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The first Fieldays™ in 1968

Founded in 1968 by a group of passionate and like-minded 
individuals with a common vision and a will to succeed, 
the first  event was expected to attract 3,000 patrons at 
a quiet time of the year for farmers. That is, when they 
could take a break from farming and view the products 
and services they utilised. That first year, visitors exceeded 
10,000 and Fieldays™ has continued to grow its patronage 
ever since.

In 1970, the home at Mystery Creek in 
Hamilton was purchased for $62,000 
financed by a 100% mortgage secured 
against the personal farms of the 
organising committee. Through the efforts 
of this dedicated group of volunteers,  
some who are still involved today, the 
current site was created and developed 
to become the home of Fieldays™ with 
the Mystery Creek Events Centre arguably 
known worldwide as the heart of  
New Zealand Agriculture.

Fieldays™ has continued to grow over 
the years to annually attract over 1,000 
exhibitors on over 1,500 exhibition sites, 
130,000 plus visitors including more than 
1,300 visitors from 50 countries. This 
makes Fieldays™ the largest agri-business 
exposition in the Southern Hemisphere. 
The event is a self-sustaining, not-for-profit 
organisation, independent and mandated  
to work for the greater good, supporting 
the promotion and development of 
Agriculture internationally.

Fieldays™ is more than just a farm show. 
It is an agri-business exposition that is a 
window into one of the most innovative, 
forward-thinking agricultural economies in 
the world. The role of Fieldays™ is taken 
to be to Connect Business to Business, 
Business to Consumer, Exporter with  
New Markets and Town to Country.

The mission of Fieldays™ is to connect 
people and organisations to create 
opportunities, to facilitate the open 

exchange of ideas and to showcase the 
very best that New Zealand Agriculture has 
to offer the world.

As an independent body, Fieldays™ is 
non-partisan with the capability to draw 
on and bring together representatives and 
parties from all corners of the Agricultural 
industry and primary sectors. By acting as 
a conduit, Fieldays™ uses its reputation, 
enhanced over the last 48 years, as the 
foundation for facilitating collaboration 
and partnership across domestic and 
international borders.

The University of Waikato 
has a long history 
of association with 
Fieldays™ dating back to 
the contribution made 
to the establishment 
of Fieldays™ by the 
University’s founding 
Vice-Chancellor, Sir Don 
Llewellyn in 1970.

The University has been 
a strategic partner with 
Fieldays™ since 2007 and 
has entered into a new 
Agreement for the period 
2014-2016.
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The 2016 Fieldays™ event over 15th – 18th June attracted 130,684 gate entries which 
was 3.7% higher than in 2015.

For the 2016 event, a total of 1,009 firms exhibited their goods and services (down 0.8% over 2015) including 43 overseas firms (-6.5%) 
using a total of 1,507 exhibitor sites (+4.1%). The total of 54 overseas sites was one down on 2015 but still well up on the 34 sites in 
2013. The aggregate economic impacts for the Waikato region and all NZ are shown in the following table:

Total economic impacts for Waikato and New Zealand from the 2016 Fieldays™ from all sources

Region and impact source Revenue $m
Net household 

income $m
Employment  

persons
Value added or  

GDP $m

Waikato region

Visitor expenditure 27.70 6.20 276 13.76

Equipment sales 67.88 14.46 309 28.84

Organisational expenditure 28.92 7.45 123 15.35

Total impact for Waikato region 124.50 27.81 708 57.95

Rest of New Zealand

Visitor expenditure 13.16 2.43 27 6.15

Equipment sales 283.74 56.05 1258 122.69

Organisational expenditure 8.81 1.64 28 4.14

Total impact for all New Zealand 430.21 87.93 2021 190.93

2016 percent for Waikato region 28.9% 31.6% 35.0% 30.4%

2015 percent for Waikato region 36.0% 31.7% 34.6% 32.1%

2014 percent for Waikato region 32.7% 29.9% 32.9% 29.5%

2014 - 2016 comparisons

2016 Waikato total impacts 124.50 27.81 708 57.95

2015 Waikato total impacts 142.61 24.07 619 53.28

2014 Waikato total impacts 138.20 22.85 600 51.65

2016/15 percent gain for Waikato -12.7% 15.5% 14.4% 12.2%

2015/14 percent gain for Waikato 3.2% 5.3% 3.2% 3.2%

2016 New Zealand total impacts 430.21 87.3 2021 190.93

2015 New Zealand total impacts 396.11 75.84 1789 166.23

2014 New Zealand total impacts 421.52 76.43 1826 175.37

2016/15 percent gain for all New Zealand 8.6% 15.9% 13.0% 14.9%

2015/14 percent loss for all New Zealand 6.0% 0.8% 2.0% 5.2%

Executive summary
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In 2016, the continuing poor outlook for 
dairying negatively impacted on equipment 
sales for the Waikato region. Furthermore, 
lower hospitality spending by out-of-region 
visitors to Fieldays™ reduced hospitality 
gains in total for Waikato. Average spend 
per visitor at $208 was down from $303 
last year. Despite these factors, the income, 
employment and value added impacts all 
showed percentage gains for the  
Waikato region.

NZ-wide (including Waikato) all economic 
impacts showed significant percentage gains 
to levels exceeding the previously highest 
levels of 2014. Clearly equipment sales 
for the meat, horticulture, fruit and wine 
sectors continued at high levels.

For this year, an estimate of the current 
brand value of the Fieldays™ platform 
yielded estimates in the range of $279 m - 
$481 m. This gives an average value of  
$380 m which is very high for a NZ-based 
event, assuming the event continues in  
future years.

The Fieldays™ economic 
impact highlights from the 
results in the above table are 
as follows:
 • $430 m generated in sales revenue for 

NZ firms with $125 m for the  
Waikato region.

 • Over 2,000 full-year jobs (both full and 
part-time) sustained in the NZ economy 
in 2016 (over 700 Waikato jobs).

 • $191 m additional GDP generated 
for the NZ economy in 2016 ($58 m 
addition to Waikato GDP).

 • Approximately 31% of Fieldays™ 
impacts were realized in the Waikato 
regional economy in 2016, down 
slightly from the 34% in 2015. 

The economic analysis of 
Fieldays™ 2016 resulted in the 
following conclusions:
 • Every one of the 130,684 gate entries 

(man, woman or child) at the 2016 
Fieldays™ generates $3,300 in sales 
revenue for NZ firms including 
machinery and equipment sales.

 • Every gate entry by a visitor from 
outside the Waikato region generates 
$365 in sales revenue for the 
Waikato hospitality sectors such as 
accommodation, restaurants, bars and 
retail trade (excludes equipment sales).

 • Every dollar expended at Fieldays™ 
on accommodation, equipment sales, 
organisational infrastructure etc. 
generated another $1.44 of sales 
revenue somewhere else in the NZ 
economy including the Waikato region.

 • Actual equipment purchasing patrons 
at the 2016 event were 43% of the 
total up from 36% in 2014. Prospective 
purchasers at 17% were unchanged 
compared to 2015. In total 60% of 
patrons were purchasing equipment this 
year (or planned to purchase) compared 
to 53% in 2015. 

 • Fieldays™ is without peer as a platform 
for demonstrating NZ’s agricultural 
expertise and world leadership in key 
areas, as well as acquainting grass roots 
farmers and growers with the latest 
productivity enhancing equipment and 
techniques. Currently the brand value of 
the Fieldays™ platform is estimated at 
$380 m.

 • A total of 86% of 2016 patrons rated 
Fieldays™ as the most important (or 
equally important) event of all annual 
NZ events up from 81% in 2015.

The economic impacts summarised above 
are important but not the only gains 

secured nationally and regionally from 
Fieldays™. The 1,009 firms participating 
in the event enhance their reputation 
and build brand loyalty for future 
operations. This is particularly important 
for international sales and NZ exports in 
the future. Evidence of the importance of 
reputation, market presence and branding 
is demonstrated in the investment made 
by exhibitors in presenting technology 
and equipment and developing sites with 
sponsorship expenditure and associated 
marketing. The politicians and market 
movers attracted to this international 
event facilitate world-wide and regional 
interactions that could help the Waikato 
region further develop its production and 
logistics potential.
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The 2016 Fieldays™ were held at the 
Mystery Creek home location in Hamilton 
from June 15th to 18th. Gate entries over 
the four day event totalled 130,684 up 
3.7% on the 126,063 in 2015. In 2016 
there were 1,009 exhibitors (-0.8% over 
2015), including 43 international exhibitors 
(down from 46 in 2015 and 71 in 2014), 
on 1,507 sites at the Mystery Creek 
complex (+4.1% over 2015). The decrease 
in overseas exhibitors follows a 129% 
increase in the 2014 year and a continued 
reduction this year was always a possibility. 
It should be noted that the 54 overseas 
sites in 2016 compares with 34 in 2013. 
This suggests that continued international 
interest is still a factor for the event.  A 
total of 86% of the NZ patrons attending 
in 2016 rated Fieldays™ as at least as 
or more important than any other NZ 
event held annually, up from 81% in 2015 
and 76% in 2014. Despite the continued 
effects of the Global Financial Crisis (GFC), 
Fieldays™ patrons see the importance of 
this international event trending upward 
in recent years. Fieldays™ is the main 
showcase for NZ expertise in agricultural, 
horticultural and related technology and 
also attracts international  
business exhibitors.

