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Project background
The primary industry sector has a shortfall of workers across many roles and fields. There is a huge and time-critical opportunity to attract people made unemployed
by COVID-19 (in particular those from tourism and hospitality) into primary sector training and jobs before they find work in other sectors or begin retraining for nonprimary sector roles.
To help with this, MPI needs to understand how best to create awareness and promote opportunities in the primary sector to encourage jobseekers into immediate
roles, training roles and longer-term roles.
A campaign will be the front end of an attraction and recruitment programme (whilst educating what the primary industries are) run by MPI in conjunction with primary
sector groups. The marketing programme’s main role is to make jobseekers aware of the needs of the primary sector and encourage them into training and roles
both in the immediate and longer term.
A workforce redeployment campaign will be launched to entice target audiences into the primary sector – either into immediate roles (such as in dairy and forestry) or
into training and/or long-term career opportunities.
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Research objectives
MPI wishes to better understand the job-seeking audience – particularly newly unemployed people from industries severely impacted by COVID-19. The overall
purpose of the research is to guide the direction of the messaging/creative for the ongoing targeted aspects of the workforce campaign.
The specific informational objectives were to understand:
Current feelings and willingness
1. How are those who are impacted feeling about their future and career prospects within their own industries, and are they willing to look at changing careers to a
new industry?
Perceptions of primary industries
2. What do they know and perceive about the primary industries (e.g. do they know it is more than working on farms, in orchards, etc)?
3. What roles do they think could be available and suited to them within the primary sector?
4. If there was the opportunity of either an immediate job or a long-term career in the primary industries, would they be interested in learning more?
Motivations and barriers to working in primary industry
5. What would motivate them to consider a role in the primary industries?
6. What are the barriers to considering a role/career in the primary industries (e.g. salary, location, type of work required)?
7. Do they think their skills are transferable to other industries, and if yes, what are their key transferable skills?
8. Are they open to retraining/education for roles or careers in the primary industries?
Information, support and creative/messages to encourage consideration of primary industry roles
9. What tools/support could help overcome barriers to a role/career in the primary industries?
10. What type of creative approach and messages would encourage people to consider a role/education/career in the primary industries?
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Research approach: Overview
Two research approaches to meet the objectives
To meet the research objectives, two approaches were undertaken:
quantitative research in the form of a short online survey and qualitative
research in the form of focus groups.
The online survey was used to gain robust nationwide measures on the
key questions. For example:
• Who are the jobseekers who are more open/closed, for instance by
sector or demographic characteristics? (This is to guide the
communications strategy).
• Why are some jobseekers closed to working in the primary industry
sector? (This is to identify any barriers that might be overcome and
to understand whether some demographic/sector groups will be
difficult to engage).
The focus groups were used to gain a better understanding of those
who are considering their job options and would consider working in a
primary industry role (even if they know very little about the primary
sector and the opportunities within).
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Research approach: Online survey
The online survey was conducted with the general public. Respondents were sourced from Dynata’s online
research panel. At a population level, the data from the survey provides a representative view of New
Zealanders aged 18-59 years based on a total of 1,278 interviews. Within this total, a subset of 602 interviews
were conducted with the target audience, i.e. those who had not worked in the primary industry sector in the
last five years and were one of the following:
• unemployed as a result of COVID-19
• returned from overseas as result of COVID-19 and currently unemployed
• had had their work hours reduced due to COVID-19 and were currently considering their career options
• felt their employment was not stable due to COVID-19.
Throughout this report this target group is referred to as the ‘potential market’.
Specific details on the research methodology are:
• Fieldwork timing: The survey was piloted on Friday 5 June, and fielded between Saturday 6 June and
Thursday 11 June, 2020.
• Survey duration: 4.9 minutes for those who completed the questions directed at the target audience.
• Soft quotas: Soft quotas were applied during data collection based on interlocked region, age and gender
cells to ensure sensible weights would be applied in the weighting process.
• Data weighting: The final data file was weighted by region, age and gender using interlocked cells to
provide a representative view of the general public and the target audience subset within.
Data interpretation notes:
• The margin of error on the total sample of n=1,278 is +/-3% on estimates of 50% at the 95% confidence level. For the subset of
n=602 target audience members, the margin of error is +/-4% on estimates of 50% at the 95% confidence level.
• Percentage totals in the charts shown in this report may not equal 100% due to rounding. Likewise, nett totals may not be an
exact total of percentage figures in the charts due to rounding.
• Some percentages on the charts are not shown if they are very small e.g. if the percentage is 1% or 2%.
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Research approach: Focus groups
Four focus groups were conducted in the following locations: Auckland, Rotorua, Christchurch and Queenstown during the week of 15-18 June 2020.

Focus group participants
The focus group participants were recruited based on the following criteria:
• 18-59 years old
• One of the following:
o unemployed as a result of COVID-19
o unemployed and actively seeking employment
o returned from overseas as result of COVID-19 and unemployed
o income had been, or was about to be, reduced due to COVID-19
and they were looking for alternative or additional work
o income had not been reduced but was at risk due to COVID-19
• Would consider working in primary industries sector
• Had not worked in the primary industries sector in the last 5 years
• Were concerned about job prospects in current/recent sector.
Each focus group contained a mix of:
genders
age groups
sectors (based on previous/current job)
qualification levels.

•
•
•
•

Across the focus groups there was a mix of NZ European, Māori, Pasifika
and Asian ethnicity representation.

Rationale for focus group locations
Auckland: a location that is expecting high job losses and has a large pool
of people to potentially fill primary industry roles. Its residents may have
different motivators and barriers regarding provincial New Zealand, and
they are potentially more in need of a campaign to build awareness and
favourability towards roles in the primary industries.
Rotorua: a location that’s reliant on tourism and hospitality and is likely to
see high job losses. As a provincial centre, its residents may be more
likely to consider working in rural areas (compared to people based in
Auckland). Residents may need to move to a different region (e.g.
Waikato or Hawkes Bay) but could also consider commuting to Waikato.
Christchurch: a location with a larger pool of people to potentially fill
primary industry roles and likely to experience larger job losses due to
being a tourism and hospitality hub. Christchurch differs from the other
focus group locations in that residents would be less likely to need to
move regions given the primary industry roles available in Canterbury.
Queenstown: a location that’s reliant on tourism and hospitality and likely
to see high job losses. Residents are likely to need to move to a different
region to obtain primary industry roles, but also the most likely to not find
many other job vacancies in their local community – so moving locations
for any type of work may be more pertinent.
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Summary of findings (in response to each research objective)
Current feelings and willingness to change career
1. How are those who are impacted feeling about their future and career prospects within their own industries, and are they willing to look at changing careers to a
new industry?
Almost two-thirds (64%) of the New Zealand workforce (aged 18-59-years) are feeling some level of impact on or concern about their income due to COVID-19, either because of
unemployment (5%), reduced income (28%), anticipation of reduced income (7%) or concern over the security of their income (25%). This provides a huge opportunity for the
primary sector to make jobseekers aware of the sector’s needs and encourage them into jobs and/or training.
Those who are impacted are mostly feeling unsure about their future and career prospects within their own industries, for several reasons:
• They’re not sure when the borders will reopen.
• They’re not sure how things will play out in their industry.
• They keep hearing about new cases of COVID-19 and poor quarantine practices, and as a result are concerned the virus may not remain contained.
• They’ve heard there is another wave of unemployment to come (e.g. in September).
However, there are also some who feel there is very little prospect in their current industry – for instance, those who work or worked in roles that relied on income from overseas
travellers (e.g. retail, tourism and hospitality, and in Queenstown and Rotorua).
Of the potential market (those who are unemployed and/or feeling an impact from COVID-19 and not currently in the primary sector), one fifth (20%) are ‘extremely concerned’
about their job prospects in their current or most recent sector, while another 18% feel ‘moderately concerned’ and 49% feel somewhat or slightly concerned. Only 8% are not at
all concerned (and 3% don’t know).
As a result of job impacts or concerns and time to think over the lockdown, some people are re-evaluating their circumstances and lifestyle choices – for example, thinking about
finding work they more fully enjoy, moving to a place where there’s more work available, spending more time feeling calm, spending more time with their children. These are
potential creative territories to consider for campaign images or messages – i.e. to connect with what some people are already thinking about.
From a broader perspective, people are generally feeling worried or uncertain – they want to feel secure/safe, happy, relaxed, optimistic and/or excited. Portraying these emotions
in creative images will help people connect with the campaign messaging: to help them feel like that is where they want to be or who they want to be. For example, in the creative
concepts that were tested, people connected with the ‘relaxed’ feeling in the farm drive image, the ‘optimism’ and possibilities represented by elements in the farmyard scene and
the ‘excitement’ of a drone or new technology/science.
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Summary of findings
When it comes to thinking about the type of job that would be ideal, people reflected on how they felt during lockdown, and for some, how they’d been treated by their employers
over the COVID-19 period. People’s ideal job involves work and a working environment they enjoy, that lines up with their personal values, has variety, and a chance to progress
and make a difference. Pay is a core factor, along with financial stability: people feel they need a minimum level of pay to cover their bills and rent/mortgage. These are factors to
consider in developing campaign message and content, as these things will connect with what people are already thinking about and desiring.
Willingness to consider changing job sector is high. Of the potential market (those unemployed and/or feeling an impact from COVID-19, and not currently in the primary sector),
two fifths (38%) would ‘definitely consider’ working in a different sector to their current one, with another 43% stating they would ‘probably consider’. Those who are most willing
to work in a different sector are from the tourism, aviation, transport/logistics, retail and hospitality sectors. Females are more likely than males to consider working in a different
sector, along with those who are unemployed due to COVID-19 (as may be expected). For those who wouldn’t consider a different sector, their key reasons are that they like
their current industry, they feel they’re only trained for or have skills that fit their current sector, or they feel they lack skills/experience in or familiarity with other sectors. Those
who are less likely to consider a different sector are more likely to be male, living in Southland, working in the construction/infrastructure/engineering sector and they are less in
need of work at present (i.e. their income is not reduced but they feel at risk).
Some people would be willing to relocate for work. People in Rotorua seemed a little more willing than those in Auckland, Queenstown or Christchurch. For those in Rotorua who
are willing, they feel they may need to out of necessity; those in Queenstown love the lifestyle and feel their job prospects will eventually improve, while those in Auckland feel
the city is one of the best places to find other sources of work; they’re also less willing to move away from city infrastructure/facilities and family.
With regard to general awareness of job opportunities, people felt there were few options at present. Some people had heard there were jobs in construction, trades,
supermarkets, or fruit-picking. Fruit-picking jobs were not seen as ‘ideal’; they were seen as an option only if people were desperate, due to perceptions that it is hard, physical
work with very low pay. If the redeployment strategy needs to encourage New Zealanders into fruit-picking roles, these barriers need to be addressed.
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Summary of findings
Perceptions of primary industries
2. What do they know and perceive about the primary industries (i.e. do they know it is more than working on farms, in orchards, etc)?
The potential market feel they have very low awareness of the different fields and roles in the primary sector. Only 12% feel they know at least ‘quite a lot’ about the fields/roles
in the sector. This underlines the need for an awareness campaign about the primary sector and the jobs available within it, in order to encourage more people into the sector.
Based on their current perceptions, the primary sector is viewed very favorably. That is, it is seen as the backbone of New Zealand, the heartbeat of the country and one of the
most stable sectors, producing high quality products. People feel proud when they think about the sector. People respect those who work in the industry. However they do not
see it as an ideal job for themselves due to perceptions of hard physical work, long hours and low pay.
People mostly associate the primary sector with farming and to a lesser extent fisheries, forestry, transportation and processing. The term ‘primary industries’ also leads many to
incorrectly assume the sector includes other fields, such as health and construction. This suggests that the term ‘primary industry’ should not be used in isolation when
communicating with the general public – it’s a term that needs explanation. Alternative terms were tested and discussed in the focus group; the best possible improvement on
‘primary industry’ was the ‘land and sea industry’.

This is how people currently see the primary
sector (and how it is mostly portrayed) – it is
hard work, ‘dirty’ and traditional.

People think this needs to be added to the traditional
view – it makes the primary sector exciting,
contemporary and clean. It is believable and desirable.

Not sure

Needed

Current

In terms of how the primary sector is currently seen and how it could be seen, there is room – and a need – to present a more contemporary, ‘clean’ and exciting vision.

People understand that these are the end products from primary
inputs, but they debate whether they are part of the primary
sector. It also causes confusion as to where the sector ends.
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Summary of findings
3. What roles do they think could be available and suited to them within the primary sector?
Based on current perceptions, most people do not feel there is an ideal job for them in the primary sector due to perceptions of hard physical work, long hours and low pay.
There were a few people who were harboring desires to work in the primary sector e.g. for the lifestyle, rural setting or love of working with animals.
However, once the range of jobs available was explained in the focus groups, people’s perception of primary sector jobs moved from an assumption that they’re mainly labourbased roles to include skills-based roles. They became aware that the primary sector offers roles in offices, in labs and on the road. As a result, people now felt the primary
sector could offer an opportunity for them. This further confirms the need for an awareness campaign about the primary sector and the jobs available within it, to encourage more
people into the sector. As part of this, the general public needs an explanation of how professional services roles fit into the primary sector and the availability of these roles –
this is currently difficult for people to understand.
Based on the quantitative research, people are most interested in working in horticulture, viticulture and forestry. They are least interested in fisheries and beef or lamb farming.
Across the work types, people are most interested in business/management roles (e.g. accounting, marketing, staff management, health and safety advice, sales, consultants),
followed by food processing, physical work, and planting/growing/harvesting trees, plants or crops.

4. If there was the opportunity of either an immediate job or a long-term career in the primary industries, would they be interested in learning more?
After an explanation of the fields and types of work available in the primary sector, including lab and office-based roles, many people (88%) in the potential market would
consider a primary sector job. People are interested in learning more. But it should be noted that it is the explanation of the ‘types of work’ that really pushes up
consideration/interest. That is, when presented with different fields (e.g. horticulture, farming, forestry), many (41%) indicated they would not consider those fields, but once
presented with a range of roles (e.g. business/management, science/research, driving, food processing, working with tools/machines) many more people were open. These
findings point again to the need for an awareness campaign, so that the general public understands the range of roles in the primary sector. It’s important to ensure that the types
of work are explained (not just the fields) to really boost consideration.
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Summary of findings
Motivations and barriers to working in primary industry
5. What would motivate them to consider a role in the primary industries?
In the quantitative research we asked people why they might consider working in a primary sector role. For one third (32%) of people it’s an area of interest; for example, they
like animals/plants, working with animals/plants or being close to nature. Just under a quarter (22%) felt their current skills would fit the type of work. One sixth (15%) are
motivated because they’re seeking change, open to change or open to gaining new skills. Another 9% are motivated because they’re open to anything and need the money, and
8% like ‘hands on’, physical or outdoor work associated with primary industry.
The qualitative research found similar motivations, and with more time to think, many people also stated they are motivated by the personal reward that comes with working in
the primary sector, in terms of seeing tangible outcomes or difference because of their work (e.g. watching something grow or being produced as a result of one’s labour).
People commented that making new friends and the bonding that can happen as a result of working on a farm, orchard or vineyard is also a key motivator – and might help them
get through the less desirable ‘hard work’ aspect. These motivators were based on people’s current knowledge of the primary industry. Once they were given a broader definition
of the sector, some people were also motivated by the use of technology, science, research and innovation.

6. What are the barriers to considering a role/career in the primary industries? (e.g. salary, location, type of work required)
In the quantitative research we asked people why they would consider other sectors but would not consider the primary sector. The most common reason was that people are
just not interested; they enjoy their current industry and aren’t looking for a change. This was followed by one quarter (24%) who mentioned a lack of skills or experience and
14% who stated that they’re either not interested or are unable to do ‘hands on’ jobs or physical work. These latter barriers may be reduced if people are made aware of the
range of roles available in primary industry as well as the on-the-job training opportunities.
No-one in the quantitative research spontaneously mentioned relocation as a reason not to work in the primary sector. However, when asked directly, one fifth (20%) of the
potential market stated they would not consider moving to a different region for primary sector work and 30% said they would ‘probably not’ consider – this suggests relocation is
a barrier for about half of the potential market. People were less likely to consider relocating if they were female, older (50-59 years), living in Southland, or working part-time. Of
some encouragement, 8% said they would ‘definitely consider’ and 39% said they would ‘probably consider’ relocating for a primary sector job.
In the qualitative research people did mention location of primary sector work as a potential barrier if it involved either relocation or long commutes. Other barriers to considering
primary sector roles raised in the qualitative research were: perceptions of lower pay, long hours, hard physical labour, risk of injury, not having the applicable skills or
qualifications, and the time/effort required to learn new skills or gain qualifications.
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Summary of findings
7. Do they think their skills are transferable to other industries, and if yes, what are their key transferable skills?
Based on their current knowledge of the primary sector, most people felt they did not have many transferable skills, apart from those who felt they could do physical work. Once
people understood the wider range of roles available in the primary sector, however, many felt they had professional skills they could apply (e.g. IT, sales, marketing, driving
skills, machine operation and maintenance skills), as well as possessing the general traits of good workers such as organisational skills, willingness, reliability, eye for detail,
good work ethic and so on.

