

Below we examine the historical and forecast total value added from 2012-2022 at the national level and by 

design discipline, double diamond process, market vertical and design process. Growth has been steady 

from 2012-2016, and is forecast to continue growing steadily to 2022.  

Note that unlike the analysis in Section 5, this data relates to value added, not GDP. This is due to the 

assumptions required to complete the analysis. The same ratios from Statistics New Zealand’s input-output 

tables for the year to March 2013 would be used for all previous and all future years, rendering the 

adjustment redundant, as we are interested in comparative growth over time.  

5.7.1 New Zealand value added over time 

Figure 27 shows the total value added over time at the national level, which shows value added is forecast to 

increase by 20% to $11.8b in 2022, in nominal terms, growing at an annual average rate of 3.1%. This 

improves on the steady growth trend from 2012 to 2016, which saw value added from design activity grow 

at an annual average rate of 2.7%. 

Figure 27 Value added 2012 - 2022 

 

Source: PwC analysis of kMatrix data 
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Growth in design economic activity has been in line with overall economic activity in New Zealand. This is 

reflective of the economic conditions for demand – it is likely that demand is spread through sectors 

moving in line the broader economy.  

Figure 28 Indexed value added growth 2012-2022 

 

Source: PwC analysis of kMatrix data 

5.7.2 Design discipline 

When forecast growth in value added is examined by breaking down the numbers to the design discipline 

level in Figure 29, we again observe a steady linear growth over time with growth fairly uniform across the 

disciplines. Forecast growth to FY2022 for each discipline ranges between 19% and 21%, with growth 

marginally higher in graphic design (21%), and marginally lower in innovation/invention and motion 

design (19%). In terms of absolute value add, product design contributes the greatest amount and 

innovation/invention contributes the least. 

Figure 29 Value added 2012 - 2022 by design discipline 

 

Source: PwC analysis using kMatrix data 
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Figure 30 Indexed value added growth 2016-2022 by design discipline 

 

Source: PwC analysis of kMatrix data 

5.7.3 Double Diamond process 

A similar pattern is observed when forecast growth is broken down by double diamond process in Figure 

31. We again see that nominal growth is expected to be reasonably uniform across double diamond 

processes (20% to 21%), with growth being marginally higher in the Discovery and Delivery processes 

(21%). 

Figure 31 Value added 2012 - 2022 by Double Diamond 

 

Source: PwC analysis using kMatrix data 
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Figure 32 Indexed value added growth 2016-2022 by Double Diamond 

 

Source: PwC analysis of kMatrix data 

5.7.4 Design by market verticals 

Analysis of forecast growth in design related economic activity by market verticals provides an indication of 

where resources should be diverted, to ensure capacity and capability meets expected demand. Absolute 

growth is expected to be highest in the manufacturing industry, the largest contributor to current design 

activity. 

There is also significant economic activity forecast in human health, finance, environmental industry, 

construction and the digital and creative industry.  

Table 21 Value added growth 2016 - 2022 by Top 10 market verticals ($) (New Zealand) 

 

Source: PwC analysis using kMatrix data 
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Top 10 market verticals 
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forecast 

period ($m) 

Value added 

growth over 

forecast 

period (%) 

     1 Manufacturing Industry 475.0 18.0%

     2 Human Health 161.2 18.2%

     3 Financial 129.3 19.0%

     4 Environmental Industry 117.1 18.3%

     5 Construction 103.0 17.6%

     6 Digital & Creative Industry 100.8 38.6%

     7 Education 88.3 67.1%

     8 Agriculture 84.0 18.5%

     9 Logistics Industry 80.4 18.2%

    10 Retail Industry 76.9 18.2%
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In particular, the growth in design economic activity in the digital and creative industry means that by 

2022, it is expected to move up from the 13th market vertical to 11th market vertical (by design activity value 

added), leapfrogging the defence industry and engineering Industry (excluding civils) which are forecast to 

drop to 12th and 13th respectively. 

Figure 33 Ranking of market verticals (New Zealand)  

 

Source: PwC analysis using kMatrix data 

At the regional level, similar economic growth is seen. In both Auckland and Wellington, the digital & 

creative industry is expected to jump to 11th, up from 12th and 13th respectively, with the defence industry 

falling behind both. In addition, education is expected to rise from 19th to 16th and 17th. However, tourism is 

projected to fall from 23rd and 24th to 25th in Auckland and Wellington. 

Ranking of market verticals in 2016 Ranking of market verticals in 2022 

1    Manufacturing Industry Manufacturing Industry 

2    Human Health Human Health 

3    Financial Financial 

4    Environmental Industry Environmental Industry 

5    Construction Construction 

6    Agriculture Agriculture 

7    Logistics Industry Logistics Industry 

8    Retail Industry Retail Industry 

9    Other Public Sector Other Public Sector 

10  Food & Beverage Industry Food & Beverage Industry 

11  Defence Industry Digital & Creative Industry 

12  Engineering Industry (excluding Civils) Defence Industry 

13  Digital & Creative Industry Engineering Industry (excluding Civils) 

14  Process Industry Process Industry 

15  Utilities Utilities 

16  Marine Industry Communications Industry 

17  Designer Fashion Education 

18  Communications Industry Marine Industry 

19  Education Designer Fashion 

20  Leisure Industry less tourism Leisure Industry less tourism 

21  Public & Private Transport Industry (not Freight) Public & Private Transport Industry (not Freight) 

22  Aerospace Industry Aerospace Industry 

23  Automotive Industry Automotive Industry 

24  Tourism Security & Cyber 

25  Security & Cyber Tourism 

26  Commercial Travel Industry Commercial Travel Industry 

27  Animal Health Animal Health 

28  Civil Engineering Industry Civil Engineering Industry 

29  Data Services Data Services 
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Figure 34 Ranking of market verticals (Auckland) by contribution to value added 

 

Source: PwC analysis using kMatrix data 

 

Ranking of market verticals in 2016 Ranking of market verticals in 2022 

1    Manufacturing Industry Manufacturing Industry 

2    Human Health Human Health 

3    Financial Financial 

4    Environmental Industry Environmental Industry 

5    Construction Construction 

6    Logistics Industry Logistics Industry 

7    Agriculture Agriculture 

8    Other Public Sector Other Public Sector 

9    Retail Industry Retail Industry 

10  Food & Beverage Industry Food & Beverage Industry 

11  Defence Industry Digital & Creative Industry 

12  Digital & Creative Industry Defence Industry 

13  Engineering Industry (excluding Civils) Engineering Industry (excluding Civils) 

14  Process Industry Process Industry 

15  Utilities Utilities 

16  Marine Industry Education 

17  Designer Fashion Communications Industry 

18  Communications Industry Marine Industry 

19  Education Designer Fashion 

20  Leisure Industry less tourism Leisure Industry less tourism 

21  Public & Private Transport Industry (not Freight) Public & Private Transport Industry (not Freight) 

22  Aerospace Industry Security & Cyber 

23  Tourism Aerospace Industry 

24  Automotive Industry Automotive Industry 

25  Security & Cyber Tourism 

26  Commercial Travel Industry Commercial Travel Industry 

27  Animal Health Animal Health 

28  Civil Engineering Industry Civil Engineering Industry 

29  Data Services Data Services 
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Figure 35 Ranking of market verticals (Wellington) by contribution to value added 

 

Source: PwC analysis using kMatrix data 

5.7.5 Design processes 

When considering the forecast economic activity by individual design processes, there is a significant 
growth for some processes, although off a low base to start with. This is shown in Table 22.26 

Table 22 Value added growth 2016 - 2022 by design processes (%) (New Zealand) 

 

Source: PwC analysis using kMatrix data 

                                                                            

26 Refer to Appendix A for definitions of the design processes. 

Ranking of market verticals in 2016 Ranking of market verticals in 2022 

1    Manufacturing Industry Manufacturing Industry 

2    Human Health Human Health 

3    Financial Financial 

4    Environmental Industry Environmental Industry 

5    Construction Construction 

6    Agriculture Agriculture 

7    Logistics Industry Logistics Industry 

8    Other Public Sector Other Public Sector 

9    Retail Industry Retail Industry 

10  Food & Beverage Industry Food & Beverage Industry 

11  Defence Industry Digital & Creative Industry 

12  Engineering Industry (excluding Civils) Defence Industry 

13  Digital & Creative Industry Engineering Industry (excluding Civils) 

14  Process Industry Process Industry 

15  Utilities Utilities 

16  Designer Fashion Communications Industry 

17  Communications Industry Education 

18  Marine Industry Designer Fashion 

19  Education Marine Industry 

20  Leisure Industry less tourism Leisure Industry less tourism 

21  Public & Private Transport Industry (not Freight) Public & Private Transport Industry (not Freight) 

22  Aerospace Industry Aerospace Industry 

23  Automotive Industry Security & Cyber 

24  Tourism Automotive Industry 

25  Security & Cyber Tourism 

26  Commercial Travel Industry Commercial Travel Industry 

27  Animal Health Animal Health 

28  Civil Engineering Industry Civil Engineering Industry 

29  Data Services Data Services 

Top 10 design processes 

Value added 

growth over 

forecast 

period (%) 

Value added 

growth over 

forecast 

period ($m) 

     1 Training 93.4% 0.005

     2 User Testing Services 51.3% 0.004

     3 Electronic artwork 27.3% 5.714

     4 Promotion 27.1% 4.849

     5 Mission / Ambition 26.4% 14.827

     6 Shoot 26.4% 10.075

     7 Branded environments 26.2% 0.496

     8 Channel build 25.9% 12.542

     9 Pre-production planning 25.8% 0.518

    10 Project Programme 25.8% 0.413
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By percentage growth, two processes stand out as having the largest forecast growth percentages in value 

added: training and user testing. 

When considering the forecast growth ranked by value, design development, program design, strategy 

development and production management are forecast to have the greatest individual growth in economic 

activity. This pattern is also observed at the Auckland and Wellington regional level, which provides some 

insight into where resources could be diverted to support the forecast growth in demand in Auckland and 

Wellington.  

Table 23 Value added growth 2016 - 2022 by design processes ($) (New Zealand) 

 

Source: PwC analysis using kMatrix data 

 

 

 

 

 

 

Top 10 design processes 

Value added 

growth over 

forecast period 

($m) 

Value added 

growth over 

forecast period 

(%) 

     1 Design development 93.6 20.0%

     2 Program design 88.8 19.4%

     3 Strategy development 84.3 17.7%

     4 Production management 55.4 19.8%

     5 Digital touchpoints 47.0 21.8%

     6 User testing 46.6 21.7%

     7 Implementation 46.1 22.0%

     8 Documentation 43.1 21.3%

     9 Print production 39.3 18.0%

    10 Rendering 31.0 22.5%

Total Value added growth (All design processes) 1,969.7
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6. Conclusions and 
 recommendations 

6.1 Conclusion 
Design is a widespread series of processes which are used in a variety of industries in New Zealand. Broader 

than the traditional design disciplines, such as product design or graphic design, design encompasses 

developing a proposition in a physical, spatial, digital or temporal medium, using tools as part of a process.  

The current classifications systems used by Statistics New Zealand to define industries and occupations are 

not dynamic enough to capture the innovative nature of design. As such, the project reference group for this 

study developed an alternative classification which it considers adequately captures design in New Zealand.  

The classification was based on defining a collection of processes which are considered to encapsulate 

design. There is likely to be a high degree of overlap between design and other creative processes. Defining 

a process as a design process does not preclude that process from being included in other definitions. 

However, a definition for design is needed to provide clarity over what is and is not included in this study.  