The economic impacts such as sales 
revenue, employment etc. from this event 
accrue first in the Waikato region but spill 
over into the rest of NZ (RONZ) for a 
significant nation-wide economic stimulus. 
This is especially important at this time 
as both NZ and the world continue to 
emerge from the GFC that officially started 
in December 2007 as estimated by some 
commentators. Recently, the International 
Monetary Fund (IMF) lowered its forecast 
for World Growth to 3.1% for calendar year 
2016 and 3.4% for 2017. Both estimates 
were cut 0.1% from previous growth rates 
with the Brexit one of the main reasons for 
the reductions. 

The four economic impacts estimated 
in this report due to Fieldays™ activities 
comprise sales revenue, net (after tax) 
household income, employment as 
measured by employment count (includes 
both full and part-time workers) and value 

added or gross domestic product (GDP or 
gross regional product GRP for a region 
such as the Waikato Regional Council). 
Value added or GDP/GRP comprise the 
gross wages and salaries of regional (or 
national) workers, the gross (before tax) 
profits of regional business units plus 
depreciation of fixed capital used up in 
production. GDP is a better measure of 
regional gain than sales revenue since the 
latter includes the value of imported goods 
and services included in the final sale. For 
products such as vehicles and sophisticated 
machinery such as turbines, the sales 
revenue figure is high but most of the 
value added is generated overseas. All four 
economic impacts are reported on  
in this study.

Economic impacts from events such as 
Fieldays™ originate from three main 
sources. First, the economic activity 
generated by out-of-region patrons 
at the event or visitors to the region. 
Their Fieldays™ expenditure would have 
typically occurred in their home region 
but the Fieldays™ event results in some 
expenditure being transferred to the 
Waikato region. This is a net regional gain 
for the Waikato but not of course for NZ in 
total. Hospitality expenditure by Waikato 
patrons at Fieldays™ (e.g. a restaurant 
meal) would almost certainly have 
occurred in Waikato at some time during 
the 2016 year without the event and is 
therefore excluded from the Fieldays™ 
impacts. Sales of equipment, machinery, 
outdoor furniture etc. to Waikato residents 
are included as an impact, although a 
proportion of this expenditure would have 
occurred without the Fieldays™ event. 
These sales accrue to Waikato firms, firms 
in the rest of NZ and overseas firms. This 
year, exhibitors estimated that 8.8% of 
sales made at Fieldays™ would have been 
lost to the manufacturer in the absence 
of this year’s event, or if they had not 
participated in the 2016 event.

In estimating economic impacts in NZ, 
sales revenues secured at Fieldays™ by 
overseas firms are excluded from the 
economic estimates reported here. In fact, 
a proportion of these sales  

(possibly 10% - 15% of the total sales 
value) would generate activity for NZ 
businesses and employees through delivery, 
after-sales service, maintenance, parts etc. 
This means that as all sales from overseas 
sites are excluded here, the estimated 
impacts reported can be considered 
“conservative”. Finally, expenditure by 
organisations at Fieldays™ (e.g. electricity, 
waste disposal etc.) will also generate 
impacts for the Waikato region and the 
rest of NZ. This organisational spending 
by entities such as NZ National Fieldays™ 
and the exhibitors will have impacts mainly 
for the Waikato region, although there 
will be some flow-ons into the national 
economy. Specialised financial services 
such as insurance will generally directly 
impact the major cities such as Auckland 
and Wellington and not regions such as 
Waikato (Hamilton). All such so-called 
flow-ons are estimated from the economic 
models and are included in the total 
impacts for all NZ.

All economic impacts for the Waikato 
region and NZ in total have been 
estimated using 106-sector economic 
models for the year ended March 2013 
(see Appendix 1). Note that these models 
have just been completed by Statistics 
NZ and other researchers and are the 
latest available for the analysis reported 
here. Individual sectors in the models are 
italicised below for easy identification 
and are detailed in Appendix 1. In recent 
years including 2016, the GFC has 
had discernable effects on economic 
activity, employment etc. with total NZ 
employment as at February 2014 only just 
exceeding the level achieved in early 2008. 
Employment levels as at February 2016 
only become available in November this 
year, too late for this report.

Introduction to the economic impacts from 
2016 Fieldays™
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Patron attendance at 2016 Fieldays™

Table 1 below summarises the 2016 Fieldays™ patron demographics by age and residency 
for the 2016 event.

Table 1: Visitor demographics by age and residency

2015 Percentage 2016 Percentage 2016 Number

Age

0-30 32 26 33,978

30-39 14 13 16,989

40-49 18 18 23,523

50-59 20 22 28,750

60-69 12 15 19,603

70+ 4 6 7,841

Totals 100% 100% 130,684

Residency

Northland 4 5 6,534

Auckland 15 17 22,216

Waikato/Coromandel 44 42 54,888

Bay of Plenty 16 16 20,909

Lower North Island 15 16 20,909

South Island 3 3 3,921

Overseas 2 1 1,307

Not disclosed 1 0 0

Totals 100% 100% 130,684

The relatively even spread over the various 
age groups is a good sign for all types of 
exhibitors. Overseas patrons at 1,307were 
down significantly compared to the 2,520 
in 2015. The 42% of patrons from the 
Waikato (including Coromandel) decreased 
by 2% over 2015 which in turn was down 
3% over 2014. The current Waikato 
percentage at 42% is still ahead of the 
percentage in 2013 at just over 40%. 
Overall, total patrons at 130,684 were up 
3.7% over the 2015 figure at 126,063.

Looking in more detail at patron 
demographics, the first notable feature 

at this year’s event was the drop in the 
male/female proportion from 66% male 
in 2015 to 62% this year. Secondly, the 
age proportion in the 0 – 40 year group at 
39% this year dropped significantly from 
46% in 2015. From this we could infer 
that the “primary” decision-makers in 
NZ’s agricultural sectors (younger males) 
showed a substantial drop proportionally 
in 2016 over 2015. In actual numbers, the 
drop is from 38,273 patrons in 2015 to 
31,599 this year – a 17% fall. Furthermore, 
overseas patrons, who typically spend 
more on hospitality and possibly 

equipment, showed a 48% drop from 
2,520 down to 1,307 patrons in 2016.  
Although overall patronage at this year’s 
event was up 3.7%, this has not have been 
sufficient to overcome a decrease in the 
bigger spending segment of patrons this 
year with consequent lower per person 
spending and some lower total impacts 
as summarised below in Table 3. Note too 
that the 4% drop in Waikato patronage 
this year means that the drop off in the 
“younger males” segment means the 
shortfall in dairying decision-makers in the 
region is further accentuated.
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Figure 1: Fieldays™ gate entries for years 2000-2016

Looking at the above graph, it is clear how the GFC has affected patron attendance after 2008.  However, the 2016 patronage indicates 
that next year the event could surpass the 2008 record, particularly considering the recent strong growth in the NZ economy and the 
projected better outlook for dairying.

Total visitor numbers

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
116,695 122,075 121,126 127,810 114,416 122,215 116,437 125,878 131,629 117,000 122,349 117,495 128,271 125,127 119,892 126,063 130,684
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Patron attendance at 2016 Fieldays™ 
continued

Table 2: Gate entries by day for 2016 Fieldays™

Day of the week
Entries  
by day

Running total
2016/2015  

percentage change
Weather conditions

Wednesday 15 June 28,058 28,058 -0.1% Overcast & Fine

Thursday 16 June 32,260 60,318 +11.89% Overcast & Fine

Friday 17 June 39,039 99,357 +0.7% Overcast

Saturday 18 June 31,327 130,684 +3.8% Overcast & Fine

Totals 130,684 130,684 +3.7% (126,063)

The peak gate entry year was 2008 with 
131,629 patrons, when the GFC was just 
starting to manifest itself. The 2016 figure 
is still 0.7% below this peak but well ahead 
of last year as summarised above in Table 2 
and below in Figure 1.  

The shadow of the GFC still hangs over the 
world economy and has been leveraged 
again with the recent Brexit decision. On 
July 19 in 2016, the International Monetary 
Fund (IMF) published revised growth figures 

for countries following the Brexit decision. 
For calendar years 2016 and 2017, the world 
growth rates were revised down by 0.1% for 
both years to 3.1% and 3.4% respectively. 
For the UK, growth rates were revised down 
by 0.2% and 0.9% respectively to 1.7% and 
1.3%. For the US the drops were 0.2% and 
0% respectively to 2.2% and 2.5%. 