8. Are they open to retraining/education for roles/careers in the primary industries?
Some people who had been in their fields for a long time felt they would be unlikely to retrain, unless they had no other options at all. These people would prefer to reapply the
skills they have – especially given the risk that they may not end up liking the work. Some people are open to training/retraining but loss of income over this time is a major
barrier. Others are very open to learning under the following types of scenarios: if they can do it online; while they have a mortgage holiday (i.e. they don’t need to be working to
pay the mortgage); if their partner is working and has a good income; if they were really unhappy in their previous job; if the training is free (no cost), and/or if the training course
is short (e.g. one week).

Information, support and creative/messages to encourage consideration of primary industry roles
9. What tools/support could help overcome barriers to a role/career in the primary industries?
In considering a primary sector role, people would firstly seek more information. After viewing the creative concepts in the focus groups, many people were keen to visit the
opportunitygrowshere.nz website. Here they would be expecting to find four types of information:
1. Generic information, such as general descriptions of the range of jobs in the primary sector, career pathways, a career-match quiz, types of support available, key locations
for work, location information, availability of jobs by work type, training information.
2. Lists of actual jobs, including for each job: the job description, hours, location, pay, any benefits or allowances, any accommodation arrangements.
3. Reassuring information as to why they should choose a primary sector role (e.g. job security, growth opportunities, rewarding pay).
4. A place to register their interest to be able to chat with someone with regards to their options and/or to receive jobs that match their skills/interests.
We also suggest that on the website people also need to see:
5. Reminders of their personal key motivators for working in primary industry and/or for their ideal job generally: for example, animals, plants or being close to nature; it being
time for a change or to learn new skills; hands-on, physical or outdoor work; seeing the difference from their work; the use of technology, science, research and innovation; to
feel secure, safe, happy or relaxed; to enjoy what they do; to have a job with variety; to work with people they enjoy working with, to experience those bonding moments.
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Summary of findings
In terms of support that might help overcome barriers to a role/career in the primary industries, people suggested the following areas:
• Support with relocation (e.g. with moving costs, providing initial accommodation, assistance with loss in property equity).
• Support to make training financially viable (e.g. provision of on-the-job training, support with training costs, job guarantee at the end of training).
• Support with the costs associated with longer commutes (e.g. fuel and mileage compensation, paid commuting hours).
• Support with the costs of special clothing or equipment requirements.
• Support to trial a job or the type of work (e.g. having the option to trial a job before moving to a location permanently, having 90-day trial periods).
• Mental health support: for people who have relocated.
• Support with job applications (e.g. how to prepare a CV when your experience is in a different sector).

10. What type of creative approach and messages would encourage the audience to consider a role/education/career in the primary industries?
Revisiting the earlier findings, below is a list of the creative territories that could be considered or combined, based on current feelings, ideal feelings, ideal jobs and the less wellknown but desirable roles in the primary sector.
• Secure/safe/stable: being in a location and/or in a sector with job security, with secure/good pay, where they are not worried about losing their home.
• Peaceful/relaxed: finding calm in a busy world.
• Enjoyment/bonding: enjoyable jobs, enjoyable working environments, spending more time with children, bonding with like-minded/fun people.
• Excitement/optimism/opportunity/challenge: excitement about the future, jobs with variety and a bit of challenge, jobs with technology and innovation.
• Making a difference: working in roles that align with their personal values, seeing a difference as a result of one’s work.
• Contemporary/clean/fresh: as opposed to the traditional view of dirty, hard work; with scientists, researchers and professionals.
• Animals, plants or being close to nature: working outdoors, being ‘hands on’, being physical.
• Time for a change: in location, to gain new skills, to find a new career, using current skills to work in a different sector.
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Summary of findings
The creative concepts/elements that tested well in the focus groups were:

People who did not
resonate with one
concept, typically
did with the other.

•
•
•
•

It's direct.
It’s clear.
‘Jobs’ catches people's eye.
‘Because I need a job, I would read it.’

• It’s seen as clever: people
understand/like the pun, they like the
association with ‘growth’ and the
primary industry.
• It gives people hope – it makes people
smile.
• It makes people want to find out more.

• Creates strong emotional
connection/engagement with people
who have considered moving to rural
areas, who like rural areas or like
nature.
• Image suggests opportunity and
optimism.
• Image suggests peacefulness and
relaxation.
• Image expresses a wide range of
opportunities without being specific.
• People can see themselves in that
scene.
• Is a reminder to make that change.

• Creates strong engagement for
males and those who like, or work in,
technology, science or business.
• Tagline confirms what some people
have already considered.
• Tagline is powerful, ‘it’s a challenge’.
• Tagline and image attract attention,
thought and willingness to read on.
• Suggests job/career opportunities
and a range of possibilities.
• It suggests contemporary/fresh/clean.
• Suggests working on the land –
without hard labour.
• Pushes sector into 21st century.
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Summary of findings
The creative concepts/elements that tested less well in the focus groups were:

• Suggests tiring, repetitive,
boring work.
• Suggests grape-picking only.
• Suggests seasonal (not
secure) work.
• Suggests long working days
– as sun is just rising/setting.

• Instant negative reaction that
robots take jobs away from
people.
• Image not directly related to
primary sector e.g. ‘is it time
to become a vegetarian?’

• Relevance of image unclear
and confusing.
• Suggests unhappiness.
• Suggests migrants (not ‘us’).
• Suggests time to have a
family.
• Suggests time to sponsor a
family.
• Tagline is too upheaving life has already been
changing too much. ‘Time to
change your mind’ is a
preferable/softer approach.

• Suggests a volunteering
opportunity.
• Feels like patriotism – like an
army recruitment poster.
• Feels like a guilt trip.

• Suggests hard, boring, backbreaking work.
• Suggests low-paid work:
‘minimum wage’.
• Suggests transient jobs,
seasonal work, not secure.
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Recommendations for attracting and transitioning potential career changes
1. Increase awareness of sector and jobs/roles available
•
•

Only 3% of those who are feeling impacted by COVID-19 and would consider working in a
different sector, feel they know ‘a lot’ about the types of fields and work in the primary sector.
With regards to job availability, potential career changes are mostly only aware of job
opportunities in fruit-picking = undesirable hard physical work with very low pay.

2. Increase favourability as ‘a sector for me’
•
•
•
•
•

Primary sector is currently viewed very favourably, as the backbone of NZ, the heartbeat of the
country, a stable sector, producing quality products.
But it’s ‘not for me’ = hard physical work, long hours and low pay.
Career changers need to see the contemporary, ‘clean’, ‘exciting’ aspects to encourage them
into the sector.
Career changes need to be more aware of the skills-based roles (in addition to the labour-based
roles) and the opportunities in offices, labs and on the road (i.e. as well as those on farms).
Favourability increased by listing the types of work, rather than the fields.

3. Attract via key motivators (what potential career changes seek/desire)
•
•
•
•
•
•
•

Emotional motivators: To be secure/safe, happy, relaxed, peaceful, optimistic, excited.
General workplace attributes: enjoyable days, with opportunities, seeing a difference as a
result of work, being respected, variety within the role, the bonding/people.
Interests: animals, nature/outdoors, plants, technology, research, innovation.
Lifestyle benefits: calm, more time with children, financial stability, rural setting.
A place for their skills: to be able to transfer skills if they take up a new role - they can see this
in the primary sector once they understand the types of work (beyond the fields).
Time for a change: including new location, type of work, lifestyle and new skills.
Range of opportunities within the sector: including availability and types of work – potential
career changes responded well to the ‘opportunitygrowshere’ tagline.
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Recommendations for attracting and transitioning potential career changes
4. Address key barriers
•

•

•
•
•
•

Lack of skills, qualifications or experience = this barrier is reduced once they understand
the range of roles within the sector (i.e. career changes felt they could bring skills such as IT,
sales, marketing, driving, machine operation, maintenance skills, etc. and/or their general
employable skills e.g. willingness, reliability, eye for detail, good work ethic, etc.)
Loss of income to gain qualifications = may be reduced:
• Via online training
• While on a mortgage holiday
• If partner is working and has good income
• If training is free or low cost
• Short training courses (e.g. one week)
• On-the-job training opportunities
• If very unhappy in previous sector
‘Hands on’, physical work, long hours, risk of injury = awareness of range of roles within
the sector helps to overcome this.
Perceptions of low pay
Relocation: Half would not consider relocation – some more likely to consider with support.
Long commutes: Not desirable – but more doable with support.

Potential career changes, suggested the following would help overcome barriers:
• Support with relocation (e.g. with moving costs, providing initial accommodation, assistance with loss in property equity).
• Support to make training financially viable (e.g. provision of on-the-job training, support with training costs, job guarantee at the end of training).
• Support with the costs associated with longer commutes (e.g. fuel and mileage compensation, paid commuting hours).
• Support with the costs of special clothing or equipment requirements.
• Support to trial a job or the type of work (e.g. having the option to trial a job before moving to a location permanently, having 90-day trial periods).
• Mental health support: for people who have relocated.
• Support with job applications (e.g. how to prepare a CV when your experience is in a different sector).
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DETAILED FINDINGS
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A. Impact of COVID-19 on the
workforce

19

From the quantitative research:
COVID-19’s impact on the New Zealand workforce
How has the workforce been impacted by COVID-19?
Almost two-thirds (64%) of the New Zealand workforce (aged 18-59 years) are feeling some level of impact on or concern about their
income due to COVID-19, either via unemployment (5%), reduced income (28%), anticipation of reduced income (7%), or concern over the
security of their income (25%).
What does this mean for the size of the potential market for redeployment to primary industry?
If we add to the above group those who are seeking employment not due to COVID-19, and exclude those who are/have been employed in
the primary sector, we get a ‘potential market’ for primary sector jobs of 57% of the workforce (aged 18-59 years).
This provides a huge opportunity to increase awareness of the needs of the primary sector and to encourage jobseekers into training/jobs.
Who has been impacted by COVID-19?
The workforce who are more likely to be feeling impacted are male, under 40 years, from Auckland, Northland, Bay of Plenty, upper South
Island or Otago, and non-NZ Europeans (i.e. they are Māori, Pacific peoples, Asian or other ethnicity). Gaining further insights by just
looking at the ‘potential market’*, they are also more likely to have a degree qualification. In fact, half have a university degree, two thirds
live in a city and are/were mostly in hospitality, retail or professional services. All these groups should be taken into consideration when
thinking about the redeployment strategy.
Those more in need of jobs now (currently seeking employment) are female, Māori and/or Pacific peoples, under 30 and living in Waikato,
Otago, Canterbury or east Auckland; they previously worked in the hospitality, tourism, retail or sport and recreation sectors, and are less
likely to have a degree qualification. These latter groups are the key targets to consider for the ‘jobs are here’ (i.e. immediate) campaign
messaging.
* ‘Potential market’ definition: those in the 18-59-year-old workforce who have felt an impact from COVID-19 (i.e. job loss, reduced income or concern over future income), or are actively seeking
employment not as a result of COVID-19, and have not been employed in the primary sector in the last five years.

See appendix for detailed information on the quantitative findings.

20

B. Current feelings and
willingness to change career
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Firstly, from the quantitative research:
Current levels of concern and willingness to change sector
How many in the ‘potential market’ are concerned?
One fifth (20%) are ‘extremely concerned’ about their job prospects in their current or most recent sector; with a further 18% feeling
‘moderately concerned’.
How many in the ‘potential market’ are willing to consider working in a different sector?
Two fifths (38%) would ‘definitely consider’ working in a different sector, with another 43% stating they would ‘probably consider’. Only 5%
felt they ‘would not consider’ working in a different sector.
Who is most concerned and also willing to work in a different sector?
Those in tourism and aviation are feeling the most concerned and are also the most open to working in a different sector. Likewise, those
who are unemployed due to COVID-19. These should be considered as key target groups for the redeployment strategy.
Who is not necessarily more concerned, but more willing than others to look at a different sector?
Females and those in the transport/logistics, retail and hospitality sectors are also more willing than others to consider a different sector;
also indicatively (i.e. not statistically significant) those in Northland, Waikato, Manawatu/Whanganui and the South Island (excluding
Southland). These should be also be considered as key target groups for the redeployment strategy.
Why are some people closed to working in a different sector?
Mostly because they like their current industry, they are trained or have skills that fit their current sector, or they feel they have a lack of
skills, experience or familiarity in other sectors.

See appendix for detailed information on the quantitative findings.

22

And what does the qualitative research tell us about how people are feeling?
Those who are feeling impacted by COVID-19 have been through a lot over the last 3-4
months, with some ups and some downs, and their future is still uncertain
Impact of
lockdown
The COVID-19
lockdown gave people
time to evaluate what’s
important. Some people
had some hard stuff to
deal with over
lockdown. Some people
loved it. Some
experienced both.
But most people found
value in spending time
with their families/self,
having time to relax and
‘not rush around’, to
‘centre’, to ‘calm down’,
to ‘focus on basic family
stuff’ and ‘spend time
with the kids’.

Feelings about prospects in current industry

Openness to changing sector

Most are unsure about the prospects in their current industry for several reasons:
• They’re not sure when the borders will open.
• They’re not sure how things will play out in their industry.
• They keep hearing about new cases of COVID-19 and poor quarantine practices,
and as a result are concerned that the virus may not stay contained.
• They’ve heard there is another wave of unemployment to come e.g. in September.
‘It’s a wait and see at the moment.’ (Auckland, Male, 46 years, Degree)

Most people are open to working in a
different sector – especially if they can
transfer their skills. Some are already
thinking about options for a change.
‘I definitely want to make changes, do
something different. It’s a good time to make
a change – isn’t it? Do something different.’
(Christchurch, Female, 59 years, Diploma)

There are some who feel there is little prospect in their current industry, mostly those
from sectors that relied on income from overseas travellers (e.g. retail, tourism and
hospitality, especially in Queenstown and Rotorua).
‘In hospitality, jobs that I have applied for on Seek, it’s something that I could very
easily do and I have 10 years of experience behind me, but I still get an email from
Seek saying that my application isn’t likely to progress, because there was over a
thousand applicants. That’s been for a couple. I think the lowest I’ve seen is over a
hundred at least.’ (Auckland, Female, 25 years, School qualification)

‘IT is pretty much the only job skills that I
have. I’m open to other options though.’
(Rotorua, Male, 38 years, Degree)

On the other hand, those in health who have had their hours reduced were feeling ok
about their prospects in their sector.

Some are open to taking jobs with lower pay
if there is the opportunity to progress.
‘I might take a manual labour role, with the
opportunity to grow within the industry and
become supervisory manager, or something
different but in the industry.’ (Auckland,
Male, 46 years, Degree)

Time over lockdown and uncertainty about job security or job prospects have resulted in some people feeling they may need a change.
A change to doing something they more fully enjoy, to be somewhere they more fully enjoy, to do what they need to do for their family (including relocation).
These are potential creative territories to consider for campaign imaging and messages.
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Those who are feeling impacted by COVID-19 are feeling worried and concerned
Most are currently feeling:
•

Worried, anxious, stressed, concerned, uncertain (due to job
security and/or what the future holds)
‘I don’t like being on edge the whole time. I’m waiting on the
next big shit to happen. What’s going to go wrong next?’
(Christchurch, Female, 36 years, Degree)

Some are also feeling:
• Insecure (questioning self, their skills, how they would perform
in an interview, asking themselves ‘how valuable am I?’)
• Deflated
• Angry/mad and frustrated: due to some businesses
appearing to be more profit-driven than people-driven
throughout the pandemic, which they feel has been
demonstrated by poor communication with employees, poor
decisions and actions, and layoffs of staff despite large profits
in previous years.
• Sad: (especially in Queenstown) at losing co-workers, as well
as friends who were on visas.
• Powerless: for those who can’t find work or feel stuck in their
current role. Some also commented that it feels like employers
have a lot of control at present and there is more pressure for
employees to perform: ‘Make a mistake and you’ll be out’.