264 processes were identified, which were mapped to the double diamond design process, and nine design 

disciplines. This structure was applied to 29 industries which were considered to have material design 

activity in New Zealand.  

The main quantitative data for this study was provided by a third party private provider based in the UK. 

This was combined with qualitative case studies to show the impact of design in New Zealand businesses.  

It is recognised that full traceability and transparency over the data used in this study has not been 

available. However, industry stakeholders can weigh up the limitations of this when considering the next 

steps in furthering the quantitative evidence base of design in New Zealand.  

Design in New Zealand is estimated to have contributed $10.1b towards national GDP in 2016, which was 

approximately 4.2% of New Zealand’s GDP. This is on-par with a recent estimate of the relative 

contribution of design to the UK economy (4.1%). Design employed the equivalent of 94,000 people in 

2016, which was approximately 4.4% of total FTE employment. A narrower definition of design would 

generate a smaller contribution to GDP and employment.  

MBIE’s figures for R&D in New Zealand, suggests that in 2014, 1.17% of GDP was spent on R&D.27 As 

design’s contribution to GDP is much higher than MBIE’s estimate of expenditure on R&D as a percentage 

of GDP, this indicates that the economic activity which is being captured by the design processes is a 

mixture of innovative and creative design processes and embedded knowledge. That is, the new knowledge, 

goods or services which are developed as part of the design process become embedded into the current 

suite of tools and processes, which accounts for the higher proportion of GDP for design than official R&D, 

which by definition is creative work that is original or novel.  

Approximately 27% of total design activity, in terms of contribution to GDP, was generated by the 

manufacturing industry. Human health (9%), finance (7%), environmental industry (6%) and construction 

(6%) are also notable contributors of design activity.  

                                                                            

27  This relates to an official definition of “Research and development”, aligning to official statistics collection. MBIE’s report is available here: 

http://www.mbie.govt.nz/info-services/science-innovation/performance/document-image-library/science-and-innovation-system-performance-
snapshot-2016.pdf  

http://www.mbie.govt.nz/info-services/science-innovation/performance/document-image-library/science-and-innovation-system-performance-snapshot-2016.pdf
http://www.mbie.govt.nz/info-services/science-innovation/performance/document-image-library/science-and-innovation-system-performance-snapshot-2016.pdf
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Product design and interactive design are the two individual design disciplines which contribute the 

greatest to design’s GDP and employment. These two design disciplines make up 46% of design’s 

contribution to GDP.  

The third lens applied to the data is the double diamond value chain lens. The double diamond is a 

common approach to describing the overall design value chain process. Our analysis shows that design 

activity is overwhelmingly concentrated in the second half of the double diamond process (develop and 

deliver). Employment in design processes in the second half outweighs the employment in the first half 

(discovery and define) by 16:1.  

6.2 Recommendations 
This study has established a benchmark for the economic value of design in New Zealand in 2016, in terms 

of its contribution to national, Wellington and Auckland GDP and employment. Reflecting on the reasons 

for embarking on this study, we make the following recommendations to enhance the evidence base and tell 

the story of design in New Zealand: 

1. Repeat this study at regular intervals to monitor trends over time. 

2. Expand the dataset obtained from the third party provider to include other key regions in 

New Zealand (eg Canterbury, Waikato, Otago).  

3. Expand the dataset obtained from the third party provider to include key variables such as sales 

(gross output). 

4. Expand the dataset obtained from the third party provider to include national (design and non-

design) totals or averages to enable further exploration of the data and comparison of the relative 

performance of design. 

5. Supplement the study with additional case studies or survey data on individual firm level success 

following the use of design. 

6. Supplement the study with additional case studies with customers and users to describe the social 

impact of design.  

7. Consider working with organisations and industry bodies offshore to enable a cross-country 

comparison of design in the relevant jurisdictions on a like-for-like basis. 

8. Consider working with Statistics New Zealand and others to improve the New Zealand industry and 

occupation classification systems (as the classification systems are revised from time-to-time) to 

provide greater alignment with official New Zealand statistics. 

6.3 DesignCo Recommendations 
This report on the economic value of design in New Zealand in 2016 is one component of a broad initiative 

called the Value of Design, which has its origins in 2013 when a national design consortium was established 

comprising the design schools of Massey University, AUT, Otago Polytechnic and Victoria University of 

Wellington; the Designers Institute of New Zealand and NZTE’s Better By Design programme. In 2015, the 

consortium was expanded to include the Auckland Co-design Lab and Callaghan Innovation, and branded 

itself as DesignCo. Throughout this period, the consortium has connected with and consulted a wide range 

of individuals, companies and organisations, and undertaken research, to determine the current state of the 

New Zealand design ecosystem, tell the story of New Zealand’s design excellence, and address the paucity of 

information about on the design sector (and hence DesignCo’s commissioning of this report).  

As a result, DesignCo is well placed to set out those actions it believes are required to ensure better 

understanding and use of design in New Zealand. The broad theme which underpins the recommendations 

below is that the government should become a more engaged partner in ensuring design is fully utilised for 

economic and social benefit, and that government needs to show leadership and recognise design as an 

individual sector that warrants separate attention and investment.  



 

PwC Page 75 

 

Having considered the evidence gathered in this report, and with deep legacy industry knowledge, 

DesignCo, as the primary commissioners of this study, make the following recommendations for design in 

New Zealand: 

Strategic leadership and infrastructure 

 Treasury to develop a national design strategy in collaboration with the New Zealand design sector. 

 Establish the role and office of the Prime Minister’s Chief Design Advisor to promote awareness of, 

and support strategic investment in, design. 

 Establish and fund a body similar to the UK Design Council responsible for the strategic 

coordination of design in New Zealand, bringing together the design industry, research and 

education.  

Supporting Business 

 Establish a programme of business support for the use of design by SMEs, similar to the NZTE 

Better by Design programme.  

Better Public Services 

 Increase targeted funding support for design-led service transformation in the public sector.  

Innovation 

 Increase the focus, capacity and capability for matching design and design thinking expertise with 

science and technology innovation needs at the early stages of development. This could be 

undertaken by Callaghan Innovation.  

Tertiary Education 

 Widen the current conceptualisation of STEM to include creative arts subjects such as design and 

creative media production, and increase the EFTS funding for these subject areas. 

Research  

 Establish a dedicated research fund for design researchers to access, and infrastructure to support 

the allocation of funds (separate from science, health or arts funding).  

Recognition 

 Establish a suite of Prime Minister’s Design Prizes, to the same value as the Prime Minister’s 

Science Prizes. The prizes could be administered by the Designers Institute of New Zealand, and 

would aim to become the premier awards for design in New Zealand.  

 Promote New Zealand design, through the NZ Inc. network, as a vital element of our national 

brand. 
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Appendix A DesignCo partners 

 

 

  

 

The Auckland Co-design Lab has been 

established to provide a neutral space to 

explore the use of co-design and other 

innovative approaches to address complex 

social issues. The Lab is funded by the Better 

Public Service Innovation Seed Fund and 

Auckland Council and is sponsored by the 

Ministry of Business Innovation and 

Employment. The Lab is based with Auckland 

Council’s Southern Initiative team in 

Manukau, South Auckland. A key focus is 

creating space for multi-agency teams to 

collaborate, work alongside citizens and to 

support and broker innovative ideas and 

solutions. http://www.aucklandco-lab.nz 

  

Callaghan Innovation is a government agency 

created to help turn research and development 

into market success. Services include: 

technology and product development; access to 

experts; programmes, training and workshops 

to help business improve its performance, 

eliminate inefficient processes and activities, 

and increase customer satisfaction; business 

collaborations; and a range of R&D grants for 

businesses and students. The organisation’s 

name celebrates New Zealand scientist Sir Paul 

Callaghan (1947–2012) a world-leading, award-

winning kiwi physicist specialising in 

nanotechnology and magnetic resonance. His 

wish was for New Zealanders to get more value 

and return from their ingenuity by combining 

science, innovation and commercialisation. 

   

 

The AUT School of Art and Design sits within 

the Faculty of Design and Creative 

Technologies and has over 1300 

undergraduate and postgraduate students. 

With a focus on integrated cross-disciplinary 

learning, the School of Design offers degrees in 

all the main design disciplines. It also offers 18 

minor study areas for undergraduate students, 

ranging from 3D Visualisation, Creative 

Entrepreneurship, through to Urban Practices 

and Experimental Textile Design. The School 

of Art and Design’s world-class technical and 

research facilities enable close partnership 

with industry stakeholders such as Fisher & 

Paykel Healthcare, Weta Workshop, Auckland 

Art Gallery and Auckland District Health 

Board. http://aut.ac.nz  

  

The Designers Institute is the professional body 

of the New Zealand design sector representing 

over 870 members across graphic design, 

interactive design, spatial design, product 

design, design management, service design, 

and design education. The Designers Institute 

focuses on five key goals: bringing the different 

design disciplines together under a united 

front; improving the standards of professional 

service; increasing demand for design 

excellence; increasing the profile of design; and 

encouraging the development of professional 

skills within the membership. One of the 

principal initiatives of the Designers Institute is 

the highly successful Best Design Awards - the 

annual showcase of best in class across a range 

of design disciplines. http://dinz.org.nz  

 

http://www.aucklandco-lab.nz/
http://aut.ac.nz/
http://dinz.org.nz/
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Massey University’s School of Design sits within 

the College of Creative Arts Toi Rauwharangi. 

Over 400 students graduate annually to work in 

creative industry businesses in New Zealand and 

internationally. The Design School’s facilities 

include two specialist labs. Fab Lab is a digital 

fabrication laboratory, part of a growing global 

network of Fab Labs affiliated to MIT Boston. The 

Lab is an invention playground, an incubator of 

design ideas, a maker of possibilities, and a 

creative ecosystem. Open Lab is an enterprise 

design studio staffed by a mix of professional 

designers, recent graduates and interns. 

http://coca.massey.ac.nz  

  

Otago Polytechnic is a leader in career-focused 

education. Its School of Design sits alongside 

the Food Design Institute with 400 full time 

students across both faculties. The School of 

Design offers design qualifications from 

certificate to postgraduate level as well as the 

Master of Design Enterprise. The collaborative, 

inter-disciplinary environment fosters 

development of the skills and capabilities 

required for the 21st century workforce. During 

their time at Otago, students gain valuable real 

world experience through applied projects and 

internships with industry and community 

partners such as Otago Museum, Fisher & 

Paykel, Untouched World, and Otago 

Polytechnic’s own applied design research and 

development centre, WorkSpace. 

http://op.ac.nz  

   

New Zealand Trade and Enterprise (NZTE) is the 

Government’s international business 

development agency, supporting New Zealand 

companies in 50 locations around the world. 

Better by Design is a specialist group within 

NZTE created to inspire and enable New Zealand 

businesses to succeed through design. Since its 

inception in 2004, Better by Design has assisted 

over 150 companies increase their international 

competitiveness by integrating design principles 

right across their business. Companies are 

partnered with experts from the private sector 

and coached to build human centred design 

capability in their business. Better by Design also 

connects ambitious companies with leading 

international business experts and design 

practitioners through learning experiences such 

as the International Study Tours and CEO 

Summits. http://nzte.govt.nz  

 Victoria’s School of Design is housed with the 

Faculty of Architecture and Design / Te 

Wahanga Waihanga-Hoahoa. Every year over 

400 full-time students enrol in the three 

design programmes comprising the Bachelor of 

Design Innovation—Industrial, Media, and 

Culture+Context. The School of Design also 

has a growing postgraduate community with 

more than 30 master and PhD students 

participating in the Design Research 

Innovation Labs. Working in collaboration 

with research partners, the School has 

demonstrated leadership in how new 

technologies - such as 3D scanning, smart 

sensors and mobile technologies - are 

influencing a host of industries and practices, 

from healthcare to gaming and visual effects to 

high-performance sportswear. 

http://victoria.ac.nz  

 

 

http://coca.massey.ac.nz/
http://op.ac.nz/
http://nzte.govt.nz/
http://victoria.ac.nz/
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Appendix B Definitions and 
mapping of design processes 

Definitions of design processes 
The Table below provides definitions of the design processes included in the design classification. The 

definitions have been provided by Phae Group and TopCat 2000. The definitions have been developed to 

assist with understanding what is meant by each of the design processes, rather than a definitive and 

absolute definition.  