Most importantly for NZ, however, China’s 
growth rates were up 0.1% and 0% 
respectively to 6.6% and 6.2%. Although 

China’s growth rate has reduced somewhat 
from the 8% plus of past years, the IMF still 
considers it to be one of the fastest growing 
countries in the world. This is a definite 
positive for the NZ economy which counts 
China among its largest export markets, 
particularly for agricultural commodities. 
Note that the growth rate for the NZ 
economy for the year ended June 2016 was 
3.6%. This compares with 1.2% for the US, 
0.6% for Japan and 1.6% for the Eurozone 
and 3.3% for Australia over the same period.
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Table 3: Total impacts from visitor expenditure at 2016 Fieldays™ for the Waikato region and New Zealand

Expenditure round Revenue $m
Net household  

income $m
Employment  

persons
Value added or  

GDP $m

Waikato

Direct or first round 15.77 4.08 219 7.84

Flow-on rounds 11.93 2.12 57 5.92

Total impact Waikato region 27.70 6.20 276 13.76

Other New Zealand

Airfares overseas patrons* 0.98 0.16 2 0.31

Other New Zealand flow-on rounds 12.18 2.27 25 5.84

Total impact for all New Zealand 40.86 8.63 303 19.91

Waikato percentage of New Zealand 67.8% 71.8% 91.1% 69.1%

Waikato region multiplier 1.76 1.52 1.26 1.76

New Zealand multiplier 2.44 2.04 1.38 2.44

2014 - 2016 Comparisons

2016 New Zealand impacts as above 40.86 8.63 303 19.91

2015 New Zealand impacts 51.00 9.91 288 23.65

2014 New Zealand impacts 39.32 7.42 214 17.54

2016/2015 percentage gains -19.9% -12.9% +5.2% -15.8%

2015/2014 percentage gains 29.7% 33.6% 34.6% 34.8%

2016 Waikato impacts 27.70 6.20 276 13.76

2015 Waikato impacts 45.31 8.19 248 19.25

2014 Waikato impacts 33.56 5.81 183 13.39

2016/2015 percentage gains -38.9% -24.3% +11.3% -28.5%

2015/2014 percentage gains 35.0% 41.0% 35.5% 43.8%

*Only 25% of airfare expenditure impacts the NZ economy via refuelling, cabin meals, landing charges and similar.

The 75,796 (70,595 in 2015) of out-of-region patrons (i.e. non-Waikato) directly spent an 
estimated $15.77 m in total over the four days of the 2016 Fieldays™ ($21.4 m last year). 

This equates to an average spend of just 
over $208 per person ($303 last year) 
at the event although this excludes the 
cost of entry to Fieldays™ itself. This 
hospitality spending in sectors such as 
Accommodation, Restaurants & Bars, 
Sport & Recreation etc. by visitors is 
labelled direct or first round spending and 
induces follow on or flow-on spending in 
sectors supplying the direct spend sectors 
such as Accommodation (see below). This 

direct or first-round spending is the initial 
value in Table 3 that follows. All other 
impacts are derived from this expenditure 
using the appropriate economic model 
(i.e. the Waikato region or all NZ). All such 
direct spending induces flow-ons from 
supplying sectors such as Electricity, Meat 
Processing, Beverages Malt & Tobacco, 
Other Food Manufacturing and similar 
that aggregate up to a total impact for the 
Waikato region and also for the rest  

of New Zealand. Total economic impacts 
from visitor spending for the Waikato 
region and the rest of NZ due to Fieldays™ 
patrons are summarised in Table 3.

Visitor spending impacts
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Visitor spending at Fieldays™ generates 

$41 m of sales revenue throughout NZ 

with $28 m of this total (68%) captured 

by businesses in the Waikato region. 

The $208 per person spend directly on 

hospitality in the Waikato region is down 

31% from last year’s $303 spend. This is 

a very substantial drop in direct spending 

by out-of-region patrons. And of course 

this leads to reduced total impacts as 

flow-ons are proportionally lower as well. 

The drop in Waikato’s hospitality Revenue 

impact was accentuated by the fact that 

69% of visitors reported zero spending on 

accommodation this year compared to 

59% in 2015.

This year, 68% - 91% of the NZ-wide 

impacts were realised in the Waikato 

region with Employment at 91% the 

impact with the highest Waikato 

percentage. These are down significantly 

from the 81% - 89% for Waikato in 2015 

but closer to the 76% - 85% range as 

in 2014. The Revenue multipliers tell us 

that every dollar of visitor expenditure 

at Fieldays™ induces another 76c of 

expenditure for businesses in the Waikato 

region with another 68c of expenditure 

flowing into the rest of NZ (1.00 + 0.76 = 

1.76 and 1.76 + 0.68 = 2.44).

With 75,796 of non-Waikato visitor 
patronage at Fieldays™, we can conclude 
that every visitor gate entry (man, woman 
or child) from outside the Waikato 
region generates $365 of expenditure in 
the region’s hospitality and supporting 
sectors which is well down from $642 
last year. The hospitality sectors include 
Accommodation, Restaurants & Bars, 
Road Transport (taxis, tours etc.), Sport 
& Recreation and the retail trade sectors 
as well as the primary supporting sectors 
(see below). Furthermore, an estimated 
276 full-year jobs (both full and part-
time) are sustained in the Waikato region 
due solely to this Fieldays™ visitor 
expenditure in the hospitality sectors (248 
in 2015). The sectors gaining most of the 
flow-on business from hospitality services 
include Horticulture & Fruit Growing, 
Meat Processing, Dairy Processing, Other 
Food Manufacturing, Beverages which are 
all substantial employing sectors in the 
Waikato region. This means the Waikato 
region needs to import very little in the 
way of goods and services to supply the 
hospitality sectors in servicing Fieldays™ 
visitor demands. Accordingly, over 69% 
of the Value Added (or GRP) created by 
visitor spending at Fieldays™ remains 
in the Waikato region. For example, if 
Hamilton did not have a casino, some of 

this visitor spending could leak into the 
Auckland region with its more extensive 
entertainment infrastructure.

The substantial drop in economic impacts 
from hospitality spending by out-of-region 
patrons at the 2016 Fieldays™ has already 
been foreshadowed above with the 
discussion on the demographics of patrons 
and the reduced attendance by “younger 
male” and overseas patrons. Another 
feature that can be noted from Table 3 is 
that gains at the 2015 event over 2014 
were very substantial. This year, while all 
impacts apart from Employment showed 
percentage losses for both Waikato and 
all NZ, the percentage losses in most 
cases were smaller than the percentage 
gains last year. That is, there is an element 
of mean reversion here which means 
that large gains (losses) in any one year 
are reduced to some extent by smaller 
losses (gains) in the following year. 
Clearly, the continued subdued outlook 
for dairying has influenced spending in 
2016, particularly in the Waikato as NZ’s 
premier dairying region. Currently, in 
latter-2016, the outlook for world dairying 
has improved markedly with higher prices 
for dairy commodities in recent auctions.

Visitor spending impacts continued
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Equipment sales impacts

Exhibitor demographics are summarised in Table 4. Comparing 2016 with last year, an 
overall 4.1% increase in exhibitor sites shows the event continuing to gain traction despite 
the GFC backdrop to current world economic conditions and the projected lower dairy 
payout for the NZ economy.

Table 4: Exhibitor demographics for 2016 Fieldays™ and 2015 comparisons

Number 2016 Number 2015 Percent gain

Residency

Waikato 249 260 -4.2%

Rest of New Zealand (RONZ) 717 711 0.8%

Total New Zealand 966 971 -0.5%

Overseas 43 46 -6.5%

Totals for residency 1009 1017 -0.8%

Exhibitor sites

Waikato 389 370 5.1%

Rest of New Zealand (RONZ) 1064 1022 4.1%

Total New Zealand 1453 1392 4.4%

Overseas 54 55 -1.8%

Totals for sites 1507 1447 4.1%

A total of 1009 exhibitors (down 0.8% on 
2015) on 1,507 sites (up 4.1% on 2015) 
participated in the 2016 event. Of this 
1,447 total, 389 (26%) were from the 
Waikato region, 1022 (70%) from the 
rest of NZ and 55 (4%) from overseas. 
These percentages were unchanged from 
2015.  Fieldays™ provides an opportunity 
for exhibitors to demonstrate the latest 
technology available for the agricultural, 
horticultural and other primary sectors.

While the number of exhibitors were 
down marginally on 2015, total sites 
increased by 4.1%. This suggests that 
those exhibitors at previous Fieldays™ 
recognise they can gain value from the 
event and increase their presence with 
more sites. The overseas exhibitor site 
drop from 54 to 55 appears marginal 
and may reflect the subdued worldwide 
growth projections, recently announced 
by the IMF. Total NZ sites were up 4.4% 
suggesting continued confidence in the NZ 
economy and outlook for all agricultural 
exports with the exception of dairy. The 
continuing large gains for the RONZ 
segments would suggest that Fieldays™ 

is now a definitive NZ-wide event and 

continues to gain in national importance.