A few are feeling:
• Terrified (e.g. about not being able to pay the mortgage and therefore the risk of losing
their house)
• Shocked: because of how fast things happened e.g. how quickly lockdown began, job
losses occurred and things became uncertain. ‘Still feels kind of surreal.’
Alternatively, a few are feeling:
• Motivated: to start afresh, to do something different, to learn something new, to work out
what they want to do. They feel the pandemic has allowed them to re-evaluate their
situation and offered them ‘a bit of time to have a breather’.
o ‘You’ve had the time to look into the different avenues, because you’ve had four
weeks at home. You’ve had a lot of time to re-evaluate the different paths and what
you want to do with your life.’ (Queenstown, Female, 36 years, Certificate)
• Optimistic/hopeful: that things will be ok. That they will find something better. Feeling
lucky to be in New Zealand.
o ‘I think we’ll pull through. We did such a good job with the COVID thing, even though
I’ve lost my job (I knew that we probably all would), it’s still the best thing to do, so it
had to be done. I think, well, New Zealand’s gonna be better off, I’ll become a farmer
or something and talk to cows. Yeah, something will come up. I think we’ll just change,
it’s not gonna crush us like what I thought it could do.’ (Queenstown, Male, 48 years,
School qualification)
o ‘I used lockdown to really hone in on what I didn’t want anymore. I wanna be valued,
so I’m hopeful of finding something where I feel that.’ (Christchurch, Female, 59
years, Diploma)

These emotions are how people currently feel. People will be searching for opportunities to not feel, or to resolve, the negative emotions. They will be drawn to
creative images that show the opposite of these negative emotions. Likewise, those who are currently feeling the more positive emotions of motivation and
optimism will have their feelers out for opportunities to make use of their motivated energy and/or their expectation that something will come their way.

24

Those impacted by COVID-19 instead want to feel secure, safe, happy and relaxed
Most people primarily want to feel:
•

Secure/safe/stable – to know they have a regular pay cheque, to be able to make plans again, for things to be normal again.
o ‘Just secure, that everything that’s up in the air is secured, and knowing you have a pay cheque that’s not just below minimum or bare minimum.’ (Rotorua,
Male, 36 years, Diploma)
o ‘Losing your job, you’ve lost that sense of security of your income and livelihood.’ (Queenstown, Female, 36 years, Certificate)

People also want to feel:
• Relaxed/happy/content/worry-free/peaceful
• Optimistic/hopeful: that things are recovering and improving
• Excited: about the future
• Valued: by their employers, ‘I wanna be valued’
A few people also raised that they want to feel:
• That they are contributing: e.g. that they are helping the country/economy recover. However, these people also felt this was secondary to the emotions listed
above – i.e. that maintaining the collective spirit of lockdown is less important than keeping your house and your family fed.
o ‘I have to feel like I’m contributing. That’s just who I am. Being a worker and providing for my family is really important to me. As well as contributing to the
community and building us back up – getting the wheels turning again. If I can do that, I want to do that. I want to be part of it. But there is a selfishness that
I’ve got, that I also want and need to pay my mortgage.’ (Rotorua, Female, 35 years, Postgrad degree)

These emotions are how people want to feel. Portraying these emotions in creative images will help people connect with the campaign messaging. To help them
feel like that is where or who they want to be. For example, in the creative concepts that were tested, people connected with: the ‘relaxed’ feeling in the farm drive
image, the ‘optimism’ and possibilities represented by elements in the farmyard scene, and the ‘excitement’ of a drone or new technology/science.
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People share similar thoughts on the characteristics of an ideal job and these mostly
relate to self-fulfillment (in terms of ultimately feeling secure/safe, happy and relaxed)
Characteristics of people’s ideal job
•
•
•

•
•
•
•
•

•
•
•
•
•

Doing something you enjoy: so you ’want’ to go to work, rather than ‘need’ to go to work.
Working with/for people you enjoy being with: good colleagues (that you want to be around and talk to) and good managers who treat their employees well.
o ‘Sometimes it’s the people that make the job, not the job.’ (Queenstown, Female, 36 years, Certificate)
Being respected/supported/valued: where employers respect staff for what they do and provide good support. ‘Not just a number in a faceless multinational’.
o ‘One of the experiences of this in my industry, we employ people and they get thrown into the job and then their managers just leave them to it. They don’t
get supported and they end up being burnt out within six months.’ (Auckland, Male, 46 years, Degree)
Doing something worthwhile/fulfilling: that’s worthwhile or meaningful for them personally. Something that aligns with their values.
Feeling like you’re making a difference or contributing: to something that’s important to you.
Good pay: because you have to pay your bills.
Job security
Financial stability: receiving a regular and reliable income.
o ‘Even if it’s not a great income, it’s still certain that you’re gonna work this many hours and you’re gonna get paid this much each week or each fortnight.’
(Auckland, Female, 25 years, School qualification)
Fun: because it makes a job enjoyable.
A little bit of a challenge: so that the job is not easy all the time which can get boring: for example, ‘coming across something random you need to deal with’.
Having variety: not just the ‘same old mundane thing’.
Having goals within the company: with a chance to advance/progress, ‘cos you don’t want to get stuck’.
Work/life balance: including flexibility, and for some, a four-day working week to allow for family time and/or mental and physical health.
Due to time to think over the lockdown and the COVID-19 job losses, people are placing value on the ideas of doing something they enjoy, having a job that is
secure, and working for an employer who values people over profit. As a result, people’s ideal job involves work and a working environment they enjoy, that lines
up with their values, has variety, and a chance to progress and make a difference. Pay is also a core factor: along with financial stability, people want a minimum
level of stable pay to cover their bills and rent/mortgage.
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People are not aware of many job opportunities, only some in the trades, supermarkets
or fruit-picking
Many people felt there were not many job opportunities at present.
o ‘It’s difficult, very difficult to find another job right now. Right now, a lot of people are losing jobs in every sector, basically every sector of industry.’ (Rotorua, Male,
38 years, Postgrad degree)
o ‘Basically, for four weeks I was hunting for jobs every single day. I didn’t take one day off for 20 days straight, I was just finding jobs. I had no job interviews, so I
was pretty disappointed and cut up with that.’ (Rotorua, Male, 38 years, Degree)
o ‘Jobwise, there’s nothing out there and there's so many people going for them. I’m feeling not hopeful.’ (Christchurch, Female, 36 years, Degree)
Some people had heard of a few job opportunities:
• Within the trades: Some had heard there may be job opportunities in construction and home maintenance (e.g. builders, painters, repairers, electricians,
plumbers, labourers). This was also based on hearing that the government was offering a subsidy to employers who take on new apprentices.
• At supermarkets: ‘There was work during lockdown, in Countdown and New World and Pak’nSave.’ (Auckland, Male, 33 years, School qualification)
• Within primary industries:
• Some thought there might be fruit-picking (seasonal) jobs. However, most felt they would only consider these jobs if they were ‘desperate’, due to perceptions
of hard physical work and low pay. People felt the pay and conditions would need to be improved for New Zealanders to work in these jobs.
o ‘Fruit-picking work, I’ve seen advertised.’ (Queenstown, Male, 38 years, School qualification)
o ‘I saw in the news and they say that they need, somewhere or other, hundreds of thousands of fruit-pickers.’ (Auckland, Male, 43 years, Degree)
o ‘Kiwis don’t want to do it. It’s quite hard manual labour.’ (Auckland, Male, 46 years, Degree)
o ‘I think Kiwis would do it, if they were paid properly and treated properly, like human beings. Whereas migrants are, like, happy to take less than what
they deserve because they need money.’ (Queenstown, Female, 23 years, Degree)
o ‘I would [consider fruit-picking]… it would be a means to an end, but I would.’ (Rotorua, Male, 27 years, Postgrad diploma)
•
A few had a general understanding that farming was doing well at the moment.
o ‘I know from when I’m watching the news… Pretty much all the farming industries, almost everybody was going gangbusters, it was going really well,
they’re financial. Farming’s cranking and the kiwifruit export, they can’t supply enough, and some other farming markets are like that.’ (Queenstown,
Male, 48 years, School qualification)
With regard to job opportunities, people felt there were few options at present. Some people had heard there were jobs in the trades, supermarkets or fruit-picking.
Fruit-picking jobs were not seen as ‘ideal’ jobs; they were instead seen as jobs for if they were desperate, due to perceptions of hard physical work and very low
pay. If one of the aims of the redeployment strategy is to get New Zealanders into fruit-picking roles, these barriers need to be addressed.
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C. Perceptions of primary
industry

✓

✗

✗

✓
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Firstly, from the quantitative research:
Awareness and consideration of primary industry sector fields and roles
Do those in the ‘potential market’ feel they have a good understanding of the primary industry sector?
No, only 12% of those who would consider working in another sector feel they know at least ‘quite a lot’ about the fields/roles in the sector.
This confirms the need for an awareness campaign about the primary sector and the jobs available within it to encourage more people into
the sector.
Of those in the potential market who are open to working in another sector, what proportion would consider a primary sector field
or role?
Many (88%) would consider a primary sector field or role. But it’s the explanation of the ‘types of work’ that really pushes up consideration.
That is, when presented with different fields (e.g. horticulture, farming, forestry), many (41%) indicated they would not consider those
fields. However, when presented with a range of roles (e.g. business/management, science/research, driving, food processing, working
with tools/machines) many more were open. These findings suggest that the general public needs to be made aware of the range of roles
in the primary sector and that leading simply with the fields is likely to receive lower consideration.
What are the willing most likely to consider?
Across the primary sector fields, people are most interested in working in horticulture, viticulture and forestry. They are least interested in
fisheries and beef or lamb farming.
Across the work types, people are most interested in business/management roles (e.g. accounting, marketing, staff management, health
and safety advice, sales, consultants, etc.), followed by food processing, physical work, and planting/growing/harvesting trees, plants or
crops. Of the list of work types provided in the survey, people are less interested in wool processing.

See appendix for detailed information on the quantitative findings.
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And the qualitative research tells us…
People’s associations with primary industry are very favourable – but they wouldn’t want
to work there
Primary sector association (based on current knowledge)
The primary industry sector is viewed very favourably. It is seen as:
• the backbone/foundation of New Zealand. In two ways:
• providing for New Zealanders: people feel ‘comforted’ knowing that the sector is there to supply the country with food.
o ‘New Zealand would be in a really good position to sustain ourselves and look after ourselves.’ (Rotorua, Male, 38 years, Degree)
o ‘They are the one who is the foundation of the economy. They’re supporting the whole country.’ (Auckland, Male, 43 years, Degree)
• supporting the economy: by providing many jobs and a large amount of export revenue.
• producing high quality products: e.g. top-grade dairy, meat, fruit, vegetables and seafood.
• the heartbeat of our country
• ‘It’s the stuff that keeps everything moving forward and keeps everything turning over.’ (Rotorua, Female, 35 years, Postgrad degree)
• one of the most stable sectors.
• ‘I think that's where the money is, because of how important it is. The government will not let something happen to that one, because they know how
important it is for their economy. That's always secure there.’ (Christchurch, Male, 30 years, Degree)
However, the primary sector is also associated with:
• hard physical work
• low pay
• long hours.
As a result, many of those impacted by COVID-19 felt they would only work in the primary sector out of desperation.
Note: Only one person associated the primary sector with waterway pollution. Most feel the industry is ‘more aware of things now and they’re trying now’, ‘the
sector is doing alternative things now’ and ‘it will take a while to see the positive impacts’.
People are very favourable towards the primary sector. They perceive jobs in the primary sector as mostly involving working on farms and in orchards – the type of
work you need to be physically fit for as it’s ‘hard’ and ‘tiring’ work. People recoil at the thought of hard physical work and long tiring days.
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Interestingly, most people felt that any (fit) person could work in the primary sector
- but most people didn’t feel they would be fit enough to work in the sector
Perceptions of who works in primary industries
Encouragingly, most people thought that ‘anyone’ could work in the primary sector, but mostly people who are healthy, fit and physically able. However, most
people felt they would not be fit enough to work in the primary sector.
Only a few people also mentioned traits in addition to the physical:
• Practical and logical thinkers
• Good at adapting to different circumstances
• ‘Hands-on skills’ with good common sense: ‘number 8 wire attitude’
• Good planners and managers.
‘In farming and agriculture, you can’t just walk up and be like, I could do that. There’s a lot to learn and a lot of strength to build up, physically and mentally. I just
make coffee: I learnt that in two weeks.’ (Auckland, Female, 25 years, School qualification)
Only a couple of people thought of traditional farming stereotypes: ‘males in small shorts and big boots’.
Most people did not think of the primary sector as including less-physical roles such as scientists, researchers, technicians, IT, marketing, management, drivers,
and so on. Initially only one person mentioned that the sector covers a full spectrum of roles ‘from fruit-pickers and milking cows – to IT and CEOs’. Some people
got to this understanding once they had thought about it, but it was not top-of-mind for many.
On receiving an explanation of the wide variety of roles in the primary sector, many people felt encouraged that they could in fact have a role in the primary sector
– for example, driving or using technical/professional skills rather than physical skills. Furthermore, people’s perception of who could work in the primary sector
moved from anyone who is fit to anyone who’s willing to learn new skills, i.e. the perception moves from primarily labour-based roles to include skills-based ones.

Encouragingly most people didn’t see the primary sector as only for the stereotypical ‘burly farmer’. However, there is still a perception that it’s only for the
physically fit. However, once the full spectrum of primary industry roles are explained, they can see an opportunity for themselves.
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People’s understanding of what the primary industry includes is mixed – it’s a term that
needs explanation
People’s current definition of primary industry

People’s misinterpretation

‘Primary industry’ is not a well understood term. It does not clearly define
the industry and is interpreted in different ways by different people.
Approximately half the focus group participants took a guess at its meaning,
with a few not thinking of farming or anything associated with primary
industry at all.
• ‘[I think of] frontline work, e.g. construction, shipping, roadworks.’
(Rotorua, Female, 35 years, Postgrad degree)
• ‘I have the feeling that primary industries is a term that everybody uses,
but nobody knows what’s defined. That’s just common sense, “oh yeah
primary industries, just some dairy farming”, but nobody knows exactly
what it actually means. If you tell me, oh yeah I get it, working in a
vineyard or processing meat, dairy, wool, timber, that’s primary
industries, but it’s not an automatic thought.’ (Queenstown, Female, 35
years, Degree)

Many people believed that the following fields also fall under primary industry:
• Health
• Construction/building
• Roading
• Education
• Freight
• Tourism
• Government departments
• Mining

Most people did associate primary industries with:
• Agriculture/farming: e.g. food, dairy, ‘vegetable farms’, fruit-picking.

This perception was based on the ‘primary’ or ‘essential’ things we need to
survive (health, shelter/housing, food). People associated ‘primary’ with ‘essential
services’ and ‘frontline work’ – phrases that were used during the lockdown.
• ‘When I think of primary, I also think of hospitals and law enforcement, that we
absolutely need, the bare minimum.’ (Rotorua, Female, 35 years, Postgrad
degree)
• ‘They’re essential things for the country to roll on and on.’ (Auckland, Female,
25 years, School qualification)

Some, but not many, also associated primary industries with:
• Fisheries e.g. ‘seafood’
People appeared to have a better understanding of the primary sector if they’d
• Processing e.g. meatworks, butchers, wood processing
grown up or worked on farms, if they watched Country Calendar, were male or
• Transportation i.e. of primary industry goods.
watched the news regularly.
• When
Forestry
people think about the primary sector, they mostly associate it with farming and to a lesser extent fisheries, forestry, transportation and processing. Based
on the term ‘primary industries’ many people also incorrectly assume the sector includes other fields such as health and construction. This suggests that the term
‘primary industry’ cannot be used in isolation when communicating with the general public – it’s a term that needs explanation.
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There was not really a better replacement for the term ‘primary industry’…
except for ‘land and sea industry’ – does that have potential?
On the proposed terms

Other suggested terms

Other proposed alternatives to ‘primary industry’ were
discussed in the focus groups – however these were
also interpreted incorrectly.

Other suggestions from focus group participants were:
• ‘Primary producers’ (note: not ‘primary production’ which is interpreted differently)
• ‘Land and sea industry’
• ‘If you said, what do you think of when you think of ‘land and sea sector’, we would’ve
written down all this shit.’ (Christchurch, Female, 36 years, Degree)
• ‘Export sector’
• ‘Farm to table industry’
• ‘Base commodities sector’
• ‘Growing sector’ or ‘Natural sector’
• ‘It includes the kind of things you can grow and use straight away or turn it into something
else, like you grow something and eat it. Natural.’ (Christchurch, Female, 36 years, Degree)
• ‘Food production and raw materials sector’
• ‘Food production and forestry sector’.

They were:
•

•

Food and fibre sector:
•
Many people thought of the ‘fibre’ in cereal or
‘fibre’ used for internet delivery.
•
Only one person thought it might refer to wool.
•
No-one thought of it referring to timber.
‘You say food and fibre, and fibre makes you think
of food with lots of fibre, like grains and stuff. It
doesn’t make you think of the non-consumable
materials that go into the primary industries.’
(Auckland, Female, 25 years, School qualification)
Primary production:
• Many thought it sounded like it was associated
with the film industry, a company that helps
produce movies, or a show.