Process 
Double 
Diamond 

Definitions/descriptions 

Strategy development Develop A design process that describes a strategy for the end to end design 
development - leads into a project plan. Applies to all disciplines. It is 
probable that some Strategy Development activities are undertaken by 
non-designers eg Marketing. 

Design development Develop A design process that covers the end to end process of creating a new 
design, (Applies to all disciplines except Product). 

Program design Define A design process for determining a program as a specific output of 
Strategy 

 Develop A design process that supports the preparation and execution of a 
project plan. Applies to all disciplines 

Production management Deliver A design process that coordinates and controls the activities required to 
make a product or service and for managing the build of artefacts for 
the design deliverable. Applies to all disciplines 

Print production Deliver A design process that produces printed deliverables as a deliverable or 
in support of deliverable. Applies to all disciplines 

Digital touchpoints Deliver A design process that identifies and determines all the points an 
individual customer or an organisation can interact with the business, 
whether it be person-to-person, through a website, an app or any form 
of communication. Applies to all disciplines. 

User testing Deliver A design process that tests the ways in which a user experiences the 
Product design during (often at the end of) the delivery phase i.e. does 
the product perform as expected. Applies to Product design. 

 Develop A design process that tests the ways in which a user experiences your 
Product or Interactive design during the development phase. Applies to 
both Product and Interactive design 

Implementation Deliver A design process to guide the adoption of the deliverable by the 
customer. Applies to all disciplines. 

Documentation Deliver A design process for preparing the documents (digital and non-digital) 
needed to secure the robustness of the deliverable. This process is 
seen as a method for turning an intangible into a business asset. 
Applies to all disciplines. 

Content development Develop A design process of researching, writing, gathering, organizing, and 
editing information for publication as a Strategy development or an 
Interactive design project. 

Rendering Deliver A design process that creates images (2D and 3D) as part of Graphic 
design deliverables 

 Develop A design process that creates images for the demonstration of 
conceptual ideas in Graphic, Interactive, Product and Motion design 
projects. 

Front-end development Develop A design process that focuses on creation of elements of user 
experience in an Interactive design project. 

User interface design Develop A design process that designs the user interface (UI) with which a 
person may interact with an Interactive design. 

Interactive design Develop A design process that includes all the elements of the Interactive 
design process not covered elsewhere. 
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Browser testing Develop A design process to determine the effectiveness of a chosen or created 
browser 

Content management 
system  

Develop A design process to apply or build a managed repository for Interactive 
design projects. 

Wireframes Develop A design process that demonstrates how all the component work 
together in an Interactive design project. 

Product prototyping Develop A design process that delivers a prototype for testing so as to prove the 
deliverable in an Interactive design project. 

Modelling Develop A design process that prepares a facsimile of the prospective 
deliverable in Product and Spatial design projects. 

 Discovery A design process that tests the feasibility of a design brief using 
modelling techniques. 

Material testing Develop A design process that tests prospective materials that for part of the 
Product design development. 

Environmental graphics Develop A design process to prepare Graphical devices that will be used in 
public places. 

User Experience design 
(UX) 

Develop A design process that delivers an experience from the use of the 
deliverable of an Interactive design project. 

Visual concept development Develop A design process that delivers a conceptual deliverable in a Product 
design project. 

Rapid prototype Develop A design process that uses a technology to produce a (usually 3D) 
model in a Product design project. 

QA Develop A design process for Quality Assurance and possibly continuous 
improvement in Product design projects. 

Safety analysis Develop A design process that ensures the safety requirements of a deliverable 
in a Product design project. 

CAD concepts Develop A design process that utilises CAD systems to assist the development 
process of Product design projects. 

Production cost scoping Develop A design process to provide cost information for the deliverables of a 
Product design project. 

Prototype development Develop A design process that delivers a prototype in a Product design project. 

Technology development Develop A design process that determines the technology requirements of a 
Product design project. 

3D printing Develop A design process that specifically uses 3D print technology in Product 
design projects. 

Aesthetic development Develop A design process that ensures aesthetic standards are followed in a 
Product design project. 

Ergonomic testing Develop A design process to test that the development takes account of 
ergonomic requirements/standards in Product design project. 

Component planning Develop A design process to determine the components needed for a product 
design deliverable. 

Packaging design  Develop A design process to determine the materials and form of what is 
required to present or deliver the deliverable to the customer of a 
Product design. 

Ideation Define A design process for producing ideas as the bases for a project in 
Product and Spatial designs. 

 Develop A design process for producing ideas as the bases of the development 
process in Product and Spatial designs. 

Campaign idea development Develop A design process that delivers the promotional program associated with 
the deliverable 

Brand story Develop A design process to give a defined character to a brand as a Strategic 
activity. 

Identity design Develop A design process in Graphic design projects that develops a 
mechanism that distinguishes an organisation or product or service. 
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Touchpoint design Develop A design process that develops the attributes of occurrences when a 
customer connects or interacts with the product, service or 
environment. 

Mission / Ambition Develop A design process that determines the strategic development goal of the 
product range, service portfolio or environmental evolution 

Animation Develop A design process to give human (or other living being) characteristics to 
an inanimate artefact in a Graphic design project. 

Vision / Purpose Develop A design process that identifies the target customer for a product, 
service or environment 

Publications Develop A design process that determines the range and content of items to be 
made available to customers and other stakeholders of a Graphic 
design. 

Value proposition Develop A design process to determine the worth of the development in 
economic, social and environmental terms 

Logistics  Develop A design process to organisation of procurement, maintenance, and 
transportation of inputs to a Graphic design project. 

Marketing collateral Develop A design process to develop the materials in a Graphic design project 
required to support the marketing function. 

Brand architecture Develop A design process to determine the strategic components and 
interactions that make up the Brand. 

Illustration design Develop A design process that is concerned with the form and content 
contribution of illustrations to the deliverable of a Graphic design.  

Service design Develop A design process that uses design thinking to develop the 
characteristics of a service offer. 

Messaging development Develop A design process that determines what and how the purpose of the 
deliverable is conveyed to customers and other stakeholders. 

Licencing Develop A design process that manages to rights to use intellectual property 
arising from Graphic design projects. 

Communication design Develop A design process that prepares all Graphic design artefacts required to 
communicate to customers and other stakeholders 

Shoot planning Develop A design process that organises the facilities and people necessary to 
undertake photographic assignments 

Customer experience design Develop A strategic design process that determines the nature of customer 
participation with the product, service or environment 

Collateral design Develop A design process to develop the materials required to support the 
product, service or environment other than marketing and corporate 
material 

Corporate collateral Develop A design process develop the materials required to specifically support 
an organisation's publicity 

Type design Develop A design process that develops or selects typefaces for or as part of a 
Graphic design project.  

Channel build Develop A design process that determines the pathway to be developed for the 
distribution of a product or service. 

Artwork files Develop A design process that manages Graphic design artwork, either for 
reuse or to archive 

Production prototypes Deliver A design process that builds replicas of s Product design deliverable as 
an input into the production process 

Positional Graphics Develop A design process that develops Graphics that are required to deliver 
messages in public places or spaces within organisation's premises 

Local authority liaison Deliver A design process that manages interaction with local authorities as part 
of the requirements of a product, service or environment eg Consents 
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 Develop A design process that manages interaction with local authorities as part 
of the implementation of product, service or environment. 

Photographic shoot Develop A design process that undertakes a photographic assignment 

Reporting model Develop A design process that determines how feedback is canvassed and 
received 

Presentation design Develop A design process that determines the form and content of artefacts and 
material required to communicate the development of Service design to 
the customer or other stakeholders 

Consultant liaison Deliver A design process that manages the input from consultants used in 
Spatial design projects. 

 Develop A design process that determines the nature of consultancy as a 
Spatial design offer. 

Product design Develop A design process that covers the end to end process of creating a new 
Product design 

Production set-up Deliver A design process that organises the operational requirements to 
undertake the preparation of production in a Product design project. 

Programming Deliver A design process that undertakes the technical requirements of a 
program in an Interactive design project. 

Sculpture Develop A design process that uses sculpture techniques in Motion design 
developments. 

Set design Develop A design process that prepares the environment for a photographic 
assignment 

Model making Develop A design process that uses model making techniques motion design 
projects. 

Implementation roadmap Deliver A design process that determines the manner a product, service or 
environment is delivered to or implemented by a customer 

BAT - Business acceptance Deliver A design process that secures acceptance of Best Available 
Technology in Interactive design projects. 

CMS Training Deliver A design process that supports the implementation of a Content 
Management System in an Interactive design project. 

Tooling Deliver A design process that delivers tools for Product design production. 

Effects design Develop A design process that provides special effects for Motion design 
projects. 

Device / testing Deliver A design process that tests the devices needed to effect delivery of an 
Interactive design. 

Board papers Deliver A design process that delivers the documentation required for 
governance purposes 

API Integration Support 
Services 

Deliver A design process that supports the application program interface 
requirements for delivery of Interactive designs.  

System build Deliver A design process that assembles components of an Interactive design. 

Development Deliver A design process that considers the further development of an 
Interactive design product 

   

User analytics Deliver A design process that captures and analyses information about the 
user's interaction with an Interactive design product. 

Production design  Develop A design process that determines how the production will be 
undertaken in a Motion design project. 

System testing Deliver A design process that tests the functionality of an Interactive design. 

Product testing Deliver A design process that test the functionality of a Product design 
deliverable. 

Business case development Deliver A design process that supports the deployment of a product, service or 
environment 
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Back-end development Deliver A design process that delivers the system components that translates 
customer interfaces in an Interactive design. 

Lighting design Develop A design process that arranges lighting for photographic shoots and 
covers lighting related to environmental deliverables 

Security testing Deliver A design process that tests an Interactive design for possible security 
weaknesses. 

Deployment  Deliver A design process concerned with the deployment of a product, system 
or environment. 

Sound  Develop A design process that delivers sound for an audio or audio-visual 
component of a product, service or environment.  

Matt painting Develop A design process that uses matte painting techniques in Motion design 
projects. 

Grading Develop A design process that applies contouring techniques to environmental 
designs 

Server build  Deliver A design process that configures the infrastructure that hosts an 
Interactive design product. 

Prop sourcing Develop A design process that acquires props for a photographic shoot or for a 
presentation 

Performance Optimisation 
Support Services 

Deliver A design process that supports the optimisation of performance of an 
Interactive design product. 

Block planning Develop A design process that supports the planning of defined urban or rural 
land as part of the development process. 

Prop construction Develop A design process that constructs props for a photographic shoot or for 
a presentation 

Installation design Develop A design process that is concerned with installations in a Spatial 
design. 

Tender preparation Develop A design process supports the preparation of a tender offer 

Tender process 
management 

Develop A design process that manages the tender response process 

Digital strategy Define A design process that provides a strategy for digital delivery during the 
define stage 

CAD drawings Develop A design process that generates CAD drawings 

Market research Discovery A design process to assess the market for a product, service or 
environment 

UAT - User acceptance Deliver A design process that formally engages users to test an Interactive 
design product. 