In estimating equipment sales at each 

exhibitor site, responding exhibitors were 

asked to include in their estimate the 

sales they judged would occur as a result 

of the Fieldays™ interactions. While this 

introduces subjectivity into the sales 

estimates, it is well understood that not all 

sales due to Fieldays™ are realised at the 

four days of the event. Major equipment 

purchases are not usually spur-of-the-

moment transactions. Over the four days, 

average sales per site were estimated at 

$104,200 or about 8% down from the 

$112,875 per site in 2015, which in turn 

were 10% down from 2014. Clearly the 

slow climb out from under the shadow of 

the GFC is continuing to affect business 

confidence. Although the visitor survey 

result showed 60% of patrons purchasing 

or ordering equipment at Fieldays™ in 

2016 compared with 53% in 2015, the 

value of orders was clearly down on a 

per unit basis.

With 1,453 NZ exhibitor sites in 2016, 

this results in total direct equipment sales 

due to Fieldays™ at $151.402 m this year 

compared with $157.121 m in 2015 or 

about a 4% decrease. Based on exhibitor 

residency, this allocates $41 m to Waikato 

firms and $111 m to firms in the rest of 

NZ. As noted above, sales by overseas 

exhibitors are excluded from the economic 

impact calculations for the Waikato 

region and NZ. Sales at Overseas sites will 

however contribute to the Fieldays™ Brand 

Value analysed below.

Although equipment sales are a 

predominant feature of Fieldays™ 

activities, sales of consumables such as 

clothing, drenches, sprays etc. and other 

agricultural services are also important. 

It is recognised that some of these sales 

would have taken place in the absence of 

Fieldays™ but have been included in the 

event’s impacts reported here making 

surveys of purchases easier to undertake 

by respondents at Fieldays™.
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Table 5: Total impacts from equipment sales at 2016  Fieldays™ for the Waikato and New Zealand

Expenditure round Revenue $m
Net household 

income $m
Employment 

persons
Value added or 

GDP $m

Waikato

Direct or first round 40.53 9.17 180 15.93

Flow-on rounds into Waikato 27.35 4.99 129 12.91

Total impacts Waikato region 67.88 14.16 309 28.84

Other New Zealand

Rest of New Zealand direct or first round 110.87 25.08 542 43.58

Flow-on rounds into all New Zealand 172.87 30.97 716 79.11

Total New Zealand impacts 351.62 70.21 1567 151.53

2016 Waikato percentage of New Zealand 19.3% 20.2% 19.7% 19.0%

2015 Waikato percentage of New Zealand 23.4% 20.5% 20.7% 20.1%

2014 Waikato percentage of New Zealand 25.3% 23.0% 23.9% 22.6%

2016 Waikato region multiplier 1.67 1.54 1.72 1.10

New Zealand multiplier 2016 2.32 2.05 2.17 2.55

2014 - 2016 Comparisons

2016 New Zealand impacts as above 351.26 70.21 1567 151.53

2015 New Zealand impacts 318.31 61.23 1384 131.72

2014 New Zealand impacts 368.56 66.45 1547 151.90

2016/2014 New Zealand percent losses 10.5% 14.7% 13.2% 15.0%

2016 Waikato impacts 67.88 14.16 309 28.84

2015 Waikato impacts 74.61 12.57 287 26.45

2014 Waikato impacts 93.37 15.29 370 34.28

2015/2014 Waikato percent losses -9.0% +12.6% +7.7% +9.0%

Table 5 below summarises the total economic impacts for Waikato and the rest of NZ after 
allowing for the flow-ons from direct equipment sales of $151.402 m for NZ exhibitors.
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In estimating the flow-on impacts from the 
direct equipment expenditures shown in 
Table 5 (direct expenditures at $41 m for 
Waikato and $111 m for the RONZ), new 
106-sector economic models were utilised 
this year. These models are superior to the 
previous 88-sector models with less sector 
aggregation using 18 more individual sectors. 
For example, whereas the 88-sector models 
aggregated dairy, sheep and beef farming 
into one sector, the new models have two 
sectors as in Sheep Beef & Grain Farming 
and Dairy Farming. This allows a more 
accurate technology to be used in describing 
each type of farming which comprise quite 
different activities.

Even though the direct expenditures on 
equipment for 2016 Fieldays™ were lower 
for both the Waikato region and the RONZ 
than was the case in 2015, the flow-ons 
as estimated by the new models have 
led to generally larger overall impacts for 
both regions. The only exception being the 
Revenue impact for the Waikato region 
which at $68 m is 9% lower than the  
$75 m in 2015. This may reflect the reduced 
patronage of “younger males” from the 
Waikato region (with Waikato patronage 
also down 2% this year). Quite possibly, 
lower equipment purchases with flow-ons 
in NZ’s premier dairying region are the 
consequence.  In general, the percentage 
gains for all NZ are greater than those for 
the Waikato region. Again the continued 
subdued outlook for dairying (and the 
continuing high NZ dollar value to date) 
have possibly contributed to this outcome. 
All NZ-wide impacts for 2016 are ahead of 

(or equal to) those of 2015 which means 
the significant drops in 2015 from 2014 
levels have now been recouped in 2016 
with the exception of the Revenue impact. 
All Waikato impacts on the other hand 
remain lower than the 2014 values when the 
dairying sector was enjoying unprecedented 
returns and production levels.

The Revenue multiplier for all NZ is 
estimated at 2.32. This means every dollar 
of the estimated $151 m of equipment sales 
for NZ-based firms at Fieldays™ generates 
another $1.32 of sales revenue elsewhere 
in the NZ economy including the Waikato 
region. Since the majority of NZ exhibitors 
were from outside the Waikato region, 
the rest of NZ (excluding Waikato) is the 
main beneficiary of this activity. Of course, 
we must acknowledge that some of these 
sales would have been realized by NZ firms 
during 2016/17 in the absence of Fieldays™. 
Nevertheless, it is credible to claim that 
the size and international significance of 
the Fieldays™ event generates attendance 
by potential buyers from around the world 
resulting in sales for NZ firms that would 
not have occurred in the absence of the 
event. Exhibitors have estimated that if 
Fieldays™ had not been held in 2016 or they 
had not participated this year, 8.8% of the 
Fieldays™ sales made this year would be lost 
to their businesses (see Appendix 2).

Total jobs in NZ attributable to the 2016 
Fieldays™ equipment sales are estimated at 
1,567 nationwide. This corresponds to 0.08% 
of total NZ jobs using Employment Count  
as the measure.

Gaining international recognition as a 
reliable supplier of agricultural, horticultural 
and similar equipment and other 
industrial machinery makes Fieldays™ 
an indispensable input into ongoing 
profitability for NZ manufacturing firms 
in these sectors. Continued success in 
agricultural machinery production can only 
be achieved if a sufficient scale is attained 
by NZ manufacturers. Selling internationally 
is therefore a necessity. Currently, about 
1.7% of Fieldays™ sales (about $2.6 m) are 
estimated to be exported out of NZ. This 
is an increase of about $1 m over 2015 
exports as estimated by exhibitors.
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Fieldays™ organisational expenditure impacts

Table 6: Total impacts from 2016 Fieldays™ organisational expenditure for the Waikato and New Zealand

Expenditure round Revenue $m
Net household 

income $m
Employment 

persons
Value added or 

GDP $m

Waikato

Mystery Creek Operations* 0.00 1.69 37 2.42

Direct expenditure by Fieldays™ 9.27 2.04 49 3.50

Total Direct Expenditures 9.27 3.73 86 5.92

Flow-on rounds Waikato Region 10.84 2.08 53 5.29

Total Impact Waikato Region 20.11 5.81 123 11.21

Rest of New Zealand

Flow-ons into the RONZ 8.81 1.64 28 4.14

Total impact for all New Zealand 28.92 7.45 151 15.35

Waikato percentage of New Zealand 69.5% 78% 81.5% 73%

Waikato region multiplier 2.17 1.56 1.43 1.89

New Zealand multiplier 3.12 2.00 1.76 2.59

2014 - 2016 Comparisons

2016 Waikato impacts as above 20.11 5.81 86 11.21

2015 Waikato impacts 22.69 3.31 84 7.58

2014 Waikato impacts 11.27 1.75 47 3.98

2016/2015 Waikato percent gain -11.4% 75.5% 2.4% 47.9%

2016 New Zealand impacts as above 28.92 7.45 151 15.35

2015 New Zealand impacts 26.80 4.70 117 10.86

2014 New Zealand impacts 13.64 2.56 65 5.93

2016/2015 New Zealand percent gain 7.9% 58.5% 29.1% 41.3%

*Gate revenue from Fieldays™ is excluded as expenditure at the Mystery Creek site over the preceding 12 months is regarded as a more pertinent measure in calculating the 

impacts of the Fieldays™ organisation. Gate revenue, of course, helps fund these expenditures.
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The organisation of Fieldays™ requires expenditures by a number of businesses including 
expenditures at the Mystery Creek location. 