Further note of terminology
Some people are unsure what the following terms refer to:
• Aquaculture
• Viticulture
• ‘I’ve never heard of that before.’ (Rotorua, Male, 38 years, Postgrad degree)
If these terms are used in campaign communications or information, they should be accompanied by
an explanation.
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People’s understanding of the roles available in primary industry is also mixed
The gaps in people’s understanding
Many people’s current perceptions of primary industry do not include roles that are
more removed from working directly on/in the land/sea – that is, they are less aware
of:
• work in offices or labs, for example:
o science, research, innovation and technology (technicians)
o professional services (marketing, sales, IT, accounting)
• work on the road (e.g. transportation of goods)
• work in manufacturing, especially merino products.
• ‘You think of just the beginning of the industry, so the raw materials rather
than the end-product.’ (Queenstown, Female, 51 years, Diploma)
People were surprised the primary industry included the above types of roles:
• ‘That was surprising for me, that I did not see coming.’ (Auckland, Female, 23
years, Degree)
• ‘Yeah, I pretty much assumed it was people out in the fields doing their things, but
now that you’ve mentioned it, yeah, of course there’d be people in the labs and
offices wanting to make that more efficient. I didn’t make that connection, initially.’
(Auckland, Female, 52 years, Degree)
The above areas are where many people saw the opportunities for themselves.
Gaining an understanding of these other fields within the primary sector makes
people realise there could be a job for them in the sector that matches their current
skills and involves less physical work.

People do question the wider spectrum of roles
On being informed about the wider spectrum of roles available in the
primary sector, people question how many of these roles are available:
• ‘I think there are definitely IT jobs and that, because you need
everything for a business really, don’t you? You’ve got a range of
people that you need. But maybe you need more people on the
ground than in the office and IT perhaps, maybe the ratio isn’t right.’
(Queenstown, Male, 38 years, School qualification)
A few people also found it hard to understand why primary industry
needs professional services; based on them thinking about a typical
farm rather than the other larger businesses within the sector. These
people need help to understand where the professional roles are or
could be, for it to be believable.
• ‘I can’t understand the trainee, management and sales roles for
farming.’ (Rotorua, Male, 36 years, Diploma)
Some people found it hard to understand how the professional roles
that support the primary industry could be classed as primary sector
roles.
• ‘What is coming straight from land and sea, that’s primary, and
maybe processing, but whatever job that creates, would be
secondary, if I’m right. Probably sales or retail.’ (Rotorua, Male, 38
years, Degree)

People are less likely to be aware that the primary sector offers roles in offices, labs and on the road. On becoming aware, people feel that the primary sector
could offer an opportunity for them. This provides further confirmation of the need for an awareness campaign about the primary sector and the jobs available
within it. However, with this needs to come an explanation on how professional services roles fit into the primary sector – this is difficult for people to comprehend.
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Following the description of the range of primary sector roles… everyone could see a role
for them and felt they had skills they could bring to a primary sector role
The most likely jobs they’d consider

Skills they would bring to a role

•

The skills people thought they could bring to a primary sector role were:
• Sales and marketing skills
• IT skills
• Accounting skills
• Physical labour
• Driving skills: for those who’ve lost their tour-bus driving jobs and those who’d be happy to get truck
licences
• Maintenance, machine operation or technical skills:
• ‘It’s not like if you’ve done business, “I can’t do anything”. I can do any job, I done a lot of
handyman stuff, maintenance things. I can start that maybe.’ (Rotorua, Male, 38 years, Degree)
• People management skills
• Organisational skills: gained from administration and accounts work
• Good ‘work ethic’ skills: meeting deadlines, reliability, hardworking
• Good ‘eye for detail’ skills
• Health and safety and first aid skills.
As well as:
• Willingness to learn something new
• Experience working on farms or in orchards in the past (for a few).

•
•

•

Sales and marketing
• ‘Sales and marketing, that’s pretty much
what I’ve done my whole life. I can do
that.’ (Rotorua, Male, 38 years, Postgrad
degree)
IT
Picking/packing fruit and vegetables
• ‘Definitely the marketing, IT side. I’d also
participate in packing fruit and
vegetables, picking, if I needed to.’
(Rotorua, Male, 38 years, degree)
Driving
• ‘Totally could drive a tractor, be so much
fun. Those kind of things I could do,
taking goods to and from, that’s
something I could work in. I could work in
health and safety too.’ (Rotorua, Female,
35 years, Postgrad degree)

Based on the quantitative research… across the work types, people are most interested in business/management roles (e.g. accounting, marketing, staff
management, health and safety advice, sales, consultants), followed by food processing, physical work, and planting/growing/harvesting trees, plants or crops.
People in the focus groups also mentioned these, as well as driving. Based on their current knowledge of the primary sector, most people felt they did not have
many transferable skills, apart from those who felt they could do physical work. Once people understood the wider range of roles available in the primary sector,
however, many felt they had professional skills they could apply (e.g. IT, sales, marketing, driving skills, machine operation and maintenance skills), as well as
possessing the general traits of good workers such as organisational skills, willingness, reliability, eye for detail, good work ethic and so on.
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Current perceptions of primary industry are very traditional; there is room to push the
sector closer to reality in terms of being exciting, innovative, contemporary and ‘clean’
Current perception

‘This is what us as a nation puts out for
everyone to see, that we’re like this, relaxed old
New Zealand, we do stuff like this. But really
we’re probably the next set of images.’ (Rotorua,
Female, 27 years, Postgrad diploma)

Ideal perception

‘It’s definitely the way forward, it’s pushing
innovation and technology, so that those primary
industries can get better and provide better
products or different products, either at a higher
rate or higher value.’ (Rotorua, Male, 38 years,
Degree)

In the focus groups, we used these three provocation boards to understand the current perception of
primary industry and the social license for stretching current perceptions.

Limited social license

Is this really primary industry or just the goods
produced from it?
‘To me this would be a secondary industry.’
(Rotorua, Female, 35 years, Postgrad degree)
More traditional people:
‘I can see the chain, but it’s hard to picture these
kind of images with the one and two picture’.
(Rotorua, Female, 35 years, Postgrad degree)
More progressive people:
‘These are more like final products and exporting
to overseas markets, that what I see as.’ (Rotorua,
Female, 35 years, Postgrad degree)
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These images depict the current perception of primary industry
These images represent the primary sector for most people
People say they mostly have this perception because it’s how the primary sector is mostly portrayed to them: for example,
in advertisements that show products coming from ‘wholesome’ practices.
• ‘That’s exactly what I see, as someone who’s not part of that world of course.’ (Queenstown, Female, 35 years, Degree)
• ‘”Your milk comes from a cow,” “We’ve got on the greenest pastures.” The ads that they put out show you that, or that’s
the image that they like portray, that that’s where it all comes from. “It’s wholesome.”’ (Queenstown, Female, 36 years,
Certificate)
• ‘This is ‘primary’ and living off the land.’ (Christchurch, Female, 54 years, School qualification)
• ‘Traditional farm. Stereotypical farm.’ (Christchurch, Female, 36 years, Degree)
As people thought about it more in the focus groups, some felt these images were more of a past representation (which is
still present), and that primary industry now also has a more contemporary element to it. However, people don’t see this
more modern view very often, so the traditional view is more entrenched in their minds.
• ‘It seems more, the old school mentality of what primary industries is. Say 10, 20 years ago maybe [that’s] what our
primary industry was, but it’s expanded so much. It’s a lot more advanced now. When you go past some of the bigger
fields and there’s machines up there, there’s no man in that machine that’s going up and down, but there’s someone
sitting inside all nice and warm, behind a computer. It doesn’t show, it’s a lot more advanced. But when you go
backcountry it is still like that.’ (Queenstown, Female, 36 years, Certificate)
A few feel more comfortable/safer with these images than the ‘super high tech’ images – so they do still have relevance.
• ‘It looks like home.’ (Christchurch, Female, 59 years, Diploma)
This traditional view of primary industry still reflects aspects of the current reality, but it’s time to broaden this view and show the fuller picture.
That is, primary industry has its traditional elements but is also modern, contemporary and technical.

These images really push the primary sector into a preferable space
‘This is how the primary industry needs to be’: more contemporary, clean, exciting, technical
‘It’s more realistic of where we need to be as a country. If we’re gonna increase our productivity with our limited amount of land
that we’ve got, this is where we need to get to actually keep earning. Definitely fits for me.’ (Auckland, Male, 46 years, Degree)
These images build a perception of primary industry that is:
• More favourable: ‘Where we want to go.’ More approachable. Easier to relate to.
o ‘This one’s a bit more positive. This lady’s smiling. It’s just seems more modern. There's the technology and the innovation, whereas the first one is
traditional. This is “look where we’re going in the future”.’ (Christchurch, Female, 36 years, Degree)
• More exciting: People feel excited by this type of innovative/contemporary/modern/‘advanced’ view. It creates increased pride in the primary sector – ‘wow,
yeah’.
o ‘To me it feels newer, like some of the things on there is a bit more modern than what my head thought.’ (Auckland, Female, 25 years, School
qualification)
• More technical and scientific: ‘It’s still farming, but reinvented – using technology to move on, better manage and produce more.’
o ‘Less industrious – less rough and ready. It looks more technical and scientific, a bit more details-orientated. Less intuition and more evidence-based.’
(Christchurch, Female, 38 years, Degree)
These images are a believable fit for the primary sector – they provide the ‘bigger picture’ and help to break the traditional stereotype.
People don't see much of this more contemporary view of the primary sector (or if they do, it is not their entrenched view of the primary sector). A few are more
likely to have this view if they regularly watch Country Calendar.
o ’It’s a new way of seeing the primary industries for sure.’ (Queenstown, Female, 35 years, Degree)
o ‘When we think about primary industries, we have the other traditional image, but we all know that this exists in the industry. Maybe we don’t
comprehend the industry as a whole. It’s a wide range there, that can please everyone. It’s funny, I don’t know why we think about the first images, and
we don’t think about this.’ (Queenstown, Female, 35 years, Degree)
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These images really push the primary sector into a preferable space
(continued)
These images make people feel they could, and want to, get involved in the sector – e.g. working the drone, using a smartphone,
working inside, doing clean work. They provide an option for people who are not interested in the ‘dirty’, physical side of primary
sector work.
o ‘It makes you think there are other options, I don’t have to go out in the paddock and get muddy. You can stand there
and push buttons and stay clean.’ (Queenstown, Female, 36 years, Certificate)
o ‘To me looking at those pictures, it’s making me think, okay, there’s something that I like… what skills do I need? I’d want to be doing a bit of getting in
there, getting stuck in doing something like that: doing a bit of both, not sitting all day. It makes me wonder, how do I upskill?’ (Queenstown, Female, 51
years, Diploma)
However, these images also make some people think the primary sector is a little more unobtainable since you ‘have to have qualifications and a specialty’, or ‘I
wouldn’t be smart enough to be a scientist’ as it’s very ‘high tech’. This highlights the importance of still retaining some of the more traditional imagery as well.

This contemporary view of the primary industry pushes the sector into a more favourable, modern, contemporary, clean, exciting and technical space.
It is how the sector needs to be seen to gain the interest and involvement of a new workforce.
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These images depict products that come from primary inputs
– but these are not perceived by all as part of the primary sector
Mixed views as to whether these images are primary industry or just end-products from primary
sector inputs
These images represent aspects of the primary sector that most people have not thought about or associated with the sector.
• Most people felt they were more end-products and ‘what we want the world to see’.
• However, they do make people feel they could get involved in the sector – if this is primary industry.
There were a range of views on the extent to which the images depict the primary sector:
• For a few: It is an easy fit – they see a clear ‘pathway’ to these images.
o ‘Furniture-making would fall under timber, I would say? Because it’s more the forestry and the wood manufacturing, furniture-making goes hand in hand, I
guess.’ (Auckland, Male, 33 years, School qualification)
o ‘It’s the farm-to-table concept.’ (Christchurch, Female, 59 years, Diploma)
o Another person’s initial view of primary industries was ‘jobs from A-Z from land to retail’.
• For some: They see the pathway, but they feel these images cross over to different sectors (e.g. manufacturing, retail) or ‘secondary’ industry rather than
primary industry. They feel these images show the finished products that come from primary sector inputs, but are not themselves of primary industry.
o ‘I would more think it’s a different sector. A retail sector, rather than being a primary sector. I always assumed once you see a product in a shop, that’s part
of retail.’ (Queenstown, Female, 36 years, Certificate)
o ‘It makes sense when you think of the whole process, but to my mind, I don’t think about how it’s been made.’ (Queenstown, Female, 51 years, Diploma)
o ‘If I was the person picking the grapes, then I would feel part of the primary industry, but not the person selling the bottle of wine at New World. I wouldn’t
see them as part of primary industry.’ (Queenstown, Female, 51 years, Degree)
o ‘Wineries… I never would have thought that was primary industry. In my eyes it’s alcohol. It’s a good source of income for the country, but I never really
thought of it as a primary industry.’ (Auckland, Female, 25 years, School qualification)
o ‘I’m surprised to see manufacturing under there. I thought it was a secondary thing. Produce the first thing and it turns into the second.’ (Christchurch,
Female, 36 years, Degree)
• This extended view of primary industry also leads to confusion as to where the primary sector ends.
o ‘Would you say work primary industry if you worked for Fonterra doing the advertising, rather than the local Four Square, selling the milk? I’m just a bit
confused now as to what’s primary industry and what’s not.’ (Queenstown, Female, 36 years, Certificate)
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Other comments on the specific images on this provocation board
Office space: Mixed responses
• Confusion: ‘I don’t know what
this is… an empty hall?’ ‘Is that an
airport?’
• Sleek and modern: ‘It’s where
the accountants and IT people
might work.’

Milk and honey: Better fit
• Honey and dairy were seen to be a good fit with the
primary sector. Whereas merino clothing/shoes were a
stretch – but possible for some people.
• People felt it was about how close the finished product
looks to how it looked when it came off the land (i.e.
how ‘manufactured’ it is).
Retail store: Trickier fit to primary industry
• Only a very few could stretch their thoughts about
primary industry enough to include retail stores selling
products made from primary industry inputs.

Times Square: Mixed responses
• Confusion: ‘What’s New York got to do with primary industry?’ ‘It
doesn’t relate.’ ‘I’m having a hard time associating New York with
primary industry.’ ‘Is it about the manufacturing of cars?’ ‘Maybe it’s
about the travel industry.’ ‘Is it to do with the shoes?’
• Fame: ‘It’s because we are famous.’ ‘Putting us on the world stage.’
• Exports: ‘We ship our products around the world?’ ‘It’s a place
where we can market our goods to the world.’ ‘We can export our
products to America.’

Merino products: Trickier fit
• Some felt ‘merino – makes sense’.
• Some felt merino clothing/shoes was too much of a stretch.
• ‘Doesn’t fit quite right with me. Icebreaker, that to me is
a secondary thing. It’s made out of the primary thing.’
(Christchurch, Female, 36 years, Degree)
• A few commented that the merino items are probably
imports, so their manufacture would not be part of New
Zealand’s primary industry.
• Note: Not many people knew the shoes were merino or that
the brand was Allbirds.
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D. Motivations and barriers to
working in primary industry
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Firstly, from the quantitative research:
Barriers to and motivators for considering primary industry sector jobs
Why are some people open to changing sectors but not to a primary industry role?
The most common reason is that people are just not interested: they enjoy their current industry and aren’t looking for a change (for 33%.
The second most common reason is a lack of skills or experience, with a quarter (24%) citing this. Fourteen percent (14%) state that
they’re either not interested in or unable to do ‘hands on’ jobs or physical work. These latter barriers might lower if people are made more
aware of the range of roles available in primary industry as well as the on-the-job training opportunities.
Why are some people open to a primary industry role?
For one third (32%) it’s an area of interest for them: for example, they enjoy working with animals or plants or being close to nature. Just
under a quarter (22%) feel their current skills would fit the type of work. One sixth (15%) are seeking change, open to change or open to
gaining new skills. Another 9% are open to anything and need the money, and 8% enjoy ‘hands on’, physical or outdoor work.
How much of a barrier is having to relocate for primary sector work?
Two fifths (20%) of the potential market stated they would not consider moving to a different region for primary sector work and 30% would
probably not consider it – this suggests relocation is a barrier for about half of those willing to work in another sector. People are less likely
to consider relocating if they are female, older (50-59 years), living in Southland, or working part-time. Of some encouragement: 8% said
they would ‘definitely consider’ and 39% would ‘probably consider’ relocating for a primary sector job.