Software testing Deliver A design process that tests software other than UAT and Usability tests 

Budget costing Develop A design process that prepares and monitors design budgets. 

Usability testing Deliver A design process that tests systems for "ease of use" of Interactive 
designs. 

Concept design Develop A design process that conceives a concept in a Spatial design project. 

Engagement strategy Define A design process that determines how the various parties involved will 
participate in the development phase. 

FF&E schedules Develop A design process to support the acquisitions of fixtures, furniture and 
equipment needed during Spatial design development. 

Low & hi -fi Prototyping Develop A design process that determines the choice of either low or hi -fi 
prototyping in Spatial design projects. 

Design drawings Develop A design process that prepares drawings that reflect Spatial design 
concepts. 

Concept presentations Develop A design process that delivers an illustration of a concept 

Interior design Develop A design process that covers the end to end activity of an interior 
design project. 

Furniture & finishes study Develop A design process that determines the selection of furniture and finishes 
in a spatial design project. 
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Site selection and test fits Develop A design process that delivers Spatial design site selections.  

Detailed drawings Develop A design process that prepares detailed working drawings for Spatial 
designs. 

Specifications Develop A design process that provides specifications in a Spatial design 
development. 

Customer strategy Define A design process that the nature of the relationship with customers in 
all design disciplines. 

Brand strategy Define A design process that is concerned with defining a brand in all design 
disciplines. 

Advice on the Development 
of Routes to Market  

Deliver A design process that delivers advice. 

Electronic templates Deliver A design process that provides or uses templates for the delivery of 
Graphic design projects. 

Competitor analysis Discovery A design process that analyses competitors for the output of a 
development project in all design disciplines. 

Customer insights Discovery A design process delivers an understanding of customers concerns in 
all design disciplines. 

IP Management Advice Deliver A design process that is concerned with looking at options for IP 
management. 

Production artwork Deliver A design process That produces the artwork required for Graphic 
design production. 

Brand strategy 
documentation 

Deliver A design process that documents the brand strategy. 

File preparation Deliver A design process that prepares files for the delivery of a Graphic design 
project. 

Post-production Deliver A design process that prepares material following the production 
process in Graphic design projects. 

Market analysis Discovery A design process that provides market information for design projects 
in all design disciplines. 

Audit  Discovery A design process that formally assesses the "current state". 

Brand guidelines  Deliver A design process that provides characteristics of brands that need to 
be considered and managed in a Graphic design project. 

Electronic artwork Deliver A design process that uses electronic techniques to deliver artwork in 
Graphic design projects 

Program content Deliver A design process that considers content in a strategic context 

Licencing agreements Deliver A design process that determines the authorisation of IP use in Graphic 
design activity 

Program collateral Deliver A design process that delivers the content of strategic considerations 

CX strategy documentation Deliver A design process that documents customer experience considerations 

Reporting Deliver A design process that monitors strategic decisions - all verticals 

Analysis Deliver A design process that provides analysis as an input into strategic 
monitoring by Utilities 

Launch campaign Deliver A design process that delivers a program to introduce the deliverable to 
its intended market and other stakeholders. 

Promotion Deliver A design process that publicises a deliverable specifically in the Motion 
discipline. 

Design thinking Define A design process that is ubiquitous across all disciplines. 

Final effects Deliver A design process that determines the "effects" that will be included in 
the final product - specifically for Motion design projects.  

Digital comms channel Deliver A design process that determines the strategic decisions as to what 
digital pathways are selected to deliver the product. 

Post-production grade Deliver A design process that finalises the colour mix in motion design 
deliverables. 

Dispatch Deliver A design process that specialises in delivering content to customers - 
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Motion design products 

Supplier liaison Deliver A design process that manages suppliers in a Spatial design project. 

Fit-out management  Deliver A design process that completes a spatial design project  

Editing Deliver A design process that provides a check of content before final release 
of a Motion design product (except sound and audio editing) 

Sound editing Deliver A design process that provides a check of "sound" content before final 
release of a Motion design product  

Audio editing Deliver A design process that provides a check of "audio" quality before final 
release of a Motion design product. There is obvious overlap with row 
165 

Site supervision Deliver A design process that provides site management during a Special 
design project. 

Building consent Deliver A design process that delivers regulatory consent. 

FF&E procurement Deliver A design process  

3D visuals and renders Deliver A design process that procures fittings, fixtures and equipment. 

Contract observation Deliver A design process that monitors contractual issued during a special 
design project. 

Final concept presentation Deliver A design process that delivers the agreed concept presentation as an 
input into a contract for a spatial design project. 

Resource consent Deliver A design process that secures regulatory consent usually prior to 
Building Consents in spatial design projects. 

Tender Deliver A design process that delivers a formal offer for a spatial design 
project. 

Site handover Deliver A design process that formally returns a site to the customer for a 
spatial design project. 

Project remedial  Deliver A design process that formally alters contractual arrangements.  

User needs analysis Discovery A design process that analyses user needs in Product and spatial 
design projects. 

Ergonomic study Discovery A design process that studies human interaction with products at an 
early stage in a Product design project. 

Customer journey mapping Define A design process that tracks customer interaction with a product, 
service or environment.  

 Discovery A design process that researches how the customer interacts with a 
product, service or endowment.  

Production design Define A design process that defines how the production will undertaken  

Material audit Discovery A design process that reviews the materials needed or available to 
assess the inputs to a Product design project. 

Design strategy Define A design process that develops a proposition that positions a project 
within an organisation's business strategy. 

Market modelling Define A design process that researches and analyses where a product design 
projects fits the potential market. 

Distribution modelling Define A design process that determines the value chain for a Product design 
project. 

Product strategy Define A design process to determine where a proposed product fits within a 
product range.  

Pre-production costing Define A design process to determine/estimate project costs prior to going into 
production. 

Customer experience 
strategy 

Define A design process that anticipates how a customer will interact and 
respond to a product, service or environment. 

Product ideation Define A design process that produces ideas for the characteristics of new 
products. 
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Customer segmentation Define A design process that categorises the characteristics of potential 
customer groups. 

User insights Discovery A design process that provides a detailed understanding of potential 
customer characteristics 

Resource needs identified Define A design process that identifies resource needs for a specific project. 

 Discovery A design process that determines resources needed to realise strategy. 

Customer journey 
development 

Define A design process that defines the attributes of the occurrences when a 
customer connects or interacts with the product or service or 
environment 

Channel strategy Define A design process that determines the proposed value chain for a 
product or service. 

Personal development Define A design process that adds skills to Interactive design projects. 

Comms strategy Define A design process that develops communications strategy in Interactive 
design projects. 

SEO / SEM Define A design process that adds Search Engine Optimisation and Search 
Engine Marketing techniques to an Interactive design project. 

Social media strategy Define A design process that takes account of the impact of social media in 
the define stage of an interactive project. 

Information Architecture Define A design process that determines how the information structure in 
Interactive design projects is designed. 

Technology strategy Define A design process that determines what technologies are to be used 
and how these will be deployed in Interactive design projects. 

Problem definition Discovery A design process that resolves the strategic question "what is the 
problem that needs a solution?" during the discovery phase. 

Content strategy Define A design process that determines the content to be accessed by 
customers in Interactive design projects. 

Data analysis Discovery A design process that analyses the data that an Interactive design 
project requires to access and present to customers. 

Usability study Discovery A design process that determines the ease of use requirements for a 
proposed project.  

Digital analysis  Discovery A design process that broadly analyses digital content and mechanisms 
in an Interactive design project. 

Communications strategy Define A design process that defines a strategy for the communication needs 
of Service design projects. 

Technology audit Discovery A design process that reviews the requirements or opportunities 
various technologies may bring to an Interactive design project.  

Service strategy Define A design process that defines the service objectives of a Service 
design project. 

Content definition Define A design process that defines at a strategic level the content of a 
project.  

Competitive Positioning  Define A design process that positions the proposed project relative to 
competitors 

Program planning  Define A design process that defines the specific program for the project. 

Creative territory  Define A design process that defines the creative arena to be included in a 
Graphic design project. 

Campaign idea Define A design process that defines at a strategic level an idea or theme for 
the promotional campaign. 

Persona development Define A design process that defines a "straw man" that represents the 
characteristics of the target customer. 

Brand Definition Define A design process that defines and differentiates a Brand from others. 

Signage system / 
architecture 

Define A design process that defines the sign portfolio and deployment 
guideline for a Graphic design project. 

Service definition Define A design process that explicitly defines a Service development offer. 
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New product development 
(NPD) 

Define A design process that defines the "new" product requirements to be 
developed in a Graphic design project. 

Portfolio management  Define A design process that defines how the assets associated with a 
Graphic design project are managed. 

Organisational structure 
review 

Discovery A design process that reviews the organisational capability to either 
undertake or implement a development project. 

Brand strategy development Define A design process that defines the vision for and the objectives of brand 
development. 

Market/Competitor Analysis Discovery A design process that analyses the market/competitor matrix as part of 
feasibility. 

Casting Define A design process that determines the characters (actual and virtual) 
required in a Motion design project. 

Packaging audit Discovery A design process that reviews the attributes of packaging as input into 
feasibility. 

Comms audit Discovery A design process that reviews the communication issues relating to 
strategic review of propositions. 

Brand audit Discovery A design process that reviews the brand issues relating to strategic 
review of propositions. 

Sound design Define A design process that defines the sound requirements for Motion 
design project. 

Retail strategy Define A design process that defines the strategy adopted by a Retail 
customer as input into a Spatial design project. 

Product architecture Define A design process that determines the structure of deliverables in a 
Graphic design project. 

Channel analysis Discovery A design process that analyses channel options as input into strategy. 

Brand strategy review Discovery A design process that reviews strategy as input into Brand 
development. 

Signage audit Discovery A design process that reviews signage as an input into strategy. 

Network transformation Define A design process that is concerned with physical networks in Spatial 
design projects 

Pop up retail Define A design process that considers pop-up retail as a strategic option in a 
Spatial design project. 

Retail audit Discovery A design process that reviews retail characteristics as input into a 
development strategy. 

Installations Define A design process that takes account of existing installed objects in a 
Spatial project. 

Architectural design Define The practice if Architectural design in Spatial projects not covered 
elsewhere. 

Retail design  Define A design process that takes account of retail specific requirements in a 
Spatial design project. 

Pre-production planning Discovery A design process that considers pre-production activity in Motion 
design project feasibility. 

Script development Define A design process that defines the story in a Motion design project. 

Prop scoping Define A design process that determines what props are needed for 
production. 

Signage programs Define A design process that plans the deployment of signage in Spatial 
design projects. 

Museum design Define A design process that prepares artefacts for display in Spatial design 
projects. 

Place branding Define A design process that defines the need to display locations identities in 
Spatial design projects. 

Experience design Define A design process that determines the nature of customer participation 
with an environment in a spatial design project. 

Visualising Define A design process that provides a visual guideline in Motion design 
projects. 
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Identity audit Discovery A design process that reviews the performance of identity artefacts as 
input into defining a Graphic design project. 

Concept store design Define A design process that defines the need for storage in Spatial design 
projects. 

Story Research Discovery A design process that researches the "story" as input to storyboarding 
in Motion design projects. 

Branded environments Define A design process that defines the need or opportunity to brand a 
specific space in a Spatial design project. 

Storyboarding Define A design process that uses a technique to determine the script for a 
Motion design project. 

Logistics planning Discovery A design process determines the feasibility of moving people, props 
and people in a Motion design project. 