An estimated $13.22 m was expended on 
Fieldays™ organisation in 2016  
($13.27 m last year). This total, which 
includes exhibitor expenditure at the 
Mystery Creek site, comprised $9.27 m 
on goods and services and an additional 
$3.95 m on gross household income for 
employees and casual staff. The direct and 
flow-on impacts from the $9.27 m first 
round expenditure on goods and services 
and capital expenditure and also the 
household expenditures resulting from the 
$3.95 m from wage and salary income are 
summarised in Table 6.

This year we have changed the accounting 
for NZ National Fieldays™ expenditure 
by including all personal at the Mystery 
Creek site. This increases the direct impacts 
for Net Household Income, Employment 
Count at Mystery Creek and Value Added 

with gross wages and salaries of these 
employees included in this figure. As a result, 
percentage gains for 2016 over the 2015 
values are inflated somewhat compared 
to previous years and the multipliers are 
reduced due to the higher direct impacts. 
This means that the Revenue percentage 
gain (Revenue impact not affected) best 
reflects the gains for all impacts over 
the 2015 levels due to organisational 
expenditure. Note too that capital 
expenditure at the Mystery Creek site in 
2016 was down $0.83 m from last year 
reducing the Revenue impact materially, 
especially for the Waikato region.

The scale of organisational expenditure at 
a total of $9.27 m initially, together with 
the net wage and salary impact of $1.29 m, 
results in total impacts for the region at a 
much lower level than visitor spending and 

equipment sales at Fieldays™. Large events 
like Fieldays™ do, however, allow suppliers 
in the printing, advertising, marketing, waste 
disposal, security and other similar sectors 
that are crucial to such events to develop 
and expand their services and this in turn 
benefits other organisations in the Waikato 
region requiring these goods and services for 
their own events. 
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Estimation of the brand value of the 
Fieldays™ platform

Platform businesses such as Fieldays™ 
bring together producers or manufacturers 
and clients for their products in high-
value exchanges. The essential properties 
of the platforms are information and 
interaction between all interested 
participants. With network effects, the 
number of participants can be expected 
to grow over time increasing the value of 
the platform. Such growth is essential for 
platform success and eventual competitive 
advantage over other alternative 
competing platforms. This means that 
at some level of aggregate interactions, 
the platform cannot be easily supplanted 
by a competing platform. At this point, 
not only are current platform gains of 
value, but values that will be realised in 
the future form part of the current brand 
value and need to be accounted for. The 
scale of Fieldays™ 2016 is now judged 
to be at such a level that a brand value 
incorporating future returns is justified 
and this is shown below using horizons  
of 5 to 10 years.

As foreshadowed above, one essential 
element of a platform is to continually 
increase the scale or number of 
participants. For Fieldays™ this is the 
number of exhibitors and patrons at the 

event. Although the GFC has moderated 
business growth world-wide, Fieldays™ 
has increased exhibitors from 942 in 2014 
to 1,009 in 2016 or 3.5% p.a. Over the 
same period, gate entries have increased 
from 119,982 to 130,684 in 2016 or 4.4% 
p.a. As the effects of the GFC become less 
important in the future, these growth rates 
are feasible for the years ahead, although 
gate entries may moderate as we approach 
levels that held just prior to the onset 
of the GFC. Overseas exhibitors in 2013 
numbered 34 compared to 54 in 2016, an 
annual growth rate of over 16% although 
this too may moderate in future years. 
Conservative growth rates are used below 
to prevent brand value inflation.

A monetary brand value for the 
Fieldays™ is currently based on 
three revenue streams:
 • Gate entry value by patrons to the 

event ($2.19 m in 2016)

 • Sales that would be lost to exhibitors 
in the absence of the Fieldays™ event 
(estimated at $32.12 m in 2016)

 • Platform value created at the Mystery 
Creek site by annual development and 
capital expenditure ($28.92 m 2016)

These values are shown separately in 
Table 7 below with the very conservative 
growth rates assumed for future years to 
prevent any overstatement in the brand 
value calculation. A 1.5% growth rate is 
assumed in Gate Revenues with 1% and 
0.5% growth rates for Lost Sales and Site 
Development respectively. The total value 
created for all three revenue streams is 
then summed over five or ten years using 
a 7.5% p.a. discount rate. This 7.5% rate 
reflects the lower interest rates and lower 
inflation prevailing world-wide as countries 
attempt to emerge from the effects of 
the GFC. Prior to the onset of the GFC, 
perhaps a 10% rate would have been more 
appropriate. Of course, the higher the 
discount rate for future returns, the lower 
the brand value.
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Table 7: An estimated brand value for the Fieldays™ platform as at 2016 in 2016 dollars

Year
Gate 

Revenue
Lost 

Sales $m

Site 
Development 

$m

Total 
Value $m

Discounted 
Value $m

Horizon 
Year

Horizon 
Value $m

2016 2.19 32.12 28.92 63.23 63.23 1

2017 2.22 32.44 29.06 63.73 59.28 2

2018 2.25 32.77 29.21 64.23 55.58 3

2019 2.29 33.09 29.36 64.74 52.11 4

2020 2.32 33.42 29.50 65.25 48.86 5 279

2021 2.36 33.76 29.65 65.77 45.81 6

2022 2.39 34.10 29.80 66.29 42.95 7

2023 2.43 34.44 29.95 66.81 40.27 8

2024 2.46 37.78 30.10 67.34 37.76 9

2025 2.50 35.13 30.25 67.88 35.40 10 481

Average Brand Value at 5 & 10 years $380m

Exhibitors estimated their lost sales in the 

absence of 2016 Fieldays™ at 8.8% of sales 

made at the event. These direct sale losses 

then snowball with further losses in flow-

ons from other producer manufacturing 

providing inputs into equipment sold at 

Fieldays™ and worker expenditure, both in 

NZ and overseas. Not only are NZ losses 

relevant for brand value but also the losses 

for overseas exhibitors since the brand value 

here is a world brand value. Accordingly, the 

actual loss will be 8.8% of the $352 m in 

Table 5 expanded to account for overseas 

exhibitors. This comes to $365 m as detailed 

in Appendix 2. Using the 8.8% exhibitor 

estimate, the lost sales are therefore $32.12 

m. This loss then expands at a 1% rate 

annually from 2016 out to 2025.

Similarly, the national Revenue impact for 
organisational expenditure shown at $28.92 
m for 2016 from Table 6 expands at a 0.5% 
rate out to 2025. The total value of these 
three revenue streams attributable to the 
Fieldays™ platform is then discounted at 
a 7.5% rate to estimate the brand value in 
today’s 2016 dollars. This gives a current 
Fieldays™ brand value using an average of 
the five and ten year horizons of $380 m. 
Note that if a ten year horizon is utilised 
for calculating the brand value, the brand 
value increases to $481 m under the above 
assumptions. Alternatively, if only a five 
year horizon is deemed applicable, the 
brand value reduces to $279 m. No matter 
which assumptions are employed in this 
calculation, the resulting brand value is very 
substantial for a NZ hosted event.

As Fieldays™ expands in size in future years, 

the Site Development revenue stream will 

reduce to a steady site maintenance value. 

With the expanded site, however, the 

number of exhibitors will increase as will 

the Lost Sales revenue stream associated 

with them. The Gate Revenue stream will 

also increase with greater patronage. This 

means that an annual Total Value of around 

$70 m in 2016 dollars as shown in Table 7 

will still be appropriate for future years.

Other events generating revenue are held 

at the Mystery Creek site throughout the 

year. Revenues from these events are not, 

however, attributable to Fieldays™ and are 

not included in the brand value calculation.
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Summary and conclusions

Aggregating impacts from the three initiating sources (visitors, equipment, organisational) 
analysed above leads to total impacts from Fieldays™ over the four impact measures 
(revenue, income, employment and GDP) as summarised in Table 8.

Table 8: Total economic impacts from 2016 Fieldays™ from all sources

Region & Impact Source Revenue $m
Net household 

income $m
Employment 

persons
Value added or 

GDP $m

Waikato region

Visitor expenditure 27.70 6.20 276 13.26

Equipment sales 67.88 14.46 309 28.84

Organisational expenditure 28.92 7.45 123 15.35

Total impact for Waikato region 124.50 27.81 708 57.95

Rest of New Zealand

Visitor expenditure 13.16 2.43 27 6.15

Equipment sales 283.74 56.05 1258 122.69

Organisational expenditure 8.81 1.64 28 4.14

Total impact for all New Zealand 430.21 87.93 2021 190.93

2016 percent for Waikato region 28.9% 31.6% 35.0% 30.4%

2015 percent for Waikato region 36.0% 31.7% 34.6% 32.1%

2014 percent for Waikato region 32.7% 29.9% 32.9% 29.5%

2014 - 2016 Comparisons

2016 Waikato total impacts 124.50 27.81 708 57.95

2015 Waikato total impacts 142.61 24.07 619 53.28

2014 Waikato total impacts 138.20 22.85 600 51.65

2016/2015 Percent gain for Waikato -12.7% 15.5% 14.4% 12.2%

2015/2014 Percent gain for Waikato 3.2% 5.3% 3.2% 3.2%

2016 New Zealand total impacts 430.21 87.93 2021 190.93

2015 New Zealand total impacts 396.11 75.84 1789 166.23

2014 New Zealand total impacts 421.52 76.43 1826 175.37

2016/2015 Percent gain for all New Zealand 8.6% 15.9% 13.0% 14.9%

2015/2014 Percent loss for all New Zealand 6.0% 0.8% 2.0% 5.2%

The only impact to show a reduced impact 

for 2016 Fieldays™ was the Waikato 

Revenue impact which was down 12.7%. 