See appendix for detailed information on the quantitative findings.
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And the qualitative research tells us…
Motivations to considering a role/career in primary industry
Motivators when thinking primary sector specifically

Motivators to further assist consideration

Similarly to the quantitative research findings, key motivators were:
• Being outdoors: Related to good health, fitness and wellbeing outcomes – although a few
people worry about being fit enough as well as the risk of injury.
• Having the skills: More people see this as a motivator once they understand the full range
of roles within primary industry.
• To learn new skills
• To try something new/different
o ‘I would be open to it. I don’t mind getting my hands dirty, I’m not opposed to doing
that type of work. I’ve always done office work, but I absolutely hate it.’ (Queenstown,
Female, 36 years, Certificate)
• New exciting types of work that they are passionate about (e.g. working on a fishing boat
or using technology such as drones).
o ‘I’d be willing to be on a boat fishing, that would be quite exciting.’ (Rotorua, Male, 35
years, Postgrad degree)
The qualitative research also uncovered the following motivators:
• The personal reward (satisfaction) in seeing the tangible outcome/difference from one’s
work – ‘seeing the results of your work’. In current roles, some people lament that they are
unable to see the difference they’re making. This is also tied into doing work that is
important to the economy – but the personal reward of sitting back and ‘seeing’ something
grow, harvested or produced as a result of self-action is stronger.
‘Making a positive contribution and seeing your results of your labour really quickly. As a
youth worker, it’s years sometimes before you see the results of what you do.’
(Christchurch, Female, 59 years, Diploma)
• Making new friends: With regard to seasonal picking, people mentioned that it was about
the people you meet and bond with, as opposed to the (hard) work.

If the primary sector was able to offer:
• Jobs with pay that covered the bills and the mortgage
• Job security
• A guaranteed job after training
• Support in moving the family to new locations
• Fuel and mileage compensation for longer commuting
distances
• Extra allowances – more than the normal pay to attract
people
• Ongoing training
• Apprenticeships
• Clear career pathways with financial gains:
o ‘Knowing that if you uproot your family and you’re moving
into an industry, it would be good knowing that there’s
going to be jobs further down the line, to grow in the
industry. Say if you’re starting off as a picker somewhere,
you have the opportunity to become a success. So that
it’s not just like well, that’s it for the rest of the time.’
(Rotorua, Female, 35 years, Postgrad degree)
o ‘I wouldn’t want to stay at the bottom wherever I started.’
(Rotorua, Female, 27 years, Postgrad diploma)
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Barriers to considering role/career in primary industry
Barriers
•

•
•

•

•
•
•

•
•
•

Perceptions of lower pay: This includes two themes: firstly that the industry typically has lower paid work, and secondly that people may need to take a drop
in income to move to the sector if they don’t have the skills or experience. People are conscious that they’ll need a similar income to be able to pay their
mortgage – or they would need to move to a more rural area that they could afford on a lower income.
o ‘Like, getting seven, eight, nine dollars less per hour is huge.’ (Rotorua, Female, 27 years, Postgrad diploma)
Physical labour: People are not sure if they’d be able to do it or would enjoy a physical job.
Long hours
o ‘Basically, it could be hard labour and would not be a good work/life balance, especially when you have a young family. It could be long hours. That’s
probably why not.’ (Auckland, Male, 33 years, School qualification)
Location: Having to commute long distances, to relocate and/or live in a remote area (see further information about openness to relocation on the next slide).
o ‘Kiwifruit for example, we don’t have any here in this city, travel a bit further north to Paengaroa or Te Puke for that.’ (Rotorua, Male, 38 years, Degree)
o ‘I’d have to go on quite a long commute to get anywhere where I could do that work.’ (Queenstown, Male, 38 years, school qualification)
o ‘Having to live in the middle of nowhere, where there’s nothing to do.’ (Auckland, Female, 23 years, Degree)
Short-term, sporadic work – lack of regular/reliable income.
No applicable skills/qualifications – although this changes once people understand the range of roles in the sector and/or that there may be on-the-job
training opportunities.
Cost/time/effort to learn new skills
o ‘The fact that a lot of these kind of jobs, they require experience and I’m not really in a situation where I can take out a study loan to properly learn this
stuff. Basically, I’m really badly in debt since COVID-19 and I lost my job. That’s probably one of the things that would stop me.’ (Auckland, Female,
25 years, School qualification)
o ‘Having to learn new skills, it could be expensive, and also physical and mentally taxing. It could be quite hard to juggle with a family, a job right now and
trying to do that on the side.’ (Rotorua, Male, 38 years, Degree)
Having to be outdoors for long periods of time
Risk of injury
Not knowing what to do
o “It’s embarrassing if you don’t know something, and you’re walking in and you feel like a right egg, cos you don’t know how to do something and they’re
all doing it and you’re like, I’m 30 something and I have no idea how to pick a kiwifruit.” (Rotorua, Female, 35 years, Postgrad degree)
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Relocation: Some are open to relocating, some are not
Openness to relocating
•
•

•

•

Rotorua: feel open as they’ve done it before or feel they may need to out of necessity.
Auckland: are less open to relocating because:
• they feel there will be other jobs in Auckland (i.e. Auckland is one of the best places to get another
job)
• they don't want to move away from family and/or infrastructure
• they feel the ratio of earnings to living costs is better in Auckland (despite higher living costs)
• for some the thought of living rurally is ‘scary’ (i.e. very unknown to them – for example, they would
worry about security, darkness, etc.).
Queenstown: are less open to relocating for a mix of reasons:
• some would move but not too far away
• some wouldn’t because they don’t want to sell their house ‘for nothing’
• some wouldn’t because they feel that when the borders reopen they’ll be in the best place for their
job prospects
• some wouldn’t because they love the lifestyle in Queenstown and will do whatever they can to stay.
Christchurch: In the focus group, one was considering moving to a rural location; the others were less
likely to relocate due to family, house, etc.
• ‘I’m more a country kid than a city girl. I’ve been through all the Christchurch stuff and now, just the
age I am, I feel like I’m ready to do it. Do something different, go somewhere else.’ (Christchurch,
Female, 59 years, Diploma)

Note: For Auckland, some mentioned that
rather than relocating, an advantage of
working in the primary sector would be
travelling against peak-hour traffic to get to
work.

Some people would be willing to relocate to work. People in Rotorua seemed a little more willing than those in Auckland, Queenstown or Christchurch. For those in
Rotorua, they feel they may need to out of necessity; those in Queenstown love the lifestyle and feel the job prospects will eventually improve, while those in
Auckland feel it’s one of the best places to find other sources of work; they’re also less willing to move away from city infrastructure/facilities and family.
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Some are open to training – under certain conditions
Openness to training/retraining
•

Some people who had been in their fields for a long time felt they would be unlikely to retrain – unless they had no other options at all. These people prefer to
reapply the skills they have – especially given the risk that they may not end up liking the work.

•

Some people are open to training/retraining but loss of income over this time would be a major barrier.
• ‘If it was financially viable, absolutely. More than happy to do that, to retrain to do a different job. A financial pay packet during that time as well – another
loan is not something I need right now. And if you are guaranteed a job.’ (Rotorua, Female, 35 years, Degree)
• ‘My key concern would be the training side. I’d need an income straight away. It says on-the-job training, but the thought that it could be dirt cheap,
minimum-wage work for the first three months, it would put me off a bit.’ (Auckland, Female, 25 years, School qualification)

•

Whereas others are very open to learning if:
• they can do it online
• they can do it while having a mortgage holiday
• their partner is working and has a good income
• they weren’t happy in their previous job
• it’s free (no cost): ‘I’ve been looking at getting training with Payroll or something where I get free online courses. Anything to get me into a different industry
that has more chance of getting a job’. (Auckland, Female, 25 years, School qualification)
• the training courses are short (e.g. one week): ‘I’ve enrolled to drive some tractors and rollers and forklifts down in Invercargill in a week’s time, something
like that. Yeah, it’s all free training. I was like “cool, I can score a whole pile of new tickets”.’ (Queenstown, Male, 48 years, School qualification)

•

Some people do like the idea of learning something new.
• ’As much as I love making coffee, it’s good to have something to fall back on, in terms of work. Because of what’s happened, it clearly shows that I could
probably do with a few more skills.’ (Auckland, Female, 25 years, School qualification)
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People would feel proud about working in the primary sector
Would people feel proud about working in primary sector?
•

People were proud of New Zealand’s primary sector, seeing it as the backbone of New Zealand: providing for New Zealanders, supporting the economy and
producing high quality goods. What people see on Country Calendar increases the sense of pride.
• ‘I’m proud, in terms of the industry, because, especially dairy and farming, it’s known around the world, if it’s from New Zealand. Even winemaking for an
example. You know the products that you get from New Zealand is high quality, so I feel a of a sense of proudness, I guess.’ (Auckland, Male, 33 years,
School qualification)
• ‘They do great work. They are important and necessary for New Zealand.’ (Queenstown, Female, 51 years, Degree)
• ‘I feel quite positive and proud of that industry. It keeps the economy ticking along, keeps people in jobs. I have to confess, over the last probably six
months, I’ve been watching Country Calendar on a Sunday morning. Looking after my son, he’s got his bottle, so I’m just watching that on TV (it’s the
only thing besides cartoons) and seeing the amazing things that farmers and anyone else in those industries do. Kiwi ingenuity is amazing and the things
that they do to keep their businesses going and the way they’re evolving.’ (Auckland, Male, 46 years, Degree)

•

Pride in working in the primary sector was also seen as connected to:
• how good you are at the job
• how happy you are in your job
• how well the business you work for looks after its staff
• whether the business you work for is doing things correctly e.g. looking after the environment, looking after the animals in their care, complying with
regulations, etc.

•

People would also feel proud of their primary sector job if the industry provided good support for its workers (such as the support ideas mentioned in the next
section).
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At first thought, most people would work in the primary sector more out of desperation;
this changes as they understand more about the sector
Desperation or an empowered personal choice?
•
•

•

Some feel they would work in primary industry out of desperation – to ‘feed the family’, ‘pay the bills’, ‘the rent is due’, ‘to pay the mortgage’. These
people are generally in skilled jobs with good incomes in other sectors and expect they would need to go to low-paid, physical jobs.
For some of these people, after discussing the sector and viewing the creative concepts, desperation changes to:
• ‘opportunity’
• ‘change of life’
• personal choice.
A few people are already thinking about working in the primary industry. These people see it as a personal and empowered choice – both for the
work:
• ‘Because hospitality is not gonna be doing great for the next year, or two years, or ten years. Also, I live a very horsey farm life and so branching
out into that and being able to work outdoors with animals, it wouldn’t feel like a job to me, it would be really enjoyable. It’s really calming and
relaxing for me to be outside with the horses, basically. Even not necessarily just horses, I like cows and everything. My friend’s just recently got a
job rearing calves down in Bombay. I was very jealous cos she sent me videos. They were real cute, and it looks so nice being able to be outside. I
have considered it before, but with COVID-19 it’s pushed me more towards actually seriously looking into it.’ (Auckland, Female, 25 years,
School qualification)
…as well as for the lifestyle:
• ‘It’s so nice. The road I live on is so quiet, you don’t hear loads of traffic. It’s just peaceful and the neighbours are nice. It must just be me that really
enjoys it.’ (Auckland, Female, 25 years, School qualification)
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E. Information and support to
encourage consideration of
primary industry roles

50

Information to help consideration: What is expected on the new website?
In considering a primary sector role, people would firstly seek more information. After viewing the creative concepts in the focus groups, many people were keen to
visit the opportunitygrowshere.nz website. People really like that there would be a central website they could go to to find out all the information. On the website,
they would be expecting to find four types of information:

1. Generic information on:
•
•
•
•

•
•
•
•
•
•

Fields within the sector: ‘The different sectors that we talked about, that kind of thing. More information to help people understand, it’s not just tidying a
paddock, it’s all these other amazing things.’ (Christchurch, Female, 36 years, Degree)
General job descriptions: of the types of jobs available in the sector, including a list of skills, training or qualifications each job would require along with
wage/salary and typical-hours guidelines for each. Descriptions organised either by skills (e.g. IT) or by sector.
Career pathways: to help people understand how they can grow in the sector. Where do they start and where can they get to? How long might it take to get
from one starting point to being a manager? To help people see how they can stay and progress in the sector.
Quiz: Recommendations of suitable jobs: i.e. a quiz to help understand what jobs would suit them in the sector, and then maybe displaying actual jobs
available.
•
‘Then you could know where to start looking, if you’re new to it.’ (Queenstown, Female, 36 years, Certificate)
•
‘Something like an easy questionnaire or a form to fill out that will tell you “these jobs would be good for you, these fit your profile, and these are the ones
that are available”.’ (Auckland, Female, 25 years, School qualification)
Support available: Information on what support is available if changing careers to the primary sector – to help transition with personal stuff.
Locations: A list of places where there are jobs available.
Job availability: ‘Do the jobs already exist or are they going to create them?’, ‘How many jobs are available?’
Availability of jobs by work type: How many jobs are available in IT, sales, etc? Some felt it is hard to believe there are jobs in the areas where they could
transfer their skills (e.g. sales, consultancy, IT, etc.).
Seasonal work calendar
Training: What training is available for new entrants to the sector? What skills can you obtain from training? How can I train and still receive an income? Is
there on-the-job training or do I need to do online training first? Where do I get the training? What unit standards or experience will I get?
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Information to help consideration: What is expected on the new website? (continued)
•

•

Location descriptions
• How many houses are available in particular areas? (e.g. with links to real estate or rental listings, to show there are opportunities to find somewhere to live)
• What are rural houses like?
• House/rental price brackets
‘I would expect a whole information portal…
Setting up in a new area, including information on:
to not just jobs, everything else around it.
• local schools – and how rural kids get to school
This is what you can do, this is where you
• closest hospital and medical centres
go.’ (Auckland, Male, 46 years, Degree)
• public transport options
• internet coverage
• other local infrastructure
• what the town looks like
• what it’s like to live in the different regions
• things you need to know about living in a rural home i.e. country living.

2. Lists of actual jobs including:
•
•
•
•
•
•
•
•

•

job description
skill/experience requirements
job location, including the nearest town
hours
pay range
clothing/equipment requirements
employer – some job adverts don’t have this, which is frustrating. People prefer to know the company so they can do some research to see if it’s the type of
organisation they would like to work for
other benefits or allowances available
• ‘I’d want to know about the benefits as well. How much are they contributing to our KiwiSaver? Is there health insurance? Is there life insurance? What
time do we have off? What sick leave is there? These are valid questions.’ (Auckland, Female, 23 years, Degree)
for jobs with on-farm living arrangements: what is the accommodation like? Who and how many people will I be sharing with?
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Information to help consideration: What is expected on the new website? (continued)
3. Reassuring information: that reinforces motivators and reduces barriers, for example around:
•
•
•
•

•
•
•

Job security in the sector (duration/stability)
• ‘You don’t want to move or start a new job, and then six months down the track, that no longer exists.’ (Queenstown, Female, 36 years, Certificate)
Growth opportunities (reassurance)
Good/respectable pay: at least a living wage, not minimum wage. Or others think ‘top dollar’ given that it’s hard physical work.
Positive stories e.g. from people who changed to the sector and/or moved to a rural area.
• ‘Maybe even testimonials of people who have actually gone into the industry from somewhere else, and how they’ve found it. Including other
Auckland people.’ (Auckland, Male, 46 years, Degree)
A great lifestyle choice
A modern, vibrant, exciting sector
• ‘It would have to look good. Those cool pictures, not just crap ones or whatever’s good. We’re not going to read it until you show us lots of pretty
pictures.’ (Christchurch, Female, 36 years, Degree)
That it’s ok to not have a degree or experience in the sector
• ‘For a lot of employers, a degree is everything. Even if it’s not a degree in what you’re even going to apply for.’ (Christchurch, Female, 54 years,
School qualification)

4. Interest register: People also suggested it would be good if they could register their interest in working in the primary sector on the website, with the
expectation that someone could call or email them back to talk about their options and/or answer questions. Or they could be emailed jobs that meet their
criteria – similar to the service provided by Seek and Trade Me Jobs.
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Support to help consideration
In thinking about a primary sector role, people suggested the following types of support could help them make the move:
• Relocation support
• An allowance to help with moving costs, especially if moving a long way. ‘I need a job but I don’t have any money to move.’
• Help with finding new accommodation.
• Providing initial accommodation – particularly if a town experiences a sudden boom due to an influx of workers looking for primary sector jobs.
o ‘I guess it would be assistance of, that we’ve found you a house for the first three months, then that gives you a chance to establish yourself.
Especially if you’re moving to a new town and you don’t know what the nice areas are, and you don’t want to end up in the shitty end of town in a
cold house.’ (Queenstown, Female, 36 years, Certificate)
• A liaison person from the local rural community – or a community resource and information person. ‘Those communities can be quite closed for an
outsider’. Particularly to assist those from overseas cultures, but also New Zealanders.
o ‘Even someone that says “there's this club, there’s that team, there's the library, there's the supermarket”, all those sorts of things.’ (Christchurch,
Female, 36 years, Degree)
• Assistance with loss in property equity: i.e. some are concerned that if they move from a location that’s losing jobs (and house prices are dropping) to a
location ‘everyone’ is moving to (and house prices are increasing or houses are scarce) – this would not be a good financial decision.
• Support to help make retraining/training financially viable, such as:
• Provision of on-the-job training i.e. for which they’re paid and can see their career pathway. People with families and/or mortgages are not so willing to
take out a loan to support retraining.
• Support with training costs.
• Job guarantee at the end of training (e.g. a 12-month commitment).
o ‘It’d be good to know that if you do that training, that there’s definitely a job guaranteed at the end, cos it’s a big change in your life. Something to
make it worthwhile.’ (Queenstown, Male, 38 years, School qualification)
• Support with the costs associated with longer commutes:
• Fuel and mileage compensation for longer commuting distances.
• Paid-for commuting hours.
• Support with the costs of special clothing or equipment requirements (e.g. ‘work boots are not cheap’).