Location scouting Discovery A design process that determines the feasibility of specific locations for 
photographic shots in Motion design projects. 

Production planning Discovery A design process that considers the feasibility of production plans in 
both Graphic and Motion design projects. 

Journey mapping Define A design process that defines how people move through and react to 
an environment in a Spatial design project. 

Budget planning  Discovery A design process that establishes an early estimate as part of the 
decision making process for a Motion design project. 

Wayfinding  Define A design process that defines how people find a way through an 
environment in a Spatial design project. 

Corporate fit-out Define A design process that defines the requirement to complete an interior in 
a Spatial design project. 

Site surveys Discovery A design process that looks at the feasibility of utilising sites in a Motion 
design project. 

Site survey/analysis Discovery A design process that analyses the feasibility of utilising sites in a 
Motion design project. 

Space planning  Discovery A design process that considers space requirement feasibilities as input 
into that define phase of a Spatial design project. 

Project Programme Discovery A design process that tests the feasibility of a project in a Spatial 
design project. 

Category analysis Discovery A design process that analyses the spatial characteristics of an 
environment. 

Design brief Discovery A design process that tests the feasibility of a design brief specifically in 
Spatial design projects. 

Visual audit Discovery A design process that considers the existing visual characteristics of a 
location to be the subject of a Spatial design project. 

Inspiration Discovery A design process that considers how an existing or surrounding 
location may influence a Spatial design project. 

Environmental study Discovery A design process that considers environmental concerns (possibly 
constraints) in a Spatial design project. 

In category research Discovery A design process that identifies the spatial characteristics of an 
environment as input into category analysis. 

Materiality study Discovery A design process that considers possible materials (actual or virtual) 
that may be used in a Spatial design project. 

Out-of-category research Discovery A design process that researches considerations other than spatial 
characteristics in a Spatial design project. 

User Testing Services Discovery A design process that provides independent user testing in a Service 
design project. 

Training Discovery A design process that delivers independent training in Service design 
projects. 



 

PwC Page 88 

 

Process 
Double 
Diamond 

Definitions/descriptions 

Scenarios No Data  

Profiles No Data  

Customer Experience Model No Data  

 

Mapping of design processes to Double Diamond process 

Figure 36 Design processes for the strategy discipline, mapped by Double Diamond process 

 

 

Discover

Brand strategy development, competitive positioning, brand definition, 
customer segmentation, customer journey development, customer 
experience strategy, channel strategy, digital strategy, service definition, 
product ideation, persona development, engagement strategy, campaign 
idea, program design, content definition, program planning, future state 
mapping.

Define

Develop

Deliver

Brand audit, market research, market/competitor analysis, problem 
definition, customer insights, customer journey mapping, brand strategy 
review, organisational structure review, resource needs identification, comms 
audit, channel analysis, current state mapping, service audit, analytics, 
benchmarking, stakeholder workshops, research planning and recruitment.

Value proposition, brand architecture, vision/purpose, mission/ambition, 
brand story, customer experience design, service design, product design, 
touchpoint design, campaign idea development, messaging development, 
content development, collateral design, channel build, reporting model, 
product road mapping, service road mapping, channel road mapping. 

Brand strategy documentation, business case development, implementation 
roadmap, CX strategy documentation, launch campaign, program collateral, 
digital comms channel, program content, analysis, reporting.
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process 

 

1See also Spatial design discipline diagram 

Figure 38 Design processes for the interactive design discipline, mapped by Double 
Diamond process 

 

Discover

Brand strategy/architecture, customer strategy, digital strategy, 
engagement strategy, design strategy, creative territory, resource needs 
identified, product architecture, portfolio management, channel strategy, 
new product development, signage system/architecture, personas, 
scenarios, user journeys.

Define

Develop

Deliver

Market research, market analysis, customer insights, competitor analysis, 
identity audit, packaging audit, retail audit, signage audit, production 
planning, audit, route to market/distribution analysis.

Strategy development, design development, programme design, identify 
design, communication design, marketing collateral, corporate collateral, 
publications, artwork files, licencing, illustration design, animation, shoot 
planning, logistics, photographic shoot, packaging design, positional 
graphics, environmental graphics, type design, naming, internal culture, 
change, retail experience1.

Documentation, print production, digital touchpoints, production 
management, implementation, brand guidelines, electronic artwork, 
electronic templates, rendering, post-production, file preparation, licencing 
agreements, production artwork, IP management.

Discover

Brand strategy, customer strategy, digital strategy, engagement strategy, 
design thinking, social media strategy, information architecture, customer 
journey mapping, personal development, SEO/SEM, content strategy, 
technology strategy, comms strategy, experience concept, personas, 
scenarios, journey mapping, current state map, user experience design 
(UX), interaction framework, design brief, reverse design brief.

Define

Develop

Deliver

Market research, market analysis, customer insights, competitor analysis, 
audit, digital analysis, data analysis, usability study, user insights, technology 
audit, user research, analytics, stakeholder workshops, Aooly synthesis & 
empathy tools, research planning & recruitment.

Strategy development, design development, programme design, front-end 
development, interactive design, wireframes, user interface design, user 
experience design (UX), user testing, content management system, content 
development, browser testing, product prototyping , mobile design, 
responsive design, user prototyping, performance optimisation, social 
channel integration, future state mapping, API or web service integration, 
asset wrangling, back-end development.

Documentation, print production, digital touchpoints, production 
management, implementation, back-end development, usability testing, 
CMS training, system build, programming, user analytics, development, 
software testing, device/testing, UAT  user acceptance, BAT – business 
acceptance, system testing, security testing, server build, deployment, 
responsive design, platform support, Content Management System 
development, integration & APIs, unit testing, uptime monitoring.
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Figure 39 Design processes for the spatial design discipline, mapped by Double Diamond 
process 

 

1See also Graphic Design Discipline diagram 

Discover

Brand strategy, customer strategy, digital strategy, engagement strategy, 
design strategy, journey mapping.
Architectural design, retail strategy, retail design, branded environments, 
ideation, place branding, corporate fit-out, concept store design, 
installations, museum design, experience design, pop-up retail, wayfinding, 
signage programmes.
Network transformation.

Define

Develop

Deliver

Market research, market analysis, customer insights, competitor analysis, 
audit, category analysis.
User needs analysis, user insights, customer journey mapping, in-category 
research, out-of-category research, materiality study, site survey/analysis, 
environmental study, space planning, modelling, visual audit, design brief, 
project programme.

Strategy development, design development, programme design, concept 
design, design drawings, detailed drawings.
CAD drawings, specifications, tender preparation, tender process 
management, interior design, installation design, environmental graphics, 
concept presentations, site selection and test fits, block planning, furniture 
& finishes study, low & hi-fi prototyping, budget costing, FFE schedules.
Consultant liaison, local authority liaison, user experience design (UX), 
retail experience1.

Documentation, print production, digital touchpoints, production 
management, implementation, fit-out management.
Site supervision, supplier liaison, tender, resource consent, building 
consent, contract observation, FF&E procurement, local authority liaison, 
consultant liaison, project remedials, site handover, final concept 
presentation, 3D visuals and renders.
Signage and branding layer installation.
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Figure 40 Design processes for the product design discipline, mapped by Double Diamond 
process 

 

1See also Graphic Design discipline diagram 

 

Figure 41 Design processes for the motion design discipline, mapped by Double Diamond 
process 

 

Discover

Brand strategy, customer strategy, digital strategy, engagement strategy, 
design thinking, product strategy, market modelling, production design, 
pre-design costing, distribution modelling, user scenarios, product 
ideation, minimum viable prototypes, product roadmaps, proof of concept.

Define

Develop

Deliver

Market research, market analysis, customer insights, competitor analysis, 
audit, ergonomic study, material audit, user needs analysis, product 
blueprints, journey mapping, user profiles, stakeholder workshops, synthesis 
& empathy tools, research planning & recruitment.

Strategy development, design development, programme design, ideation, 
visual concept development, aesthetic development, component planning, 
technology development, CAD concepts, modelling, user testing, rendering, 
rapid prototype, prototype development, 3D printing, ergonomic testing, 
safety analysis, material testing, production cost scoping, packaging 
design1, QA.

Documentation, print production, digital touchpoints, production 
management, implementation, production prototypes, production set-up, 
tooling, user testing, product testing.

Discover

Brand strategy, customer strategy, digital strategy, engagement strategy, 
design thinking, script development, storyboarding, production design, 
casting, prop scoping, visualising, sound design.Define

Develop

Deliver

Market research, market analysis, customer insights, competitor analysis, 
audit, story research, location scouting, site surveys, logistics planning, budget 
planning, pre-production planning.

Strategy development, design development, programme design, shoot, 
grading, rendering, production design, lighting design, set design, effects 
design, model making, prop sourcing, prop construction, matt painting, 
sculpture, sound.

Documentation, print production, digital touchpoints, production 
management, implementation, editing, audio editing, sound editing, final 
effects, post-production grade, dispatch, promotion.
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Figure 42 Design processes for service design, mapped by Double Diamond processes 

 

Figure 43 Design processes for innovation, mapped by Double Diamond process 

  

Discover

Brand strategy, customer strategy, digital strategy, engagement strategy, 
design thinking.Define

Develop

Deliver

Market research, market analysis, customer insights, competitor analysis, 
audit.

Strategy development, design development, programme design.

Documentation, print production, digital touchpoints, production 
management, implementation.
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Figure 44 Design processes for design education, mapped by Double Diamond process 

 

 

 

 

 

 

 

 

 

 

Discover

Brand strategy, customer strategy, digital strategy, engagement strategy, 
design thinking.Define

Develop

Deliver

Market research, market analysis, customer insights, competitor analysis, 
audit.

Strategy development, design development, programme design.

Documentation, print production, digital touchpoints, production 
management, implementation.
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Appendix C Data and method 

Table 24 outlines the 29 market verticals which the project reference group determined were suitable for 

inclusion in this study.  

Table 24 Market verticals (level 2 industries) included in this study 

Market verticals included Market verticals included (cont’d) 

Aerospace Industry Financial 

Agriculture Food & Beverage Industry  

Animal Health Human Health  

Automotive Industry Leisure Industry less tourism  

Civil Engineering Industry Logistics Industry  

Commercial Travel Industry Manufacturing Industry  

Communications Industry Marine Industry  

Construction Other Public Sector  

Data Services Process Industry  

Defence Industry Public & Private Transport Industry (not Freight) 

Designer Fashion Retail Industry  

Digital & Creative Industry Security & Cyber  

Education Tourism  

Engineering Industry (excluding Civils) Utilities  

Environmental Industry  

Source: Project working group 

 

Variables included in the dataset 

Table 25 Variables included in the dataset 

Variable Description 

“Value added” Measure of Design related economic activity within verticals and their 

supply chains within New Zealand, based on where the design related 

economic activity is delivered, rather than where it is reported. 

Export Total $m  Measure of Design related goods and services that travel from a source 

country to another country that may either be complete in their own 

right or become incorporated into a new product or service. 

Import Total $m  Measure of Design related goods and services in $m that originate from 

sources outside of the country that may either be complete in their own 
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Variable Description 

right or become incorporated into a new product or service. 

Number of companies Measure of the total number of companies in a country that are either 

core to the delivery of sector products & services or form an integral 

part of the supply chain. 

Heads equivalent Total heads employed (an activity may be part time) 

Average ROS% ROS is used as a proxy measure of the Design related average 

profitability that can be achieved from different markets and of an 

organisation's ability to re-invest in its own growth 

Average R&D spend as a % of 

sales 

A measure of the budget expended by businesses on research and 

development on an annual basis, expressed as a percentage of sales. 