The main reasons for this were a $17 m 

drop in the Visitor Spending Impact and 

a $7 m drop in the Equipment Spending 

Impact. Direct Visitor Spending dropped 

from $303 per person last year to $208 

this year – a very significant fall for which 

increased patronage could not compensate. 

The continued poor outlook for dairying 

was probably the reason for the equipment 

shortfall in impact of $7 m. Other NZ 

regions are not as specialised in dairying as 

the Waikato region and did not suffer the 

same reduction in purchasing.

NZ-wide, however, all impact measures 

in 2016 showed significant percentage 

gains over the 2015 year with all impacts 

exceeding the values in 2014 achieved 

before the severe drop last year.

The NZ-wide gains for all impacts reflect 

the gains made by the kiwifruit, pipfruit, 

venison and other primary producers in 

the 2015/16 seasons. Producers in these 

sectors have achieved significant gains in 

overseas exports in the latest year despite 

the continuing high NZ dollar value.

Another way to measure the overall impact 

of the Fieldays™ event is to document 

that every one of the 130,684 gate entries 
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(man, woman and child) generates just 
under $3,300 in sales revenue for NZ 
firms and just under $1,000 in revenue for 
businesses in the Waikato region. These 
averages include hospitality services, 
equipment sales and organisational 
expenditures. The Waikato average is 
significantly lower due to an estimated 
73% of direct or first round equipment 
sales coming from outside the  
Waikato region.

For the Waikato region, the impact of 
Fieldays™ visitor patron expenditure 
alone (excluding equipment purchases) is 
significant. Every gate entry by a visitor to 
the region (i.e. 75,796 persons) generates 
$365 of expenditure on accommodation, 
restaurants and other recreation for 
Waikato businesses. This year, however, 
69% of visitors expended nothing on 
accommodation compared to 59% last 
year. Clearly, expenditure by visitors to the 
region this year was curtailed significantly. 
Other hospitality sectors such as the retail 
trade sectors will secure a proportion of 
this business but were similarly affected 
by reduced visitor spending.  Despite the 
reduced spending this year, Fieldays™ 
visitors are clearly still of major importance 
to the Waikato regional economy. This year 
the contribution was $28 m which is down 
from $45 m in 2015. The politicians, market 
movers and overseas executives attracted 
to this international event facilitate world-
wide and regional interactions that could 
help the Waikato region further develop its 
production and logistics potential.

The importance of Fieldays™ to the 
continued success of the NZ economy, 
particularly the major agricultural exporting 
sectors, cannot be overstated. Fieldays™ 
provides a platform for advertising the 
latest technology available to augment 
the productivity of workers in the farming 
and agri-business sectors generally. It is 
important that NZ maintain a leadership 
in the early adoption of productivity-
augmenting equipment in the primary 
sectors. Early adopters, however, run the 
risk of paving the way for larger, better 
capitalised competitors to reap the 
majority of the rewards the early adopters 

have demonstrated. This can curb future 
innovation and this is something NZ cannot 
afford to facilitate especially in the sectors 
so vital to the country’s future prosperity. 
There is a role for Government here in 
ensuring that innovation as demonstrated 
by Fieldays™ exhibitors continues to be a 
world-wide event attracting participants 
from overseas.

It seems very clear that Fieldays™ has 
evolved into a major player in assuring 
NZ’s economic future. First, Fieldays™ 
can provide a platform for bringing NZ 
innovation in agricultural, horticultural etc. 
machinery to the attention of the world 
food producers and potential equipment 
purchasers. Innovative but small NZ 
manufacturers may not be able to afford a 
presence in other similar forums overseas. 
Better to have the world come to Hamilton, 
New Zealand in June every year. Secondly, 
maintenance of brand leadership requires 
a continual presence at least annually at 
a world-class event such as Fieldays™. 
And it is important for NZ to realize that 
the current Fieldays™ in Hamilton is NZ’s 
best shot at achieving and maintaining 
the world-class status of this event. While 
other similar events around NZ may 
deserve resources, they will never attain 
the scale and recognition that Fieldays™ 
has already achieved over the last 48 
years. World players in agriculture may 
come to NZ but once a year, so why not 
ensure that such a visit is as memorable 
as possible by making the Fieldays™ site 
iconic? Thirdly, the availability of innovative 
productivity enhancing equipment needs to 
be demonstrated to the actual NZ farmers 
and growers in the field. Only by using the 
latest equipment and techniques can NZ 
producers expect to maintain their current 
high standing in dairy, meat, horticultural, 
wine and other primary production. 

NZ can never achieve the production 
scale required for a sustained presence in, 
for example, motor vehicle or aerospace 
production. NZ can, however, sustain 
competiveness in the smaller production 
runs required for specialised agricultural 
machinery and equipment such as fruit 
sorting equipment, milk dryers and similar. 

But this does require sales to overseas 
businesses since sales to NZ-based 
producers alone comprise only a small 
fraction of world capacity. For these 
products, innovation with engineering 
excellence and not economies of scale 
is the crucial competitive advantage. 
Fieldays™ as a showcase for NZ agricultural 
technology can facilitate the export growth 
necessary to maintain NZ’s position as a 
world leader in Agriculture generally.

The economic impacts summarised above 
are important but not the only gains 
secured nationally and regionally from 
Fieldays™. The 1,009 firms participating in 
the 2016 event enhance their reputation 
and build brand loyalty for future 
operations. This is particularly important for 
international sales and NZ exports in the 
future. The Fieldays™ brand value estimated 
this year to be in the range of $279 m - 
$481 m is conclusive evidence in favour of 
expanding initiatives such as the Fieldays™ 
platform in NZ.
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Appendix 1

Methodology review of the 
106-sector economic models
This review provides a brief non-technical 
description of the 106-sector Input/
Output model used to generate the general 
equilibrium economic impact (resulting 
impacts after all reactions to initiating 
events, industry developments etc. are 
accounted for) on the New Zealand 
economy as well as any regional economies 
such as the Auckland City economy, 
Waikato Regional Council economy, Waipa 
District Council economy etc. that may be 
affected by the activity under analysis.

The economic models were constructed 
from data originating with Statistics NZ 
for the year ended March 2013. The NZ 
economy and all regional economies were 
categorised into 106 sectors (see below). 
They comprise the basic farming sectors 
such as Sheep Beef & Grain Farming, Dairy 
Farming, Other Farming (poultry, pigs, 
goats, horses etc.), Horticulture & Fruit 
Growing, Agriculture Forestry & Fishing 
Support Services and similar. There are 
eleven such primary sectors in the model 
up to Exploration & Other Mining Support 
Services. Related follow-on sectors to these 
primary producers that are important for 
rural regional economies include Meat 
Processing, Seafood Processing, Dairy 
Product Manufacturing, Fruit Cereal & 
Other Food Manufacturing (vegetables, 
fish, confectionery), Beverages & Tobacco 
and two sectors related to clothing and 
footwear manufacturing and another two 
sectors related to wood processing, pulp 
and paper manufacturing. Altogether there 
are twenty-two manufacturing sectors 
including the primary processing sectors 
above as well as Machinery Manufacturing, 
Transport Equipment, Electronic & 
Electrical Equipment Manufacturing 
etc. There are five utility sectors as 
in Electricity Generation, Electricity 
Distribution, Gas, Water and Sewerage 
&  Drainage Services. Construction is 
sub-divided into four sectors including 
Construction Services (e.g. paving, pools, 
wiring, plumbing, roofing, landscaping). 
The models then use sixty-one sectors 
covering a variety of wholesale and retail 
trade sectors, seven transportation sectors, 

twenty-five finance and business service 
sectors, central and local government 
services as well as separate sectors for 
Preschool Education, School Education, 
Tertiary Education and Adult Education, 
Hospitals, Community Care Services, Sport 
& Recreation and similar. All of the 106 
sectors are listed below. Where a sector 
description is not obvious, some of the 
activities in that sector are listed in the 
right-most column.