54

Support to help consideration (continued)
•

•

•
•
•

Options for job trialling: In order to see what the work is like, what the people/management are like, what it’s like day-to-day.
• Having the option to trial a job before committing and moving permanently.
• Having a 90-day trial period.
o ‘At the end of 90 days, decide whether you’re happy with the job and they’re happy with you. Especially for something you haven’t done before.’
(Queenstown, Female, 36 years, Certificate)
Wellbeing or mental health support: for people who have relocated or joined the sector.
• ‘It’s called EAP services. At least three companies I’ve worked for in New Zealand, they offered that kind of assistance as free. Limited of course, but
free.’ (Queenstown, Female, 35 years, Degree)
• ‘I’d want to see exactly how workers will be supported. The Ministry for Primary Industries is such a foreign concept to a lot of people. I don’t know if you
have EAP programmes, I don’t know if you have security, I don’t know if you have good HR systems.’ (Auckland, Female, 23 years, Degree)
Job application support: Advice on how to prepare your CV, especially when you don’t have many relevant skills, when you come from another sector
(e.g. can you promote yourself as having the right attitude when you don’t have the core skills?)
Interviewing advice: or where people can go to for that.
Advice on how to buy a farm: ‘If you don’t have the background, then maybe a guide or where to go.‘ (Christchurch, Male, 30 years, Degree)
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F. Reactions to creative
approaches and messages
The research suggests there are two key territories
that resonate with completely different audiences. At
an emotional level, the ‘peace and opportunity’
theme works well with some, and the
‘science/innovation/technology and opportunity’
theme works well with others. These two themes (as
separate pieces) work to connect with different key
prospects for the sector.
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This concept worked well: it created strong emotional engagement and call-to-action
Cognitive responses
For some, their rational responses were:
• ‘Suggests there are possibilities/opportunities for me’ – this concept worked well in suggesting a wider range of
opportunities without being specific i.e. the ‘opportunities’ were seen as ‘more open’ compared to the other concepts.
• ‘I feel reassured. There’s long-term, it’s right now, there's many opportunities and no experience, so there’s training
tied in and you don’t have to travel way out into the sticks to be able to do it, so it’s possible. A realistic consideration.’
(Christchurch, Female, 38 years, Degree)
• ‘This could work for me’: as ‘they offer training and you don’t need experience’.
• ‘Where I would like to work’
• ‘By looking at that, that looks like a place I would like to go and work for, it’s outdoorsy, something different.’
(Queenstown, Female, 51 years, Degree)
• It creates interest/intrigue: in what could be available. What it could be like to live there.
• ‘It makes me think about the different roles in agricultural work that I may not have thought about before.’
(Queenstown, Female, 25 years, Diploma)
• ‘This has put a different spin on ‘old agriculture’. It’s more about lifestyle somehow, as about the work. It’s nature,
contained and manageable.’ (Christchurch, Female, 36 years, Degree)
• ‘A reminder to follow my dream’: Reminded some why they should make ‘the change’ – and that now could be the time to
make it.
• ‘Healthy’, ‘outdoors’, ‘clean air’
• Creates intrigue and raises questions for them to follow up (i.e. people want to know more):
• Where are these jobs advertised?
• What opportunities are there?
• Will any appeal to me?
• Are there any local jobs?

‘Just also needs to say
we will pay you a decent
amount and it’s not all
outside. There we go,
happy feel, looking cool.’
(Rotorua, Female, 35
years, Degree)
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This concept worked well: it created strong emotional engagement and call-to-action
Cognitive responses (continued)
For others, their rational responses were:
• Uninterested: this ad doesn’t express what interests some people from a work perspective. They do find the image appealing
from a personal perspective, but it also reminds them of mud, animals and/or long hours – these people prefer ’cleaner’ work or
work options involving technology or innovation.
• ‘I’m not so keen on it. Basically, I think it fits in with the stereotype. I can see a muddy track and some fences and the
sun’s going down, cos I’ve been working for 18 hours. I connected with the other stuff, but this doesn’t really say anything
like that. Although it’s pretty.’ (Queenstown, Male, 38 years, School qualification)
• 'Random’ image: A few didn't understand the connection between the farm drive and jobs – they felt it could be an
advertisement for jobs available in any industry or could be an advertisement from a job agency.

Emotional responses
For some, their more emotive responses related to:
• Peacefulness: depicted by the farm drive, sunset/sunrise, trees, general beauty.
• Relaxation: doesn’t show/suggest hard, physical labour. Scene is ‘pretty’.
• Optimism/hopefulness/inspiration/reassurance/positivity: ‘for my job searching’, for there being something there for me, the opportunities/possibilities.
Also suggested by ‘the sun coming up’, ‘new light’, ‘the trees and the light coming through them’.
• ‘There’s the central point. Like this road and it’s “walk into the distance, your opportunities are endless. Come along on our journey.”’ (Christchurch,
Female, 38 years, Degree)
• Engagement/connection: ‘Drawn to read it’, ‘Grabbed my attention’.
• ‘It captures your attention and your thoughts.’ (Christchurch, Female, 36 years, Degree)
• ‘Appeal, there’s just an appeal. The pictures, there’s that nice sunset, you can see being there.’ (Queenstown, Female, 51 years, Degree)
• Very strong emotional connections displayed by some: People who have already had a few/early thoughts about moving to rural areas really connected
with this image (as the backdrop to the words). They totally ‘got it’ and were emotionally moved. Their eyes lit up.
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This concept worked well: it created strong emotional engagement and call-to-action
Influence on actions
People who connected with this concept said they would visit the website:
• to find out about the various options/roles
• to see if it appeals and to see if any opportunities appeal. ‘To consider working in the primary industry which I have not done
before’.
•
•

•
•

‘It’s left me wanting to find out more, to go to the website and have a look to see what’s available. It looks pleasant, it looks
like a nice place to work. You can see yourself being there.’ (Queenstown, Female, 25 years, Diploma)
‘It piqued my interest. Obviously, being unemployed I’m looking for new opportunities and the fact that it says that there’s
seasonal and long-term, that they don’t require any experience, that they provide the training... It gives a website, so I’m
interested straight away to go and see if there’s anything there I think would be suitable for myself and where those
opportunities are.’ (Queenstown, Female, 36 years, Certificate)
‘What would I do different or new, go to the website and look at what opportunities are available that would be suitable for
me.’ (Christchurch, Female, 59 years, Diploma)
‘The website feels like it’s pooling lots together, whereas otherwise I would feel I would have to search in a few different
places. I don’t know where.’ (Christchurch, Female, 38 years, Degree)
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This concept worked well: it created strong engagement through the image and the
tagline – and connected with those who were less engaged with the farm drive concept
Reactions to image
•
•
•

•

•
•

Typically, people who didn't connect with the farm drive image really connected with this technology theme (via the drone).
The image suggested a range of possibilities: working on the land, working with technology, without hard/physical labour.
This concept worked well with males and with those who like, or work in, technology, science or business.
• ‘When I look at the other ones, they don’t interest me very much because it’s labour. When I look at this one, it’s a bit more
technical, so I thought, maybe I can put my skillset into some job like this. Then I would just go to the website and have a
look-see, what kind of jobs they have here.’ (Auckland, Male, 43 years, Degree)
• ‘I think it gives you a totally different perspective and makes you think about that it’s not all just what you think it is. There's
technology… it’s more advanced than just working on the land. It made me read it, more so than the other [i.e. farm drive]. I
skimmed the other one as I read that one.’ (Christchurch, Female, 54 years, School qualification)
The image pushed primary industry into a new space, a modern view, a less traditional space – which was a more favourable space
for some.
• ‘It feels more tech, brings it to the 21st century. Maybe I have been thinking to myself, farming’s a bit menial.’ (Queenstown,
Male, 48 years, School qualification)
The drone created new positive/aspirational/passionate associations with primary industry.
• ‘Have fun at the same time as working, like flying a drone, that would be something right up my alley.’ (Rotorua, Male, 38
years, Degree)
The drone created intrigue across most demographics and willingness to find out more.
• ‘It would definitely attract my attention, I’d go “wow, what’s that?” It says, It’s time to change your mind, so it’s like, oh maybe
the text will change my mind, so I should read the text.’ (Auckland, Female, 23 years, Degree)
• ‘Just seeing the drone there and you want to read the rest of that ad.’ (Auckland, Male, 46 years, Degree)

Those who engaged less with this image, did not like the drone: ‘It’s menacing.’ They typically connected more with the allure of the farm drive.
• ‘I don’t like the drone, It looks like it’s out of Star Wars. It’s slightly threatening to me… just the shape of the drone. ’ (Christchurch, Female, 59 years,
Diploma)
• ‘For me it’s not immediately obvious… cos it could just be a man out with his super fancy drone and having a grand old afternoon. I don’t know if it makes me
think “oh that's him doing it for work”.’ (Christchurch, Female, 38 years, Degree)
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This concept worked well: it created strong engagement through the image and the
tagline – and connected with those who were less engaged with the farm drive concept
Reactions to the tagline It’s time to change your mind
•
•

•

•
•

Powerful: It’s time to change your mind was the preferred tagline for some people: it was seen as ‘powerful’, ‘a challenge’.
Intriguing: These people found It’s time to change your mind intriguing, it created interest. It got people asking ‘what are you talking
about?’ which made them want to read on.
• ‘You could tell what the other one was meaning [i.e. Jobs are here], whereas this one, you had to think about it, or it
challenged you a bit more.’ (Christchurch, Female, 54 years, School qualification)
Reinforcing: Confirms what some people are already thinking: that it is time to change their mind.
• ‘That’s was what I was saying. The time to change your mind, another option. They’re looking for another option, looking in
another direction. Time to change your mind. I connect with that.’ (Rotorua, Female, 35 years, Postgrad degree)
Opportunities for me: Suggests longer-term roles, more possibilities and ‘maybe something that appeals to me personally’,
compared to Jobs are here.
Could be used with other favoured images: A few suggested the vineyards (clean) or farm drive (romantic) image would be a
better image for them with this tagline.

In contrast:
• Some felt it wasn’t immediately clear from the tagline that the concept was about jobs. And a few people thought It’s time to change your mind sounded more
like a movie slogan or a political message.
• ‘I think the text is better, It’s time to change your mind, but at the same time, change your mind about what? You’re not telling me that there is jobs
available.’ (Queenstown, Female, 51 years, Degree)
• Some didn’t like the ‘challenge’ posed by the text so much, including how the smaller text started with Never considered working in the primary industries? –
they thought this sounded negative. They thought they would respond to it better if it said ‘Have you ever considered…’.
• ‘It’s more challenging versus optimistic: It’s time to change your mind. Your mind is wrong to start with, and now you need to reconsider, and you
probably didn’t know this and you also didn’t know this... It’s making more assumptions.’ (Christchurch, Female, 38 years, Degree)
• ‘Yes I’ve been thinking that I need a change. But I would not look at the website. It’s the same with the viticulture one. I wouldn’t look at the website from
these, but the one with the trees, I’d go and look at that website. Because this one is negative and it’s telling you that you’ve got it all wrong all this time.’
(Christchurch, Female, 59 years, Diploma)
• Some didn’t like the use of Firstly… and Secondly… in the smaller text. They felt it made it sound ‘like a university essay or something’, i.e. too formal.
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These phrases worked well
Jobs are here tested very positively – in the following ways:
• It's direct, it’s clear. ‘One thing that’s come to mind with all of these ads is that so far, the only one
that if I saw it that I definitely would take proper notice, is the Jobs are here, because everything
else doesn’t stick in my head. Jobs are here is the only one that I think would actually stick in my
head and make me actually click on it. Everything else, I would just scroll straight past.’ (Auckland,
Female, 25 years, School qualification)
• The word ‘Jobs’ catches people's eye. ‘Because I need a job, I would read it.’ (Rotorua, Female,
27 years, Postgrad diploma)
• It’s relevant/hopeful/inspired/positive. ‘That’s a really good slogan, especially for now when so
many jobs are going. It’s a beacon of hope: we still have jobs here, yes there is hope for you.’
(Auckland, Female, 23 years, Degree)
Although one person did feel sceptical and agitated: ‘How many jobs are available versus how many
people are going to need jobs? It makes me feel annoyed, if not agitated, due to the wording – it
makes it sound like it will all be okay.’ (Rotorua, Male, 36 years, Diploma)
Opportunity grows here also tested very positively – in the following ways:
• It connects with people’s need for personal growth in their ideal job.
• It’s seen as clever: people understand and like the pun; they like the association with ‘growth’ and
the primary industry.
• ‘The opportunity and focusing on the growth, for primary industry, and what New Zealand has to
provide, I love that. Just a little catchphrase.’ (Rotorua, Female, 27 years, Postgrad diploma)
• ‘It also implies “if you manage to get a job here, you’re gonna grow with the job and you’re not
gonna be stuck in a dead end” kind of thing.’ (Auckland, Female, 25 years, School qualification)
• It gives people hope – people smiled when they spoke/thought about it.
• It makes people want to find out more. ‘Makes me think that there is an opportunity out there for
me.’ (Rotorua, Female, 27 years, Postgrad diploma)
• It makes people consider primary industry as a long-term option. ‘You can make this as your
primary job. It’s like your opportunity now, and then you can grow here doing it. That on-job training
that they said here.’ (Christchurch, Male, 30 years, Degree)

This text made people feel
surprised and hopeful:
• ‘no experience’ made
people think they could
apply
• ‘on-the-job training’ was
important for those coming
from a different industry
• ‘many opportunities lie just
outside urban centres’ –
Aucklanders liked this. ‘It
gives you the impression
you don’t actually have to
pack up everything and
move out to the rural areas,
you can stay where you are
and within a short commute
could get to those places.
Win-win’. (Auckland, Male,
33 years, School
qualification)
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This concept did not work so well: it suggests tiring, repetitive, boring work, as well as
seasonal/grape-picking work only (which people were reluctant to do)
Cognitive response
‘Jobs here: outside, out on the land.’ (Rotorua, Female, 35 years,
Postgrad degree)
Most reactions were negative:
• Just grape-picking jobs – ‘they are looking for fruit pickers’ –
which is perceived as low-paid and hard work (‘really physical
work’)
o ‘Saying ‘jobs are here’, and by the visual, I would assume that
it’s just a job picking grapes.’ (Queenstown, Female, 36 years,
Certificate)
• Seasonal (not secure) work.
• Image doesn’t show the other opportunities that people are
more interested in.
• Traditional/common primary industry: not the new possibilities.
Some positives were:
• A few felt the concept did suggest possibilities or endless
opportunities. That there are plenty of jobs available, given that
the vineyards ‘go further than you can see’.
• A few liked the concept as it suggested ‘cleaner’ work.

Emotive response
Most emotive reactions were negative:
• Tiring/repetitive/boring: thinking about working on the vines. ‘It looks epic, the amount of grapes you’ve
gotta pick.’ ‘Those rows look really long.’ ‘It’ll take you all day to get down a row.’ ‘A big expanse.’
• Long hours: Image suggests an early start or late finish, ‘a long day’s work’.
• Warm/bright: ‘Like the end of a long summer’s day or the very start to a winter’s morning.’
• Peaceful: this was felt by one person already considering the rural sector – but she also thought the ‘farm
drive’ image was more relevant and more where she wanted to be.