This is a “push” measure for business innovation that we often compare 

with “pull” measures like % of new product.  

Source: kMatrix 

Method to estimate GDP 
While GDP was requested as part of the dataset to study the economic value of design in New Zealand, it 

was not provided as part of the package provided to DesignCo, and then on to PwC for analytical purposes. 

However, data on the economic activity for each design process was provided.  

After discussions with the third party data provider and its New Zealand affiliates, it was uncovered that the 

data on the economic activity for each design process was akin to the definition of economic value added. 

As such, as used the “value added” data from the third party data provider and its New Zealand affiliates as 

the basis to estimate contribution to GDP.  

Advice from the third party data provider was to add GST and remove subsidies to derive an estimate of 

GDP. We used Statistics New Zealand’s input-output tables for the year to March 2013 as the basis to 

estimate taxes on products, taxes on production and subsidies, which were added to the value added data to 

derive GDP. 

Figure 45 shows the adjustment we completed to estimate GDP from value added, and also illustrates that 

we did not complete any adjustments to the data for the other variables. 

Had we been able to complete the data checking process (ie comparing total New Zealand economy 

statistics as estimated by kMatrix to official New Zealand statistics) we could have completed some 

adjustments to the other data (ie scaling up or down) to reflect the New Zealand conditions.  
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Figure 45 Data provided and method for analysis 

 

Mapping market verticals to ANZSIC codes 
The first step of this process was to map market verticals to ANZSIC codes. Notwithstanding that design 

cannot be adequately described using ANZSIC codes (as noted in section 2), the market verticals can be 

reasonably mapped to ANZSIC codes. The concordance table is shown Table 26.  

Table 26 Concordance table between market verticals and ANZSIC codes 

Market verticals Related level 3 ANZSIC code 

Manufacturing Industry  C131 Textile Fibre, Yarn and Woven Fabric Manufacturing  

C132 Leather Tanning and Fur Dressing  

C133 Textile Product Manufacturing  

C134 Knitted Product Manufacturing  

C135 Clothing and Footwear Manufacturing 

C141 Log Sawmilling and Timber Dressing  

C149 Other Wood Product Manufacturing  

C151 Pulp, Paper and Paperboard Manufacturing  

C152 Converted Paper Product Manufacturing  

C161 Printing  

C162 Reproduction of Recorded Media  

C170 Petroleum Refining and Petroleum and Coal Product 

Manufacturing  

C181 Chemical Manufacturing  

C182 Basic Polymer Manufacturing  

C183 Fertiliser and Pesticide Manufacturing  

C184 Pharmaceutical and Medicinal Product Manufacturing  

C185 Cleaning Compound and Toiletry Preparation 

Manufacturing  

Gather data Modelling

Value added

Employment

Number of 
companies

Exports

Imports

Return on 
sales

R&D as % of 
sales

kMatrix PwC

Employment

Number of 
companies

Exports

Imports

Return on 
sales

R&D as % of 
sales

GDP
Map market 
verticals to 

ANZSIC codes

Map ANZSIC 
codes to IO 

working groups

Map IO working 
groups to IO 

tables

Add estimate 
of taxes
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Market verticals Related level 3 ANZSIC code 

C189 Other Basic Chemical Product Manufacturing  

C191 Polymer Product Manufacturing  

C192 Natural Rubber Product Manufacturing  

C201 Glass and Glass Product Manufacturing  

C202 Ceramic Product Manufacturing  

C203 Cement, Lime, Plaster and Concrete Product 

Manufacturing  

C209 Other Non-Metallic Mineral Product Manufacturing  

C211 Basic Ferrous Metal Manufacturing  

C212 Basic Ferrous Metal Product Manufacturing  

C213 Basic Non-Ferrous Metal Manufacturing  

C214 Basic Non-Ferrous Metal Product Manufacturing  

C221 Iron and Steel Forging  

C222 Structural Metal Product Manufacturing  

C223 Metal Container Manufacturing  

C224 Other Sheet Metal Product Manufacturing  

C229 Other Fabricated Metal Product Manufacturing  

C231 Motor Vehicle and Motor Vehicle Part Manufacturing  

C239 Other Transport Equipment Manufacturing  

C241 Professional and Scientific Equipment Manufacturing  

C242 Computer and Electronic Equipment Manufacturing  

C243 Electrical Equipment Manufacturing  

C244 Domestic Appliance Manufacturing  

C245 Pump, Compressor, Heating and Ventilation Equipment 

Manufacturing  

C246 Specialised Machinery and Equipment Manufacturing  

C249 Other Machinery and Equipment Manufacturing  

C251 Furniture Manufacturing  

C259 Other Manufacturing  

C122 Cigarette and Tobacco Product Manufacturing  

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

Human Health  Q853 Allied health services 

Q859 Other health care services 

Q851 Medical Services 

Q852 Pathology and Diagnostic Imaging Services 

Q840 Hospitals 

Q860 Residential Care Services 

Q871 Child Care Services 

Q879 Other Social Assistance Services 

S951 Personal Care Services 

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

Financial  K622 Depository Financial Intermediation 

K621 Central Banking 

K623 Non-Depository Financing 

K624 Financial Asset Investing 

K631 Life Insurance 

K632 Health and General Insurance 
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Market verticals Related level 3 ANZSIC code 

K633 Superannuation Funds 

K641 Auxiliary Finance and Investment Services 

K642 Auxiliary Insurance Services 

Environmental Industry  B109 Other Mining Support Services 

N731 Building Cleaning, Pest Control and Gardening Services 

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

C259 Other Manufacturing  

E329 Other Construction Services 

A052 Agriculture and Fishing Support Services  

O772 Regulatory Services  

M692 Architectural, Engineering and Technical Services  

D261 Electricity Generation  

D262 Electricity Transmission  

D263 Electricity Distribution  

D264 On Selling Electricity and Electricity Market Operation  

D270 Gas Supply  

D281 Water Supply, Sewerage and Drainage Services  

D291 Waste Collection Services  

D292 Waste Treatment, Disposal and Remediation Services  

A041 Fishing  

A052 Agriculture and Fishing Support Services  

Construction  E301 Residential Building Construction 

E302 Non-Residential Building Construction 

E310 Heavy and Civil Engineering Construction 

E321 Land Development and Site Preparation Services 

E322 Building Structure Services 

E323 Building Installation Services 

E324 Building Completion Services 

E329 Other Construction Services 

Agriculture  A011 Nursery and Floriculture Production  

A012 Mushroom and Vegetable Growing  

A013 Fruit and Tree Nut Growing  

A014 Sheep, Beef Cattle and Grain Farming  

A015 Other Crop Growing  

A016 Dairy Cattle Farming  

A017 Poultry Farming  

A018 Deer Farming  

A019 Other Livestock Farming  

A020 Aquaculture  

A030 Forestry and Logging  

A041 Fishing  

A042 Hunting and Trapping  

A051 Forestry Support Services  

A052 Agriculture and Fishing Support Services  

F331 Agricultural Product Wholesaling  

F333 Timber and Hardware Goods Wholesaling 

L662 Farm Animals and Bloodstock Leasing 

M691 Scientific Research Services 
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Market verticals Related level 3 ANZSIC code 

M699 Other Professional, Scientific and Technical Services 

Logistics Industry  I461 Road Freight Transport  

I471 Rail Freight Transport  

I481 Water Freight Transport  

I490 Air and Space Transport  

I502 Pipeline and Other Transport  

I510 Postal and Courier Pick-up and Delivery Services  

I530 Warehousing and Storage Services  

L661 Motor Vehicle and Transport Equipment Rental and Hiring 

Retail Industry  G391 Motor Vehicle Retailing  

G392 Motor Vehicle Parts Retailing  

G400 Fuel Retailing  

G411 Supermarket and Grocery Stores  

G412 Specialised Food Retailing  

G421 Furniture, Floor Coverings, Houseware and Textile Goods 

Retailing  

G422 Electrical and Electronic Goods Retailing  

G423 Hardware, Building and Garden Supplies Retailing  

G424 Recreational Goods Retailing  

G425 Clothing, Footwear and Personal Accessories Retailing  

G426 Department Stores  

G427 Pharmaceutical and Other Store-Based Retailing  

G431 Non Store Retailing  

G432 Retail Commission-Based Buying and/or Selling  

F331 Agricultural Product Wholesaling  

F332 Mineral, Metal and Chemical Wholesaling 

F333 Timber and Hardware Goods Wholesaling 

F341 Specialised Industrial Machinery and Equipment 

Wholesaling 

F349 Other Machinery and Equipment Wholesaling 

F350 Motor Vehicle and Motor Vehicle Parts Wholesaling 

F360 Grocery, Liquor and Tobacco Product Wholesaling 

F371 Textile, Clothing and Footwear Wholesaling 

F372 Pharmaceutical and Toiletry Goods Wholesaling 

F373 Furniture, Floor Coverings and Other Goods Wholesaling 

F380 Commission Based Wholesaling 

Other Public Sector  O751 Central Government Administration  

O752 State Government Administration  

O753 Local Government Administration  

O754 Justice  

O755 Government Representation  

O771 Public Order and Safety Services  

O772 Regulatory Services  

Food & Beverage Industry  C111 Meat and Meat Product Manufacturing  

C112 Seafood Processing  

C113 Dairy Product Manufacturing  

C114 Fruit and Vegetable Processing  

C115 Oil and Fat Manufacturing  

C116 Grain Mill and Cereal Product Manufacturing  
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Market verticals Related level 3 ANZSIC code 

C117 Bakery Product Manufacturing  

C118 Sugar and Confectionery Manufacturing  

C119 Other Food Product Manufacturing  

C121 Beverage Manufacturing  

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

Defence Industry  O760 Defence  

Engineering Industry (excluding Civils)  M692 Architectural, Engineering and Technical Services  

S941 Automotive Repair and Maintenance 

S942 Machinery and Equipment Repair and Maintenance 

S949 Other Repair and Maintenance 

E329 Other Construction Services 

A052 Agriculture and Fishing Support Services  

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

D292 Waste Treatment, Disposal and Remediation Services  

C239 Other Transport Equipment Manufacturing  

I522 Air Transport Support Services  

C231 Motor Vehicle and Motor Vehicle Part Manufacturing  

Digital & Creative Industry  R900 Creative and Performing Arts Activities  

J541 Newspaper, Periodical, Book and Directory Publishing  

J542 Software Publishing  

J551 Motion Picture and Video Activities  

J552 Sound Recording and Music Publishing  

C162 Reproduction of Recorded Media  

J561 Radio Broadcasting  

J562 Television Broadcasting  

J570 Internet Publishing and Broadcasting  

M694 Advertising Services 

N732 Packaging and Labelling Services 

Process Industry  C111 Meat and Meat Product Manufacturing  

C112 Seafood Processing  

C113 Dairy Product Manufacturing  

C114 Fruit and Vegetable Processing  

C115 Oil and Fat Manufacturing  

C116 Grain Mill and Cereal Product Manufacturing  

C117 Bakery Product Manufacturing  

C118 Sugar and Confectionery Manufacturing  

C119 Other Food Product Manufacturing  

C121 Beverage Manufacturing  

C122 Cigarette and Tobacco Product Manufacturing  

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

Utilities  D261 Electricity Generation  

D262 Electricity Transmission  

D263 Electricity Distribution  

D264 On Selling Electricity and Electricity Market Operation  

D270 Gas Supply  

D281 Water Supply, Sewerage and Drainage Services  
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Market verticals Related level 3 ANZSIC code 