These comprehensive economic models 
comprise a class of so-called general 
equilibrium economic models labelled 
Input/Output models. Each of the 106 
sectors in a model quantifies the inputs 
it receives from all other sectors such as 
Electricity Distribution in order to produce 
the goods and services sold in a given 
period (output level in dollars) usually a 
year. Also quantified are the total inputs 
of labour and capital goods (depreciation 
or capital replacement) needed to 
produce at that output level. The models 
are constructed for the latest year for 
which comprehensive statistics have been 
collated by Statistics NZ. Currently this 
means a model for the year ended  
March 2013. 

The Input/Output models 
provide detailed information 
concerning:
 • The structure of the NZ and/or regional 

economies as to the most important 
sectors in the economy in terms of 
employment, profitability, exports out 
of the country/region etc.

 • The impact of a change originating in 
one sector (e.g. Meat Processing) and 
its implications for other related sectors 
(e.g. Road Transport) and the national/
regional economy as a whole.

 • The implications for the regional and 
national environment of significant 
increases in the output level of any 
sector or group of sectors (e.g. Dairy 
Farming with dairy conversions as in 
the recent past).

 

There are four economic 
impacts that can be analysed 
for the national or regional 
economy as follows:
 • Total sales revenue, turnover or output 

level in dollars.

 • Net household income after tax, ACC 
charges, superannuation and other 
saving in dollars.

 • Employment Count as in both full and 
part-time workers.

 • Value Added for the region (defined 
below) otherwise known as gross 
regional product (GRP) or regional GDP. 
Gross domestic product or GDP is the 
equivalent national measure for all NZ.

Although total sales or output best 
measures the dollar value of total 
economic activity in a region, it can be 
inflated by the value of large imports of 
products or services (e.g. power turbines) 
into a region such as the Waikato from say 
Auckland or overseas. While the sales or 
revenue figure measure total transaction 
value, the Value Added or GRP value 
quantifies the economic value in dollars 
created within a region such as Waikato 
by local businesses and their workforces 
after allowing for any necessary imports 
of raw materials and other goods and 
services from outside the region. This is the 
measure of GRP for a regional economy 
and ultimately inputs into NZ’s GDP 
and best reflects the true gain to the 
regional economy. 

The Value Added measure 
includes:
 • Net after-tax wages and salaries for 

employees.

 • Net after-tax business operating 
surpluses but before dividends and 
interest paid by businesses.

 • Capital replacement of plant and 
equipment used up in current 
production.

 • All taxes paid to government as in PAYE, 
company tax, GST, excise and customs 
taxes, road user charges and all similar 
taxes paid to central government.
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Value Added can be considered the total 
return from any activity or event received 
by workers (wages), businesses (profits) and 
government (taxes).

Net after-tax wages and salaries (or net 
household income) is the best measure 
of available household purchasing power. 
Strong growth or impact for this measure in 
a region signals improved prospects for all 
wholesale and retail trade sectors as well as 
for sectors like Construction Services  
(e.g. house additions or renovation) and 
similar sectors.

A wealthy country or region may show 
acceptable outcomes for the three 
dollar measures above but may lack the 
industrial capacity to support significant 
job growth in say the region. Employment 
is therefore an important attribute 
of regional prosperity and this means 
economic development within the region 
may be required to expand opportunities 
for a regional workforce. Such employment 
is measured in the economic models as 
Employment Count and includes both full 
and part-time persons. An important capital 
intensive facility such as a port or airport 
may itself need only a moderate workforce 
(direct employment) for efficient operation. 
Through the facility’s linkages to other 

sectors, however, it can ensure profitability 
to those sectors and drive significant 
employment growth in those sectors 
(e.g. Horticulture & Fruit Growing which 
includes floriculture, strawberries, asparagus 
etc.) by facilitating immediate transport to 
high value markets for any NZ region either 
to overseas markets or other NZ regions.

The so-called general equilibrium (includes 
all subsequent reactions to initiating 
economic stimuli) nature of the 106-sector 
Input/Output model is designed to reflect 
the idea that employment in any one 
sector generates employment in other 
sectors of the economy/region being 
analysed. From employment, related 
benefits such as income, value added etc. 
follow. As employees in the initiating sector 
build houses and educate their families in 
the general course of living, they create 
demands for goods and services that must 
be satisfied by other sectors with their own 
employees. In turn, these employees create 
yet further demands in other sectors and 
so on and so on. In economic jargon, these 
successive rounds of impacts are labelled 
round-by-round effects with some activities 
down the line requiring yet further services 
and employment from the initiating sector. 
The resulting general equilibrium impacts 
(Revenue or Output, Net Household 

Income, Value Added and Employment) 
are estimated by the Input/Output 
methodology and account for all rounds of 
economic activity. Modern computers and 
software have made these calculations  
now routine.

Using accurate data from Statistics NZ, 
credible estimates of the economic 
importance of sectors like Dairy Farming for 
a regional economy such as Waikato can 
be derived. The household income created 
within this sector links forwards in to 
sectors such as Supermarkets & Groceries, 
Other Personal Household Services, Sport 
& Recreation etc. The inputs required for 
production by Dairy Farming link backwards 
in to supplying sectors such as Electricity 
Generation, Agriculture Forestry & Fishing 
Support Services, Non-Residential Building, 
Machinery Manufacturing, Road Transport 
etc. The total flow-on linkages (backwards 
and forwards) can be estimated from the 
model and in the case of Dairy Farming 
constitute about 30% of the Waikato 
Regional Council economy in terms of 
GRP for the December 2015 year. A 
similar analysis shows Horticulture & Fruit 
Growing (includes kiwifruit) to be about 
20% of the  BOP’s GRP annually.
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Appendix 1 continued

106-sector model descriptions

1 Horticulture and Fruit Growing Nurseries floriculture veg kiwi grapes fruit citrus

2 Sheep Beef Grain Farming Grains rice livestock fattening & finishing 

3 Dairy Farming Milk solids production

4 Other Farming Poultry horses pigs goats emus deer beekeeping

5 Forestry & Logging

6 Fishing & Aquaculture Ocean fresh & fish farming

7 Agriculture Support Services Horticulture fencing farming forestry fishing services

8 Coal Mining

9 Oil & Gas Extraction

10 Mining & Quarrying Metal ores non-metallic minerals

11 Exploration & Mining Support Services Oil minerals

12 Meat Processing

13 Seafood Processing

14 Dairy Processing

15 Other Food Manufacturing Bread biscuit confectionery potato chips animal feed

16 Beverages Beer wine spirits water energy drinks

17 Textile Manufacturing Wool scouring leather floor coverings rope

18 Clothing & Footwear

19 Wood Product Manufacturing Prefab buildings

20 Pulp & Paper Sanitary stationery bags

21 Printing Reproduction & recorded media

22 Petrol & Coal Products

23 Basic Chemicals & Polymer

24 Fertiliser & Pesticides

25 Pharmaceuticals Cleaning & Other Chemicals Explosives

26 Polymer & Rubber Manufacturing Tyres adhesives paints

27 Non-Metallic Mineral Products Glass bricks plaster concrete

28 Primary Metal & Product Manufacturing Steel pipes aluminium metal castings

29 Fabricated Metal Manufacturing Aluminium joinery guttering boilers wire nuts & bolts

30 Transport Equipment Manufacturing Vehicles boats rolling stock aircraft

31 Electronic Equipment Manufacturing Photo optical scientific communications white ware

32 Machinery Manufacturing Pumps heating ventilation lifts tools

33 Furniture Manufacturing Mattresses

34 Other Manufacturing Toys jewellery

35 Electricity Generation

36 Electricity Distribution 

37 Gas Supply

38 Water Supply

39 Sewerage &  Drainage 

40 Waste Collection & Treatment

41 Residential Building

42 Non-Residential Construction Plants retail commercial

43 Non-Building Construction Roads bridges ports runways tarmac
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44 Construction Services Site preparation aircon painting glazing security

45 Basic Material Wholesaling Wool cereal petroleum products timber plumbing

46 Machinery & Equipment Wholesaling Computer scientific communications construction

47 Motor Vehicles & Parts Wholesaling

48 Food Drink & Tobacco Wholesaling

49 Other Goods Wholesaling Toiletries clothing footwear books sporting

50 Motor Vehicles & Parts Retailing

51 Fuel Retailing BP Caltex Z

52 Supermarkets & Grocery

53 Specialised Food Retailing Butchers fish liquor fruit & veg

54 Furniture Electrical Hardware Retailing

55 Recreational Clothing Footwear Personal Retailing Books watches jewellery

56 Department Stores

57 Other Retailing Antiques flowers

58 Accommodation

59 Food & Beverage Services

60 Road Transport Freight bus taxi tours

61 Rail Transport

62 Water & Other Transport Water freight & passenger pipelines scenic tours

63 Air Transport

64 Postal & Courier Services

65 Transport Support Services Stevedoring ports terminals customs freight forward

66 Warehouse & Storage Services

67 Publishing Newspapers books software directory

68 Movie & Recording

69 Broadcasting & Internet

70 Communications

71 Library & Information Services

72 Banking Services Credit unions building societies

73 Life Insurance

74 Health & General Insurance

75 Superannuation & Pension Services

76 Financial & Insurance Services

77 Equipment Hire Scaffolding video vehicle

78 Residential Property Management

79 Non-Residential Property Management

80 Real Estate Services

81 Owner-Occupied Housing

82 Technical Services Scientific engineering architecture surveying testing

83 Legal & Accounting Services

84 Other Business Services Advertising marketing consulting 

85 Veterinary Services

86 Computer Services

87 Travel & Tour Services
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88 Employment & Administrative Services Call centres debt collection credit checking 