Influence on actions
‘I’m interested in it, but I’m not going “yay”.’
(Rotorua, Female, 35 years, Postgrad
degree)
This concept did create some call-to-action,
but mostly due to the Jobs are here tagline
rather than the image.
• Some would look at the website out of
interest e.g. to see what opportunities are
available.
• A few said they might talk to people they
know in the primary industries.
• Some would take no action because, at a
glance, they’re either already aware of
grape-picking jobs or it’s not the type of
work they are able/willing to do (i.e. fruitpicking).
• ‘If I saw that in a paper, I’d be like “oh
yeah there’s jobs in the vineyards, I
already know that, next page”. It would
be better to see jobs for people who
don’t want to work in the traditional
farming jobs.’ (Queenstown, Male, 38
Years, School qualification)
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This concept did not work so well: The relevance of the image was confusing/unclear and
the tagline is too much for some people right now (with all the other upheavals)
Reactions to tagline
•
•
•

Tagline worked well for some in Rotorua. Some were already thinking they needed to do something life-changing, and some also
interpreted it as ‘do something you want to do’.
Tagline did not work so well in Queenstown with the feeling that life has already been changing too much. They preferred the It’s time to
change your mind’ tagline: to have opportunities or do something different, rather than doing ‘something life-changing’.
There was also the feeling that ‘life changing’ is not always a good thing.
• ‘Asking someone to do something life-changing instantly brings back fear. You’re going to country stuff, you instantly go “I don’t
think I really want to do that right now”.’ (Queenstown, Female, 36 years, Certificate)

Reactions to image
This image did not work well – most people found it unclear or confusing.
• ‘I’m not really sure about why the family’s there. Also the dairy, all the cows in the back, it’s all mucky. I don’t think it’s too appealing. The entire thing of kids and
cows.’ (Queenstown, Male, 38 years, School qualification)
• ‘I can’t see so much what’s on his apron, which might give me a bit more of a clue in terms of what he’s doing.’ (Christchurch, Female, 38 years, Degree)
Only a few understood the concept as intended and those people were familiar with farming.
• ‘I saw it as, they can help look after your whole family, so like farming jobs, you can get a house to yourself, so you can relocate everyone in your family, while
you do this job. Only cos I know about farming.’ (Rotorua, Female, 27 years, Postgrad diploma)
• ‘For me, it’s about family. To me, it speaks to me as like “okay, I could shift my family and make a life-changing decision for all of them”.’ (Rotorua, Male, 38
years, Degree)
• ‘To me that shows working together as a family, a career that could give you a whole family lifestyle.’ (Christchurch, Female, 54 years, School qualification)
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This concept did not work so well: The relevance of the image was confusing/unclear and
the tagline is too much for some people right now (with all the other upheavals)
Reactions to image (continued)
The image suggested a wide range of things to people:
• migrants (not ‘us’) or sponsoring a family
• ‘It’s like migrants basically, it’s not local New Zealanders there. Are we supporting these people? It’s quite confusing. I think it is
targeted at migrants or that sort of category. It would be life-changing for those guys.’ (Rotorua, Male, Indian ethnicity)
• ‘It’s almost like you’re asking for donations for those people.’ (Rotorua, Female, 35 years, Postgrad degree)
• ‘What I think it says is that, there’s a lot of migrants in this country, they move here permanently, they choose to work in the big cities.
This being ‘life changing’ is, you cannot follow the norm: move to rural areas of New Zealand, which is where we need a lot more
people basically.’ (Rotorua, Male, 36 years, Diploma)
• unhappiness/creepiness (mostly due to expressions but also use of darker colours, less fresh green)
• ‘The guy could smile a bit. He doesn’t look happy.’ (Rotorua, Male, 38 years, Degree)
• ‘They all look cold.’ (Rotorua, Female, 35 years, Postgrad degree)
• ‘They don’t look welcoming. Looking at that, I don’t want to be there.’ (Queenstown, Female, 36 years, Certificate)
• ‘Looks a bit creepy. He’s got a bit of a smirk, more than a smile.’ (Queenstown, Female, 51 years, Diploma)
• He does look creepy.’ (Auckland, Female, 25 years, School qualification)
• a guy who has taken a family in
• time to start having a family
• time to buy a Lotto ticket
• an advert for a festival or something to take the family to
• not really related to primary industry jobs.
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These concepts did not work so well
Reactions
• Suggests really hard, boring, back-breaking work.
• ‘It shows manual labour, rather than all the other roles there could be as well.’ (Auckland, Male, 46 years, Degree)
• ‘Makes me think it’s repetitive, it’s going to hurt after an hour or two. Her face doesn’t look like she’s enjoying it.’ (Christchurch,
Female, 36 years, Degree)
• Suggests low-paid work: ‘minimum wage’.
• Suggests transient jobs, seasonal work, not secure. ‘You’ll be good for six months.’ (Rotorua, Male, 36 years, Diploma)
• Nobody wanted to be in her position – she doesn’t look happy.

Reactions to imagery (see slide 59 for positive reactions to the tagline)
• For a few this image suggested innovation, technologically advanced areas and IT skills.
• They liked the use of fresh green colours in terms of a change of mind.
• BUT for most people, it also suggested the robot is taking jobs away (an instant negative reaction).
• ‘I look at the robot, I’m like, well, that’s already a job taken.’ (Rotorua, Female, 35 years, Postgrad degree)
• ‘I think this one reminds you that we’re all gonna lose our jobs tomorrow.’ (Queenstown, Male, 38 years, School qualification),
• ‘It’s a robot doing the work, not a person and that’s not ideal.’ (Auckland, Male, 46 years, Degree)
• People also felt the image was a little ambiguous and could suggest a range of things e.g. one thought it was suggesting it was time
to become a vegetarian.
• Overall people felt a different type of image would work better here, such as the drone or technician from the contemporary mood
board (see below), or an image of an IT person working on a rural project – or something they were able to more readily relate to.
• ‘One side of it, people could learn the programming, how to operate the robot, but it’s the problem with automation: taking away
jobs.’ (Rotorua, Male, 38 years, Degree)
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This concept did not work so well
Reactions to tagline
People said they wouldn’t stop and read this concept, because it felt like:
• a call for a volunteering opportunity
• a guilt trip: ‘Like it’s your duty to help out’
• a call for patriotism or for women to step up: ‘It’s like those old Riveter Rosie ads, you can do it.’
• an army recruit poster: ‘It sounds very military’.
• ‘Back when they were trying to get people to join the army, that’s what it looks like. It’s like you gotta enlist. I see it like “we
want you”.’ (Queenstown, Female, 35 years, Degree)
Reactions to image
• People (even younger females) didn't connect with the image – possibly due to the tagline.
• Some younger women suggested the image might work better with Jobs are here, as the image also suggested that: ‘Anyone
can do it, not just on-the-tractor people.’ (Auckland, Female, 23 years, Degree)
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Other territory ideas (not tested across all focus groups): Did not work so well overall
Reactions to text
• Only a few people made the intended connection – they felt that living in a rural area would give them the ‘luxury’ to
experience the beauty.
• Suggests a tourism advertisement to many. i.e. to get out and see your country – travel around New Zealand.
• ‘Is this one an advertisement to promote local tourism?’ (Rotorua, Male, 38 years, Postgrad degree)
• ‘It’s like that “don’t leave town ‘til you’ve seen the country”.’ (Christchurch, Female, 59 years, Diploma)

Reactions to text
• Some people did not connect with this. They felt it took too much to think about.
• A few liked it:
• ‘It feels as if we’re back to what New Zealand is all about, at the end of the day.’ (Christchurch, Female, 54 years,
School qualification)

Reactions to text
• A few people really connected with this – for one in Rotorua it was her preferred message overall.
• ‘I like the idea of feeling like I’m contributing.’ (Christchurch, Female, 59 years, Diploma)
• ‘It’s more like it’s got the three different categories, so it’s showing you that there's more than just one part to it.’
(Christchurch, Female, 54 years, School qualification)
• Most people feel more needy/self-focused than this. That is, they need more – they seek security, good pay – rather than
having a role in helping New Zealand out.
• Some felt it was ‘too motivational’ – a bit too much like ‘do it for yourself and your country’.
• Some didn’t like how directive it was.
• ‘It’s not giving you an option. It’s telling you you have a role. Like you have to.’ (Queenstown, Female, 51 years,
Diploma)
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APPENDIX:
Detailed findings from the
online survey
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How has the workforce been impacted by COVID-19?
Impact of COVID-19 on the workforce
Q5. Please indicate if any of the following statements describes your situation:
Base: 18-59-year-olds who are employed or actively seeking employment n=1,061

I am unemployed
as a result of
COVID-19

0.2%

I have returned
from overseas as a
result of COVID-19

5%
None of these

36%

28%

7%
25%

My income has been reduced due
to COVID-19 and I am looking for
alternative or additional work

My income is about to be reduced
due to COVID-19 and I am looking
for alternative or additional work

My income has not been reduced,
but I feel it is definitely at risk due
to COVID-19

Almost two thirds (64%) of the New Zealand workforce (aged 18-59-years) have been impacted by COVID-19, either via unemployment, reduced income,
anticipation of reduced income, or concern over the security of their income. This provides a huge opportunity for the primary sector to make jobseekers aware of
the needs of the sector and encourage them into training and jobs.
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Who is more likely to be impacted by COVID-19?
More likely to be:
• From the Bay of Plenty
• From Otago (not sig)
• Māori
• Pacific peoples (not sig)
• Other ethnicity (not sig)

Impact of COVID-19 on the workforce
Q5. Please indicate if any of the following statements describes your situation:
Base: 18-59-year-olds who are employed or actively seeking employment n=1,061

More likely to be:
• Female
42%
• 50-59 years
46%
• From Gisborne/Hawkes Bay
50%
• From Taranaki/Manawatu/Whanganui (not sig) 44%
• From Wellington
45%
• From upper South Island (not sig) 42%
• From Southland
67%
• New Zealand European
36%*
• Pacific peoples
46%
Less likely to be:
• Male
• 18-29 years
• From Auckland
• From Northland (not sig)
• Asian
• Other ethnicity

I am unemployed
as a result of
COVID-19

28%

30%
30%
30%
28%
19%
16%

Less likely to be:
• Female
• From Bay of Plenty (not sig)
• From Wellington (not sig)
• From upper South Island (not sig)
• Southland (not sig)

22%
15%
22%
16%
17%

I have returned
from overseas as a
result of COVID-19

5%

None of these

36%

More likely to be:
• Male
27%
• 40-49 years
29%
• From Gisborne/Hawkes Bay (not sig) 28%
• From Waikato (not sig)
29%
• From Canterbury
32%
• From Otago (not sig)
27%
• Asian
33%

0.2%

11%
8%
11%
10%
11%

7%
25%
My income has not been reduced,
but I feel it is definitely at risk due
to COVID-19

My income has been reduced due
to COVID-19 and I am looking for
alternative or additional work

More likely to be:
• Male
• 18-39 years
• From Auckland
• From Bay of Plenty (not sig)
• From upper South Island (not sig)
• From Otago (not sig)
• Asian
• Other ethnicity (not sig)

31%
31%
33%
31%
35%
31%
36%
41%

Less likely to be:
• Female
24%
• 50-59 years
21%
• From Gisborne/Hawkes Bay
10%
• From Waikato (not sig)
21%
• From Taranaki/Manawatu/Whanganui (not sig) 21%
• From Waikato (not sig)
21%
• From Wellington (not sig)
22%
• From Southland (not sig)
16%
• Māori
21%
• Pacific peoples
16%

More likely to be:
• From Northland
16%
• From Auckland
10%
• From Gisborne/Hawkes Bay (not sig) 10%

My income is about to be reduced
due to COVID-19 and I am looking
for alternative or additional work

Less likely to be:
• 40-59 years
• From Taranaki/Manawatu/Whanganui
• From Canterbury
• From Otago
• From Southland (not sig)
• New Zealand European

5%
1%
1%
1%
0%
5%

Those in the workforce who are more likely to be feeling impacted by COVID-19 are male, under 40 years, from
Auckland, Northland, Bay of Plenty, upper South Island or Otago, and not NZ European.

* Reduced base for Ethnicity n=968. ‘None of these’ for this reduced base is 32%, so 36% for New Zealand Europeans is still significantly higher.
‘Not sig’: means that the difference is not statistically significant at the 95% confidence level, which may be due to sample sizes, but it has been noted as an indicative difference.
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How large is the ‘potential market’ of jobseekers?

I am unemployed
as a result of
COVID-19

I have returned
from overseas as a
result of COVID-19

0.2%

5%
None of the above

36%

28%

7%
25%
My income has not been reduced,
but I feel it is definitely at risk due
to COVID-19

My income has been reduced due
to COVID-19 and I am looking for
alternative or additional work

My income is about to be reduced
due to COVID-19 and I am looking
for alternative or additional work

Of the 18-59-year-old workforce (who are not already
in the primary sector), 57% are potentially looking at
their job options.
‘Potential market’ definition
The rest of the quantitative slides in this report look at what we have
named the ‘potential market’: a sample of n=602 respondents.
The ‘potential market’ was defined as:
• Impacted: Those who showed any level of impact from COVID-19
(i.e. the green shading in the chart on the left) i.e. 64% of the 18-59year old workforce
• Plus already looking for work: Those actively seeking employment
not due to COVID-19, i.e. 8% of the 18-59-year-old workforce
(included in ‘none of the above’ in the chart)
• Minus already in sector: Excluding anyone who is currently or was
previously employed in the primary sector in the last five years i.e.
15% of the 18-59-year old workforce.

For the rest of the quantitative slides, we’ll look at the
‘potential market’ and their openness, motivations
and barriers…

As previously noted, 64% of the workforce (aged 18-59 years) have been impacted by COVID-19, either via unemployment, reduced income, anticipation of
reduced income or concern over the security of their income. If we add those who are seeking employment (not due to COVID-19) and exclude those who are (or
have been) employed in the primary sector, we get a ‘potential market’ of jobseekers for primary sector jobs of 57% of the workforce.
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Who in the workforce is more likely to be in the ‘potential market’?
Demographic profile of the potential market vs the general public
Q1. Please tell me which of the following age groups you belong to?; Q2. Are you…; Q3. Which region of New Zealand do you live in?; Q4. Which ethnic group or groups do you belong to? Please select all that apply.
Base: 18-59-year-olds who are employed or actively seeking employment n=1,061, Potential market n=602

Workforce

3%

26%

2%

18-29 yrs

36%

Auckland
9%

Driven by central
Auckland 13% (vs
11% general public)

9%
6%

Bay of Plenty

5%

30-39 yrs
25%

40-49 yrs

26%

50-59yrs

21%

6%
12%

11%

59%
18%

Māori

16%
22%

Asian

24%
6%

Pacific peoples

21%

7%

61%

European or New
Zealand European

28%

4%

Wellington

Other

5%
5%

7%

Reduced base for general public n=1137
due to question not initially being asked of all respondents.

Gender

3%

3%
13%

Canterbury

49%

Male

55%

15%
6%

Otago
Southland

28%

2%

Taranaki/Manawatu-Wanganui

Upper South Island

25%

40%

Waikato

Gisborne/Hawke's Bay

Ethnicity

Age group

Regions
Northland

Potential market

5%

1%

1%

51%

Female
Gender
diverse

45%
0.3%

0.2%

= Significantly higher than the general workforce
= Significantly lower than the general workforce

Those in the ‘potential market’ are more likely to be from Auckland (particularly central Auckland), male, and Asian or ‘other’ ethnicities.
Later slides will look at whether these groups are also more likely to consider working in another sector, in particular, primary industry fields/roles.
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Who in the workforce is more likely to be in the ‘potential market’?
Demographic profile of those in the potential market
Q18. Where do you live?; Q17. And which of the following best describes your highest level of education?; Q7. Which sector do you currently, or did you most recently, work in? Please select the best fit.
Base: Potential market n=602, general public workforce n=1,074 (based on general public political polling data, February and April 2020 samples, filtered on 18-59 years and those employed or actively seeking employment)

Highest education

General public
workforce

5%

No qualification

4%
21%
26%

Certificate/diploma gained post-school

25%
28%

Bachelor's degree

36%

10%

Postgraduate or honours degree

7%

Master's or doctorate degree

6%

8%

Where do you live?