D291 Waste Collection Services  

D292 Waste Treatment, Disposal and Remediation Services  

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

Marine Industry  A041 Fishing  

A052 Agriculture and Fishing Support Services  

C239 Other Transport Equipment Manufacturing  

Designer Fashion  G425 Clothing, Footwear and Personal Accessories Retailing  

C135 Clothing and Footwear Manufacturing  

F371 Textile, Clothing and Footwear Wholesaling  

Communications Industry  J561 Radio Broadcasting  

J562 Television Broadcasting  

J570 Internet Publishing and Broadcasting  

J580 Telecommunications Services  

J591 Internet Service Providers and Web Search Portals  

J602 Other Information Services  

J601 Libraries and Archives  

Education  P801 Preschool Education  

P802 School Education  

P810 Tertiary Education  

P821 Adult, Community and Other Education  

P822 Educational Support Services  

Leisure Industry less tourism  R891 Museum Operation  

R892 Parks and Gardens Operations  

R900 Creative and Performing Arts Activities  

R911 Sport and Physical Recreation Activities  

R912 Horse and Dog Racing Activities  

R913 Amusement and Other Recreation Activities  

R920 Gambling Activities  

H451 Cafes, Restaurants and Takeaway Food Services 

H452 Pubs, Taverns and Bars 

H453 Clubs (Hospitality) 

Public & Private Transport Industry (not Freight)  I462 Road Passenger Transport  

I472 Rail Passenger Transport  

I482 Water Passenger Transport  

I501 Scenic and Sightseeing Transport  

I521 Water Transport Support Services  

I522 Air Transport Support Services  

I529 Other Transport Support Services  

L661 Motor Vehicle and Transport Equipment Rental and Hiring 

Aerospace Industry  I490 Air and Space Transport  

I522 Air Transport Support Services  

C239 Other Transport Equipment Manufacturing  

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

G391 Motor Vehicle Retailing  

G392 Motor Vehicle Parts Retailing  

G400 Fuel Retailing  

C231 Motor Vehicle and Motor Vehicle Part Manufacturing  
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Market verticals Related level 3 ANZSIC code 

C239 Other Transport Equipment Manufacturing  

L661 Motor Vehicle and Transport Equipment Rental and Hiring 

S941 Automotive Repair and Maintenance 

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

Tourism  I501 Scenic and Sightseeing Transport  

H440 Accommodation  

Security & Cyber  M700 Computer Systems Design and Related Services 

M699 Other Professional, Scientific and Technical Services 

Commercial Travel Industry  N722 Travel Agency Services  

Animal Health  M697 Veterinary Services  

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

Civil Engineering Industry  E310 Heavy and Civil Engineering Construction 

M691 Scientific Research Services 

M699 Other Professional, Scientific and Technical Services 

Data Services  J592 Data Processing, Web Hosting and Electronic Information 

Storage Services  

M695 Market Research and Statistical Services 

 

Mapping ANZSIC codes to input-output categories 
We used Statistics New Zealand concordance tables to (1) concord the ANZSIC codes to national accounts 

working industries, and then (2) concord the national accounts working industries to input-output 

industries.28  

The output of these two steps is to provide a relationship between the list of market verticals in the design 

classification and the input-output industries. 

Estimating net taxes 
Table 7 of the national input-output tables for the year to March 2013 (the most recent set of national 

input-output tables) shows the primary input coefficients of each industry in New Zealand. In this table, 

each unit of GDP is decomposed into the following primary inputs: 

 imports 

 compensation of employees 

 operating surplus 

 consumption of fixed capital 

 other taxes on production 

 taxes on products 

 subsidies. 

We estimate the net tax paid by industries by adding the other taxes on production to taxes on products, 

removing subsidies received by industries, on an industry by industry level.  

There is not a one-to-one concordance between the market verticals and input-output industries – there 

can be a one-to-many relationship between market verticals and input-output industries. We have used a 

                                                                            

28  Concordance files available at http://www.stats.govt.New Zealand/browse_for_stats/economic_indicators/NationalAccounts/input-

output%20tables-2013.aspx  

http://www.stats.govt.nz/browse_for_stats/economic_indicators/NationalAccounts/input-output%20tables-2013.aspx
http://www.stats.govt.nz/browse_for_stats/economic_indicators/NationalAccounts/input-output%20tables-2013.aspx
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simple average of the net tax for the input-output industries. A weighted average would be more 

appropriate but the data did not permit this.  

The net tax per-unit of GDP was mathematically transformed to a per-unit of value added and used to 

estimate GDP by market vertical. Note this method assumes there is no variation in taxes paid or subsidies 

received within market verticals.  
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Appendix D Mapping UK SOC 
codes to ANZSCO codes 

UK SOC (Design economy): ANZSCO equivalents: 

Civil engineers: 233211 Civil Engineer 

Mechanical engineers: 233512 Mechanical Engineer 

Design and development engineers: 233411 Electronics Engineer 

Engineering professionals nec: 233511 Industrial Engineer 

233513 Production or Plant Engineer 

233911 Aeronautical Engineer 

233913 Biomedical Engineer 

233914 Engineering Technologist 

233915 Environmental Engineer 

233112 Materials Engineer 

232312 Industrial Designer 

233916 Naval Architect (Aus) / Marine Designer (NZ) 

IT business analysts, architects and systems designers: 261111 ICT Business Analyst 

Programmers and software development professionals: 261311 Analyst Programmer 

261312 Developer Programmer 

261313 Software Engineer 

261314 Software Tester 

261399 Software and Applications Programmers nec 

Web design and development professionals: 

  

  

261212 Web Developer 

313113 Web Administrator 

232414 Web Designer 

Architects: 232111 Architect 

232112 Landscape Architect 

Town planning officers: 

Chartered architectural technologists: 

Architectural and town planning technicians 

Draughtspersons: 

232611 Urban and Regional Planner 

312111 Architectural Draftsperson 

312199 Architectural, Building and Surveying Technicians 

nec 

Advertising accounts managers and creative directors: 

  

  

131113 Advertising Manager 

225111 Advertising Specialist 

212112 Media Producer (excluding Video) 

Artists: 211412 Potter or Ceramic Artist 

211413 Sculptor 

211499 Visual Arts and Crafts Professionals nec 

212111 Artistic Director 

232412 Illustrator 

232413 Multimedia Designer 

Graphic designers: 232411 Graphic Designer 

Product, clothing and related designers: 232311 Fashion Designer 

232313 Jewellery Designer 

393114 Shoemaker 

Gardeners and landscape gardeners: 

  

362211 Gardener (General) 

362213 Landscape Gardener 

Smiths and forge workers: 322111 Blacksmith 



 

PwC Page 105 

 

UK SOC (Design economy): ANZSCO equivalents: 

Weavers and knitters: 

  

  

  

  

  

711713 Knitting Machine Operator 

711714 Textile Dyeing and Finishing Machine Operator 

711715 Weaving Machine Operator 

711716 Yarn Carding and Spinning Machine Operator 

839913 Clay Processing Factory Worker 

839914 Fabric and Textile Factory Worker 

Tailors and dressmakers: 393211 Apparel Cutter 

393213 Dressmaker or Tailor 

839915 Footwear Factory Worker 

Glass and ceramics makers, decorators and finishers 

  

  

  

333111 Glazier 

711199 Clay, Concrete, Glass and Stone Processing 

Machine Operators nec 

711113 Glass Production Machine Operator 

839916 Glass Processing Worker 

Furniture makers and other craft woodworkers 394111 Cabinetmaker 

394211 Furniture Finisher 

394212 Picture Framer 

394213 Wood Machinist 

394214 Wood Turner 

394299 Wood Machinists and Other Wood Trades 

Workers nec 

393311 Upholsterer 

331211 Carpenter and Joiner 

331212 Carpenter 

331213 Joiner 

332111 Floor Finisher 

Other skilled trades: 

  

  

  

  

  

232511 Interior Designer 

332211 Painting Trades Worker 

392112 Screen Printer 

393113 Sail Maker 

399912 Interior Decorator 

392111 Print Finisher 
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Appendix E Other data 

Regional employment by design processes 
As seen in Tables 15 to 17, the top 10 design processes are almost identical between the regions, with the top 

4 of Strategy Development, Design Development, Program Design and Production Management remaining 

constant between Auckland, Wellington and the rest of New Zealand. We also see that top 10 design 

employment in Wellington is slightly more diverse than in Auckland (28.6% of employment by top 10 in 

Wellington vs 29.2% in Auckland). 

Table 27 Employment by top 10 design processes in Auckland 

 

Source: PwC analysis of kMatrix data 

Table 28 Employment by top 10 design processes in Wellington 

 

Source: PwC analysis of kMatrix data 

Design process 
Number 

employed 

     1 Strategy development 1,669

     2 Design development 1,642

     3 Program design 1,475

     4 Production management 1,038

     5 Digital touchpoints 811

     6 Print production 768

     7 Documentation 712

     8 Implementation 707

     9 User testing 635

    10 Content development 537

Top 10 as a % of Auckland 

design employment
29.2%

Design process 
Number 

employed 

     1 Strategy development 671

     2 Design development 649

     3 Program design 606

     4 Production management 360

     5 Digital touchpoints 310

     6 Print production 309

     7 Implementation 295

     8 Documentation 270

     9 User testing 249

    10 Rendering 212

Top 10 as a % of Wellington 

design employment
28.6%
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Table 29 Employment by top 10 design processes in the rest of New Zealand 

 

Source: PwC analysis of kMatrix data 

Companies by design discipline 
In Figure 46 and Table 30, we break down the number of companies with design activity by design 

discipline. It can be seen that around half of total companies (45%) are concentrated in the product design 

and interactive design disciplines, which is a similar pattern to our findings from examining employment 

by design discipline.  

Figure 46 Total number of companies by design discipline 

 

Source: PwC analysis of kMatrix data 

Again the regional breakdown shows a similar value for Auckland and Wellington as the New Zealand total, 

which could be indicative of the assumptions used by the raw data providers to derive their data. 

Table 30 Total number of companies by design discipline 

 

Source: PwC analysis of kMatrix data 

Design process 
Number 

employed 

     1 Program design 2,347

     2 Strategy development 2,274

     3 Design development 2,222

     4 Production management 1,265

     5 User testing 1,103

     6 Implementation 1,010

     7 Print production 1,006

     8 Documentation 922

     9 Digital touchpoints 904

    10 Content development 767

Top 10 as a % of Rest of NZ 

design employment
29.9%
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Number of companies by discipline

Rest of NZ

Wellington

Auckland

Product 

design 

Interactive 

design 

Graphic 

design 
Strategy 

Spatial 

design 
Motion 

Design 

education 

Service 

design 

Innovation/

invention 

Auckland 329 311 202 170 151 123 60 54 41

Wellington 130 127 84 68 61 46 24 21 16

Rest of NZ 437 437 279 219 195 159 83 73 51

NZ 896 875 565 457 406 327 166 147 108
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Companies by Double Diamond  
When broken down by the double diamond process, we observe a similar pattern to our analysis of GDP 

and employment – companies are deeply involved in the develop and deliver parts of the value chain. The 

total number of companies using the develop and deliver parts outnumber the number of companies using 

the discovery and define parts by approximately 16 to one.  

Figure 47 Total number of companies by Double Diamond 

 

Source: PwC analysis of kMatrix data 

Table 31 Total number of companies by Double Diamond 

 

Source: PwC analysis of kMatrix data 
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Discovery Define Develop Deliver 

Auckland 35 48 948 410

Wellington 14 19 380 162

Rest of NZ 45 65 1,289 532

NZ 94 132 2,617 1,104
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Companies by design process  

Table 32 New Zealand companies with design activity - by top 10 design processes29 

 

Source: PwC analysis of kMatrix data 

 

Table 32 shows the ranking of design process by the number of companies utilising the design process. For 

example, 193 companies in New Zealand have some activity in program design, followed by 188 companies 

with activity in strategy development.  