89 Building & Other Support Services Cleaning pest gardening packaging

90 Local Government

91 Central Government

92 Defence

93 Public & Regulatory Services Police fire correctional security

94 Preschool Education

95 School Education

96 Tertiary Education

97 Adult Education Sports arts supporting services

98 Hospitals

99 Medical & Health Services Doctors dental chiro pysio ambulance optometry

100 Residential Care

101 Heritage & Arts Museums botanical performing

102 Sport & Recreation Amusement parks fitness horse & dog racing

103 Gambling Casinos lotteries

104 Repair & Maintenance Auto appliance repair & maintenance

105 Personal Services Hair beauty diet funeral dryclean parking domestic serv

106 Religious & Business Groups Rotary Lions

Appendix 1 continued
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Appendix 2

This appendix reproduces some of the raw data used in the report.

Although there were 130,684 gate entries 

at 2016 Fieldays™, patrons do come in 

groups which may be a household as 

in husband and wife plus children or a 

group of farmers who come to Fieldays™ 

together or another group of Fieldays™ 

patrons as represented by a business. The 

following table summarises the basic data 

from a sample of 493 respondents derived 

in 2016. An average group size of 2.54 was 

used in both the 2014 and 2015 analyses.

Airfare impact
Fieldays™ attracted an estimated 1,307 overseas patrons after allowing for non-respondents. An average airfare of $3,000 was 
estimated using respondents spending $500 or more on transportation. 
Total airfare expenditures for Fieldays™ 2016 are estimated in millions as 1.307 x 3.0 = $3.921 m. 
A 25% share of this expenditure or $0.98 m is used for NZ economic impact calculations and covers expenditures by airlines in NZ for 
refuelling, cleaning, landing charges, cabin meals and similar services.

Non-Waikato patron gate entries totalled 
75,796 with 75,796/2.77 or 27,363 groups. 
Average expenditure by group is shown in 
the following table with total expenditure 
by category. 

The total direct spend at 2016 Fieldays™ by 
non-Waikato patrons was $15.77 m. This 
equates to just more than $208 per person.

This table shows a sample of 283 exhibitors 
as to actual sales or firm orders realised at 
the 2016 Fieldays™ by site.

Only sales by NZ exhibitors over 1,453 sites 
are used for economic impact purposes. Most 
of the value added by overseas exhibitors 
such as vehicle firms accrues to overseas 
countries and is excluded from NZ impacts. 
Consumables such as clothing, drenches, 
sprays etc. are included in the above but the 
majority of sales will be equipment related. 
For the final group in the above table at 
$1m+ sales, an average of $2m was used in 
the mean sales calculation.

Average sale per site is $104,200 over 1,453 
NZ-exhibitor sites for total sales of $151.4 m.

Group size

Number in group Groups Percentage

1 68 13.79

2 230 46.65

3 79 16.02

4 55 11.16

5 24 4.87

6+ 37 7.51

Totals 493 100.00

Average group size using 7 as average for 6+ = 2.77. The transportation group size this year was 2.73.

Hospitality spending by non-Waikato patrons

Category Group average $ Total expenditure $m

Accommodation 92.25 2.661

Transportation 123.75 3.436

Retail trade 128.50 3.516

Restaurants and bars 225.00 6.157

Totals 569.50 15.770

Purchases realised at Fieldays™ by exhibitors

Sales value Percentage

Equipment and consumables purchases

$0-$5,000 25

$5000-$9999 13

$10,000-$49,999 32

$50,000-$99,999 11

$100,000-$499,999 17

$500,000-$999,999 0.5

$1,000,000 + 1.5

Totals 100
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Average contacts per site

Number of catalogues 2016 percentage 2015 percentage

0-100 26 25

101-500 37 39

501-1000 21 21

1001-2000 6 6

2001-3000 5 4

3001-4000 2 2

4001-5000 1 2

5001-7500 2 1

7500-10,000 0 0

Totals 100 100

Chance of purchase per visitor or group at exhibitor site

Response to question on whether  
purchase made

2016 
percentage

2015 
percentage

Yes 43 36

No but highly likely to buy in the next 12 months 17 17

No but could buy at Fieldays™ next year 12 11

No 28 36

Totals 100 100

This measure is important since it shows 
the number of potential sales per site as 
estimated by catalogues or business cards 
etc. distributed to interested parties over 
the four days of Fieldays™.

The average of catalogues or cards handed 
out at each site is estimated at 750 in 
2014, 700 in 2015 and 740 in 2016. 

The following table shows the responses 
when a person or group was asked if they 
had made a purchase at the site they were 
just leaving. The response YES indicates 
a purchase was made at the site by the 
person or group just leaving that site.

If we aggregate the first two responses in 
the above table we see that there is a 60% 
chance of making a sale at Fieldays™ for 
every visitor or group entering the exhibitor 
site (53% for 2015). Note that the question 
was so framed that an intended purchase 
could be from a competitor to the exhibitor 
at the site visited. 

Appendix 2 continued

Percentage of Fieldays™ Sales Lost If Fieldays™ 2016 Had Not 
 Been Held

Percentage of Fielday Sales Lost Number Percentage

0% or no sales lost 25 21.74

Less than 5% 28 24.35

5% - 10% 16 13.91

10% - 15% 13 11.30

15% or more (average used is 20%) 33 28.70

Totals 115 100

Using zero or the mid-point of the above 
ranges, the mean percentage of sales lost 
was estimated at 8.8%.

Estimating Worldwide Equipment Sales 
Due to Fielday;

 • Total sales impact for NZ exhibitors 
from Table 5 = 351.62 m

 • Overseas sales impact estimated as 
(54/1453) x 351.62 = 13.07 m

 • Total Fielday sales impact for Brand 
Value calculation purposes 
364.69 m or $365 m

Note that the implicit assumption of 8.8% lost sales 

for overseas exhibitors leading to the total lost sales 

estimate of $13.07 m above may underestimate the 

actual lost sales for these exhibitors.
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Dr Warren R Hughes – Author profile

The author is Cambridge, NZ born and a graduate of both the University of Auckland and 
Indiana University in the USA, where he completed his doctorate in Business Economics 
and Public Policy in 1970.

Since that time, he has taught in the areas 
of econometrics, forecasting, financial 
economics and managerial strategy at 
The University of New South Wales in 
Sydney (1970 – 1978) and most recently 
at The University of Waikato (1978 – 
2007). At various times, he has taught 
in MBA programmes at the University of 
Florida in Gainesville and in the Graduate 
School of Management at the University 
of California at Irvine. Dr Hughes retired 
from the University of Waikato in 2007 
and was appointed an Honorary Fellow in 
Economics in 2008. At the present time, 
he works as an independent economic 
consultant based in Auckland.

The author has published extensively, 
mainly as single-authored articles in 
international journals such as Decision 

Sciences, Theory and Decision, The Journal 

of Business, Mathematical & Computer 

Modelling, Environment & Planning, 

Australian Journal of Management, Forest 

Science, Australasian Journal of Regional 

Studies, OMEGA and the Chinese Business 

Review. Other articles on theoretical and 

applied economics have been published 

by the author in NZ Economic Papers and 

Australia’s Economic Record. 

The author has developed a particular 

expertise in the area of impact and regional 

analysis. He was the Editor/Manager of the 

Regional Economic Bulletin, which focused 

on topical issues relevant to the business 

and wider communities, mainly but not 

exclusively, in the Waikato and Bay of 

Plenty regions.

The author has acted as a consulting 

economist for Economic Solutions Limited, 

Environment Waikato, Carter Holt Harvey 

Limited, Contact Energy, Norske Skog 

Tasman Limited, Port of Tauranga Limited, 

Port of Napier, Feltex Carpets Limited, 

Man’O War Farm Limited, Refining NZ 

Limited, Zespri International, Waikato 

Innovation Park, Property Council of NZ,  

Creative Napier, Katolyst, Priority One 

BOP, Vision Manawatu, Enterprise Franklin, 

Venture Taranaki, various District Councils 

in the Waikato, Bay of Plenty, Hawkes 

Bay and other regions and for events such 

as NZ’s National Fieldays™, Tauranga’s 

Montana Jazz Festival, Balloons Over 

Waikato and Napier’s Art Deco Weekend.
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