63%

In a city

64%
19%

In a large town

21%

10%

7%

5%

Media

Employment

11%

In a small town

Industry (Current or most recent)

Hospitality
Retail, Personal services, Wholesale
IT, Telecommunications
Prof. services, Banking, Fin. services, Insurance, Property
Health, Community
Manufacturing
Government, Law, Safety, Utilities
Education, Training
Transport, Logistics
Arts, Sport, Recreation
Construction, Infrastructure, Engineering
Tourism

23%

Secondary school qualification

Outside a town

Potential market

73%

Full-time employment

63%

10%
10%
9%
7%
6%
6%
5%
4%
3%
3%
1%
1%
4%

21%

Part-time employment
Actively seeking
employment

Aviation
Other

18%
14%

19%
6%

18%

= Significantly higher than the general public workforce
= Significantly lower than the general public workforce

Compared to the general workforce, those in the ‘potential market’ are more likely to have a bachelor’s degree. In fact, half have a university degree, and two
thirds live in a city and are/were mostly in hospitality, retail or professional services. The primary sector redeployment strategy should consider whether some of
these groups should be key targets.
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Within the potential market, who is more likely to urgently need a job now?
Demographic profile by level of impact

= Higher than the potential market
= Lower than the potential market

Base: n=602 Potential market

Unemployed as result of COVID-19

Seeking employment (not
as result of COVID-19)

n=43

n=66

n=273

n=216

Who

More likely to be female 59% (vs 45% in potential
market)
More likely to be 18-29 years 31% (vs 25%) (not sig)
More likely to be Māori 31% (vs 16% in potential market)
More likely to be Pacific peoples 12% (vs 5%)

More likely to be female 61% (vs
45% in potential market)
More likely to be 18-29 years 35%
(vs 25%`)
More likely to be Māori 30% (vs 16%)
Less likely to be Asian 13% (vs 24%)

Less likely to be Māori 13% (vs 16% in
potential market)
Less likely to be Pacific peoples 3% (vs 5%
in potential market)

Less likely to be female 40% (vs 45% in potential
market) (not sig)
Less likely to be 18-29 years 20% (vs 25% in
potential market) (not sig)
Less likely to be Māori 12% (vs 16%) (not sig)
More likely to be Asian 28% (vs 24%) (not sig)

Where

More likely to be from Otago 11% (vs 5%) (not sig)
More likely to be from Canterbury 19% (vs 15%) (not sig)
More likely to be from east Auckland 7% (vs 3%) (not sig)

More likely to be from Waikato 19%
(vs 9%)

More likely to be from south Auckland 12%
(vs 9% in potential market)
Less likely to be from Waikato 5% (vs 9%)

More likely to live in a city 72% (vs 64% in
potential market)
Less likely to be from south Auckland 5% (vs 9%)

More likely to have no qualification or
secondary school qualification 49%
(vs 26%)
Less likely to have a bachelors
degree 20% (vs 36%)

More likely to have a master’s or doctorate
degree 9% (vs 6%)

More likely to have a bachelor’s degree 45% (vs
36%)
Less likely to have a certificate/diploma 20% (vs
25% in potential market)

Less likely to work in Education/
Training 1% (vs 6%)

More likely to work in Hospitality 16% (vs
12%)

More likely to work in Government, Law, Safety
9% (vs 5%)
More likely to work in Manufacturing 11% (vs 7%)
Less likely to work in Hospitality 4% (vs 12%)

Education

Industry

More likely to work in Hospitality 31% (vs 12%)
More likely to work in Tourism 9% (vs 3%)
More likely to work in Retail 14% (vs 11%) (not sig)
More likely to work in Sport/Rec 6% (vs 2%) (not sig)

Income reduced (or about to
reduce) & seeking other work Income not reduced but feel at risk

On the earlier slides we saw that people who are feeling impacted and/or are in the ‘potential market’ are more likely to be male, under 40 years, from Auckland, Northland, Bay
of Plenty, upper South Island or Otago, are non-NZ Europeans and have a university qualification.
However, as shown in the table above, those who are more in need of jobs now (within the potential market) are more likely to be female, Māori, Pacific peoples, under 30, living
in Waikato, Otago, Canterbury or east Auckland, working (or formerly worked) in hospitality, tourism, retail and sport & recreation, and less likely to have a degree qualification.
These latter groups are the key targets to consider for the ‘jobs are here’ (i.e. immediate) campaign messaging.
‘Not sig’: means that the difference is not statistically significant at the 95% confidence level, which may be due to sample sizes, but it has been noted as an indicative difference.
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Looking across the sectors, who is most concerned and how open are they to working in
a different sector?
= Significantly higher than the total potential market

Concern and Openness to changing by sector

= Significantly lower than the total potential market

Q8. How are you feeling about your job prospects within your current/recent sector?; Q9. Would you consider working in a different sector to the one you’re currently
working in/most recently worked in? For example, to do a different type of job?

Concern about job prospects in your sector
Don’t know

Not at all concerned

* Caution Low Base

Slightly concerned
Total

Somewhat concerned

*Touri sm

n=16

*Aviation

n=5

*Arts, Sport, Recreation

n=24

*Media

n=6

IT, Telecommunications

n=62

Hospitality

n=107

*Transport, Logistics
Retail, Personal services, Wholesale
Education, Traini ng
Prof. services, Banking, Fin. services, Insurance, Property

n=54 5%

n=19

18%

20%

19%
23%

34%
31%
18%

26%
25%
25%

22%

2%7%

22%

4%

20%

13%

20%
19%

20%

31%

82%

8%

63%

9%

5% 5%

16%
22%

34%

14%
8%

24%

40%
30%

5%

14%

23%

25%

8%

n=23 4%

25%

29%

71%

16%

4%

34%

36%

11%

44%

30%

10%

56%

36%

12%
7%

31%
48%

12%

49%

45%
12%

43%
50%

2%
2%4%

31%

54%

14%

12%

4% 8%

17%

11%

5%3%

11%

24%

8%

8%

8%

37%

20%

69%

26%

I’d def. consider

38%

23%

9%

I’d prob. consider

43%

33%

25%

I’d prob. not consider

18%

37%

28%

I would not consider

11%

6%

17%

20%

n=56 2%8%

Health, Community

*Construction, Infrastructure, Engineering

11%

7%

3% 5%

20%

46%

25%

5%

18%

18%

8% 13%

7%

n=44 5%

*Other

29%

21%

8%

Don’t know

71%

49%
3%

Extremely concerned

18%

4% 12%

n=36 3%

n=38

25%

36%

n=28 6%
n=84

24%

6% 6% 11% 6%

Manufacturing
Government, Law, Safety, Utilities

8%

n=602 4%

Moderately concerned

Openness to working in a different sector

38%

13%

5% 10%

54%

21%

48%
12%

33%

38%
30%

34%
33%

22%

Levels of concern about job prospects vary greatly by sector: those in tourism and aviation are feeling the most concerned and they’re also the most open to working in a different
sector. Those in arts, sports or recreation are also more likely to feel extremely concerned, but they’re less likely to be definitely considering another sector. Those in
transport/logistics, retail and hospitality are not as concerned as the previously mentioned groups but have relatively high levels of willingness to work in other sectors.
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Who else is more likely to be concerned and/or open to working in a different sector?
Concern about job prospects in their current sector
Q8. How are you feeling about your job prospects within your current/recent sector?
Base: n=602 Potential market

Not at all concerned

Don’t know

4%

24%

8%

More likely to:
• Be unemployed (not
from COVID-19) 21%
• Be Māori 12%
• Have a school (or no)
qualification 12%

Slightly concerned

More likely to be:
• Unemployed (not as a
result of COVID-19) 17%
• From Taranaki 41%
• Pacific peoples 18%

Somewhat concerned

Moderately concerned

25%

More likely to:
• Not have had income
reduced but feel at risk 33%
• Work full-time 27%

Extremely concerned

18%
More likely to:
• Work part-time 33%

20%
More likely to be:
• 18-29 years 24%

Openness to working in a different sector

More likely to:
• Be unemployed as a result of
COVID-19 36%, or had income
reduced (or about to reduce)
and seeking other work 28%
• Be 50-59 years 27% (not sig)
• Be from Wellington 30%
• Have a university degree 25%

Q9. Would you consider working in a different sector to the one you’re currently working in/most recently worked in? For example, to do a different type of job?
Base: n=602 Potential market

Don’t know
3%

5%

I would not consider

11%

More likely to be (vs 16%):
• Male 20%
• Southland* 44%
• Construction, Infrastructure, Engineering* 40%
• Income not reduced but feel at risk 24%

I’d probably not consider

43%
More likely to be:
• Asian 52%

I’d probably consider

I’d definitely consider

38%
More likely to be:
• Unemployed as a result of COVID-19 68%
• Female 45%
• New Zealand European 42%
• From Northland 43%, Waikato 43%, Manawatu/Whanganui 45%, Upper
South Island 50%, Canterbury 43%, Otago 41% (not sig)

Of those in the ‘potential market’, one fifth (20%) are ‘extremely concerned’ and two fifths (38%) would ‘definitely consider’ working in a different sector. Those who are extremely
concerned are more likely to be unemployed or had their income reduced by COVID-19, be from Wellington and/or have a university degree. Those who would consider working
in a different sector are more likely to be female and unemployed as a result of COVID-19.
‘Not sig’: means that the difference is not statistically significant at the 95% confidence level, which may be due to sample sizes, but it has been noted as an indicative difference.
*Caution: Low sample base.
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Within the potential market, who is closed to working in a different sector? And why?
Openness to working in a different sector
Q9. Would you consider working in a different sector to the one you’re currently working in/most recently worked in? For example, to do a different type of job?; Q10. Why would you not/probably not consider working in a different sector? [Open
response question]
Base: n=602 Potential market

Don’t know

3%

5%

I would not consider

11%

I’d probably not consider

I’d probably consider

I’d definitely consider

43%

38%

Why not consider?
Like current industry/don't want to change

38%

Skilled/trained in current industry
More likely to:
• Be male 7% (but
not by much)

More likely to:
• Not have had their
income reduced but feel
at risk 17%
• Be from Southland 44%
(caution: very low base)

16%

Lack of skills/experience/familiarity in other sectors

15%

Positive longer-term outlook in current industry

9%

Current job situation suits my circumstances
Age (too old)
Drop in income

4%
2%
1%

Only open to other industry if similar role

1%

Other: Health issues, want to study, etc.
Don't know/Not answered

‘I really enjoy the sector that I'm in and
I'm sure things will come right again.’
‘Because after 17 years, it’s a sector I know
well and understand.’

3%

Would only re-consider if lost job

‘I am still very interested with the
industry that I am in at the moment.’

‘My training is very specialised and I would
struggle to find a job with the pay I get now
in a different field.’

6%
18%

‘I don't have any experience in that field.’
‘Not trained for anything else.’

For those who would not consider working in a different sector, the main reason is that they like their current industry, followed by having skills/training for their
current sector or a lack of skills for other sectors. We know from the qualitative research that skills are less of a barrier once people understand the range of roles
available in primary industry as well as the on-the-job training opportunities.
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Of the potential market who are open to working in another sector, what proportion would
consider a primary sector field or role? And what are they most likely to consider?
Openness to specific primary sector fields and types of work
Q11. Which of the following fields would you consider working in? Even if you don’t know much about them; Q12. Which of the following types of work would you consider doing? Even if you don’t know much about them.
Base: n=574 Those in the potential market who would consider working in another sector

Types of work consider doing

Fields consider working in
Horticulture

27%

Viticulture (wine)

19%

Veterinarian services

Aquaculture

18%
16%

11%

Beef or lamb farming

10%

None of the above

59%

14%

Fisheries

48%

Food processing e.g. fruit/vege/meat/dairy

26%

Forestry

Dairy farming

Business/management in the food production sector*
34%

Doing physical work

33%

Planting, growing or harvesting trees, plants or crops

32%

Food, animal or environmental science/research

29%

Working with tools and machinery

27%

Raising and working with animals

26%

Driving tractors, motorbikes, boats or heavy vehicles
Wool processing
41%

None of the above

* e.g. accounting, marketing,
staff management, health
and safety advice, sales,
consultants, etc.

88%

20%
9%
12%

Encouragingly, of the 41% (n=237) who would not consider any of the primary industry fields, 72% were open to the ‘types of work’ available in primary sector (i.e. those
listed in the chart on the right). This leaves only 28% (or 12% of those who would consider another sector) who were not willing to work in any primary industry field or
work type. Of the 72% (of the 41%) who were open to the types of work available, they were most likely to consider the following work types:
• Business/management in food production
38%
• Working with tools and machinery
15%
• Doing physical work
20%
• Food, animal or environmental science/research
13%
• Food processing e.g. fruit/vegetable
19%
• (None of the above)
28%

Many (88%) of those who would consider working in another sector would consider a primary sector field or role. But it’s when the ‘types of work’ are explained that consideration
really pushes up. That is, when presented with different fields, many (41%) indicated they would not consider those fields. But once presented with a range of roles, many more
were open. The qualitative research found that many people are not aware of the range of roles available within primary industry. These findings suggest that the general public
need to be made aware of the range of roles in the primary sector and that leading with the fields alone is likely to receive lower consideration.
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Why are some people open to changing sectors, but closed to a primary industry role?
Reason for not considering primary sector fields or roles
Q14. Why wouldn’t you consider working in any of the areas mentioned? [Open response question]
Base: n=67 Would not consider any of the fields or types of work

Not interested/Enjoy current industry/Don't want to change

33%

Lack of skills/experience/familiarity in other sectors

24%

Not interested in or can't do 'hands-on' jobs/physical work

12% ‘none of the above’ for both

Of those who would consider working in another sector,
12% would not choose a primary industry field or work type

14%

Age (too old)

5%

Drop in income

4%

Only open to other industry if similar role

2%

Skilled/trained in current industry

1%

Positive longer-term outlook in current industry

1%

Other
Don't know/No comment
‘None of them are appealing to me.’
‘I prefer the line of work I am in.’

6%
17%

‘Not sure if I have enough skills to do the jobs.’
‘I am not qualified to do so.’

‘I don't really have any interest in working in more hands-on industries,
including the primary industries, nor do I think I would be good at it.’
‘Can't do manual labour.’

For those who would not consider a role in primary industry, a quarter (24%) mention a lack of skills or experience. We know from the qualitative research that skills are less of a
barrier once people understand the range of roles available in primary industry as well as the on-the-job training opportunities. Creating this awareness is important to encourage
people into the primary sector. Interestingly, pay and location weren’t raised by many/any as primary barriers to considering fields or roles in the primary sector – lack of skills,
experience and familiarity were more top-of-mind, underlining again the need for an awareness campaign.
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Why are people open to a primary industry role?
Reason for considering primary sector fields or roles
Q14. Why would you consider working in any of the areas mentioned? [Open response question]
Base: n=507 Would consider any of the fields or types of work

88%
consider
at least
one

Of those who would consider working in another sector,
88% would choose a primary industry field or work type

‘I have an interest in the field.’
‘I like to work with animals.’
‘I like flowers and plants.’

It interests me e.g. animals, plants/nature etc.
Best fit with current skills/knowledge
Seeking or open to a change/gain new skills
Open to anything/Need the money/job
Like 'hands on'/physical/outdoors work
Previously worked in industry
Seems easy/Think I could learn/Simple training
Consider less physical work/Could physically do work
Seeking job security/employment opportunities
Good for the country
Pay level
Future career opportunities
Work arrangements – work from home, part-time etc
Available near me
Other
Don't know/No comment

‘It is somewhat aligned with my current expertise.’
‘Closest to my current skillset.’

32%
22%
15%
9%
8%
5%
5%
4%
3%
2%
1%
1%
1%
1%
3%
6%

‘To have an industry change to broaden opportunities.’
‘I like a challenge when I work, I like to always be learning new things.’

Among those who would consider a primary sector field or role, for a third (32%) it’s an area of interest. For just under a quarter (22%) they feel their current skills
would fit the type of work – this may be due in part to our listing the types of work available in the primary sector, i.e. they may not have stated this without the list.
Encouragingly, 15% are seeking change, open to change or open to gaining new skills, a territory that tested well with some in the qualitative research.
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Who would be open to relocating to work in a primary sector field or role?
Consider moving to a different region for primary sector field/role
Q14b. Would you consider moving to a different region for the type of work you just selected in the earlier questions?
Base: n=377 Those in the potential market who would consider working in another sector (reduced base, due to question being added during fieldwork)

Don't know

2%

I would not consider

20%

More likely to:
• Be 50-59yrs 29%
• Be female 27%
• Be from Southland 62%
• Be New Zealand European 25%
• Work part-time 30%

I'd probably not consider

30%

More likely to:
• Be 18-29yrs 38% (but they are also the
least likely to ‘not consider’ 13%)

I'd probably consider

I'd definitely consider

39%

More likely to:
• Be Pacific peoples 68% and/or ‘Other’
ethnicity 58%
• Work in Construction/Infrastructure/
Engineering 64% (caution: low base) or IT/
Telecommunications 57%

8%

More likely to:
• Have a university degree 12%
• Work in hospitality 14%
IT/Telecommunications 15%
Transport/Logistics 15% (not sig)

More likely to:
• Be male 53% (vs 48% total considerers)
• Be under 50 years: 18-29 years 48%, 30-39 years 49%, 40-49 years 51% (vs 48% total considerers) (not sig)

Just under half (47%) would consider moving regions for primary industry fields or roles. Those who would consider this were more likely to be male and to have a
university degree. Those who wouldn’t consider moving were more likely to be female, older (50-59 years), from Southland, or working part-time.
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How much do people know about primary industry fields/roles? Is there a need for an
awareness campaign?
Understanding of primary sector fields/roles
Q 5. To what extent do you feel you have a good understanding of the jobs in the food production field? i.e. the type of jobs that were in the previous list. Do you feel you know…
Base: n=574 Those who would consider working in another sector

Don’t know

2%

20%

More likely to:
• Live in the Bay of Plenty 34%
• Be Pacific peoples 39%

Virtually nothing

A little bit

38%

No significant differences

A reasonable amount

Quite a lot

28%

More likely to:
• Have had their income reduced (or about
to reduce) and be seeking work 32%
• Be male 31%
• Work full-time 31%
• Work in Transport, Logistics 46%

A lot

9%

3%

More likely to:
• Live in a large town 18%
• Work in Hospitality 17%

Only 12% of those who would consider working in another sector feel they know at least ‘quite a lot’ about the fields/roles in the sector.
This is further confirmation of the need for an awareness campaign about the jobs available in the primary sector.
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If you have any questions on this research,
please contact us.
Penny Turner & Matt Benson
www.thenavigators.co.nz