The top 10 design processes by number of companies reflect the same pattern seen in the top 10 processes 

by employment. The top four processes of program design, strategy development, design development and 

production management are once again identical when examined by the New Zealand, Auckland, 

Wellington and rest of New Zealand levels. 

In terms of the number of companies contained in the top 10 processes as a proportion of the total number 

of design companies, we also observe the same pattern as seen with employment. At all levels (Tables 22 to 

25), the proportions (which are all around 28% to 30%) indicate that design companies are fairly 

diversified when it comes to which processes they are involved in, which reduces the design sector’s 

susceptibility to adverse events. 

Table 33 Number of companies by top 10 design processes in Auckland 

 

Source: PwC analysis of kMatrix data 

                                                                            

29 Refer to Appendix A for definitions of the design processes. 

Design process 
Number of 

companies 

     1 Program design 193

     2 Strategy development 188

     3 Design development 178

     4 Production management 115

     5 Implementation 87

     6 Print production 86

     7 User testing 84

     8 Digital touchpoints 84

     9 Documentation 81

    10 Content development 71

Top 10 as a % of total NZ 

design companies
29.6%

Design process 
Number of 

companies 

     1 Strategy development 70

     2 Design development 65

     3 Program design 65

     4 Production management 45

     5 Digital touchpoints 33

     6 Print production 33

     7 Implementation 31

     8 Documentation 30

     9 User testing 27

    10 Content development 25

Top 10 as a % of Auckland 

design companies
29.4%
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Table 34 Number of companies by top 10 design processes in Wellington 

 
 

Source: PwC analysis of kMatrix data 

 

Table 35 Number of companies by top 10 design processes in the rest of New Zealand 

 

Source: PwC analysis of kMatrix data 

Employment intensity 

New Zealand is a nation of small to medium enterprises. As illustrated in the case studies, design has a role 

in individual businesses’ success, and therefore has a role in broader economic growth for New Zealand. 

Large and small enterprises alike have the desire to improve turnover and their profitability, but larger 

enterprises typically have the ability to act and engage in design activity.  

The number of design employees per company is a useful way to investigate whether larger firms are 

correlated with measures of success eg greater exports. It also enables a high level assessment of whether 

there are any market verticals which are stronger performers in this area.  

We have estimated employment intensity as the number of design employees per company with design 

activity, and the results are outlined in Table 36. The table shows that employment intensity is fairly similar 

amongst all market verticals at the national level, with little variation between the verticals with the most 

and least employees per company. In aggregate, the average number of design employees per company with 

design activity is 23 full-time equivalents. This indicates that design is employed primarily in large firms.  

Design process 
Number of 

companies 

     1 Strategy development 28

     2 Program design 26

     3 Design development 26

     4 Production management 15

     5 Print production 13

     6 Digital touchpoints 13

     7 Implementation 13

     8 Documentation 12

     9 User testing 10

    10 Content development 8

Top 10 as a % of Wellington 

design companies
28.4%

Design process 
Number of 

companies 

     1 Program design 102

     2 Strategy development 91

     3 Design development 87

     4 Production management 54

     5 User testing 47

     6 Implementation 44

     7 Print production 41

     8 Documentation 39

     9 Digital touchpoints 38

    10 Content development 37

Top 10 as a % of Rest of NZ 

design companies
30.1%
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However, we would expect there to be greater variation in the employment intensity figures by market 

vertical. There is natural variation in the overall number of employees per firm (design and non-design 

employees) and we would expect this to be more evident in the data. kMatrix have verified no errors in the 

data to derive the figures in Table 36, and therefore we expect that the lack of variation in the results in 

Table 36 is due to the underlying approach in the modelling undertaken by the raw data providers to derive 

estimates for the number of employees and number of firms.  

Table 36 Employment intensity by market vertical (New Zealand) 

 

Source: PwC analysis using kMatrix data 

Return on Sales 
Return on sales is a useful benchmark indicator of how profitable firms are performing. We envisaged 

completing analysis correlating return on sales with other indicators of success, but after investigating the 

data with the third party provider, do not consider the data is appropriate for this purpose. Instead, the 

weighted average return on sales data below should be viewed as the average per industry, so individual 

firms can assess their own profitability against the industry averages below.  

Market vertical 

Average 

employees per 

company 

Tourism 24.6

Engineering Industry (excluding Civils) 24.6

Process Industry 24.4

Designer Fashion 24.3

Financial 24.3

Commercial Travel Industry 24.3

Aerospace Industry 24.2

Logistics Industry 24.2

Construction 24.1

Manufacturing Industry 24.1

Human Health 24.0

Marine Industry 23.9

Data Services 23.9

Public & Private Transport Industry (not Freight) 23.8

Leisure Industry less tourism 23.7

Other Public Sector 23.6

Retail Industry 23.6

Security & Cyber 23.6

Food & Beverage Industry 23.6

Communications Industry 23.6

Environmental Industry 23.4

Agriculture 23.4

Utilities 23.3

Defence Industry 23.1

Digital & Creative Industry 23.1

Automotive Industry 22.8

Civil Engineering Industry 22.8

Education 22.7

Animal Health 22.7

Average 23.7
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Table 37 Weighted average Return on Sales by market vertical (New Zealand) 

 

Source: PwC analysis using kMatrix data 

Average Spend on Research & Development 
Table 38 shows the average research and development (R&D) expenditure as a proportion of GDP by 

market vertical. In 2014, the New Zealand average for research and development (R&D) expenditure as a 

proportion of GDP was 1.17%. When compared with the corresponding design figures in Table 38, we can 

clearly see that expenditure on design activity R&D is much higher than the New Zealand average, as even 

the market vertical with the lowest R&D spend still has an expenditure that is more than three times 

greater than the New Zealand average. Firms with design activity are investing in R&D to support the 

design and broader innovation process.  

To examine whether this expenditure translates into greater productivity, we analyse the relationship 

between R&D spend and GDP per company in Figure 48. In this chart, each dot represents a market 

vertical. From this, we see that apart from an outlier for the Manufacturing vertical, there is no visible 

correlation between average spend on R&D and GDP per company on a market vertical basis.  

Market Vertical 
Weighted 

average ROS % 

Human Health 17.28

Defence Industry 17.09

Commercial Travel Industry 16.99

Financial 16.89

Public & Private Transport Industry (not Freight) 16.80

Other Public Sector 16.71

Digital & Creative Industry 16.66

Leisure Industry less tourism 16.64

Environmental Industry 16.60

Agriculture 16.58

Manufacturing Industry 16.54

Engineering Industry (excluding Civils) 16.52

Civil Engineering Industry 16.50

Automotive Industry 16.49

Retail Industry 16.45

Food & Beverage Industry 16.44

Data Services 16.43

Education 16.43

Security & Cyber 16.41

Tourism 16.35

Designer Fashion 16.35

Construction 16.17

Process Industry 16.16

Aerospace Industry 16.16

Marine Industry 16.10

Logistics Industry 16.08

Communications Industry 16.03

Utilities 15.94

Animal Health 15.43
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Table 38 Average R&D spend by market vertical (New Zealand) 

 

Source: kMatrix  

 

 

 

Market Vertical 

Average Spend 

on R&D as a % of 

GDP 

Manufacturing Industry 4.20

Automotive Industry 4.15

Data Services 4.14

Construction 4.13

Logistics Industry 4.12

Food & Beverage Industry 4.12

Digital & Creative Industry 4.11

Defence Industry 4.06

Human Health 4.06

Process Industry 4.05

Utilities 4.04

Designer Fashion 4.04

Environmental Industry 4.00

Other Public Sector 3.99

Financial 3.97

Engineering Industry (excluding Civils) 3.96

Tourism 3.96

Civil Engineering Industry 3.95

Leisure Industry less tourism 3.94

Communications Industry 3.94

Animal Health 3.93

Marine Industry 3.87

Security & Cyber 3.86

Commercial Travel Industry 3.85

Education 3.81

Aerospace Industry 3.80

Retail Industry 3.79

Agriculture 3.72

Public & Private Transport Industry (not Freight) 3.71
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Figure 48 Scatterplot of R&D spend and GDP per company 

 

Source: PwC analysis using kMatrix data 

Table 39 Average R&D spend by design discipline (New Zealand) 

 

Source: kMatrix  

Table 40 Average R&D spend by Double Diamond (New Zealand) 

 

Source: kMatrix  
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Design discipline 

Average Spend 

on R&D as a % of 

GDP 

Service Design 4.31

Design Education 4.20

Interactive Design 4.19

Motion 4.03

Product Design 3.99

Strategy 3.98

Graphic Design 3.98

Spatial Design 3.96

Innovation/Invention 3.91

Double diamond 

Average Spend 

on R&D as a % of 

GDP 

Discovery 3.99

Define 4.03

Develop 4.08

Deliver 3.98



 

PwC Page 115 

 

Table 41 Average R&D spend by top 10 design processes (New Zealand)30 

 

Source: kMatrix  

 

                                                                            

30 Refer to Appendix A for definitions of the design processes. 

Top 10 design processes 

Average Spend 

on R&D as a % of 

GDP 

   1 User Testing Services 5.78

   2 Collateral design 5.12

   3 Museum design 5.10

   4 Lighting design 5.06

   5 Front-end development 5.01

   6 Fixtures, Furniture & Equipment schedules 4.96

   7 Packaging audit 4.94

   8 Site supervision 4.89

   9 Place branding 4.88

 10 Sound editing 4.87
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Appendix F Restrictions 

This report has been prepared for Massey University to provide an estimate of the value of design to the 

New Zealand economy in 2016. This report has been prepared solely for this purpose and should not be 

relied upon for any other purpose. We accept no liability to any party should it used for any purpose other 

than that for which it was prepared.  

This report has been prepared solely for use by Massey University and may not be copied or distributed to 

third parties without our prior written consent.  

To the fullest extent permitted by law, PwC accepts no duty of care to any third party in connection with the 

provision of this report and/or any related information or explanation (together, the “Information”). 

Accordingly, regardless of the form of action, whether in contract, tort (including without limitation, 

negligence) or otherwise, and to the extent permitted by applicable law, PwC accepts no liability of any kind 

to any third party and disclaims all responsibility for the consequences of any third party acting or 

refraining to act in reliance on the Information.  

We have not independently verified the accuracy of information provided to us, and have not conducted 

any form of audit in respect of Massey University. Accordingly, we express no opinion on the reliability, 

accuracy, or completeness of the information provided to us and upon which we have relied.  

The statements and opinions expressed herein have been made in good faith, and on the basis that all 

information relied upon is true and accurate in all material respects, and not misleading by reason of 

omission or otherwise.  

The statements and opinions expressed in this report are based on information available as at the date of 

the report.  

We reserve the right, but will be under no obligation, to review or amend our report, if any additional 

information, which was in existence on the date of this report, was not brought to our attention, or 

subsequently comes to light.  

We have relied on forecasts and assumptions prepared by a third party and provided by Massey University 

about future events which, by their nature, are not able to be independently verified. Inevitably, some 

assumptions may not materialise and unanticipated events and circumstances are likely to occur. 

Therefore, actual results in the future will vary from the forecasts upon which we have relied. These 

variations may be material.  

This report is issued pursuant to the terms and conditions set out in our Letter of Engagement dated 3 

August 2016. 

 


