
            
 

0 
Astrid Bruursema January 2016 

21st March, 2016 

  

Defining the FM 
market in New 
Zealand 
Research Report 

Astrid Bruursema 
 

What is the best way for FMANZ to expand 

the FM segments and the number of 

members in New Zealand? 

Hanze University of Applied Sciences Groningen,  

The Netherlands 



            
 

1 
Astrid Bruursema January 2016 

Defining the FM market in New Zealand 
 

Research Report 

What is the best way for FMANZ to expand the FM segments and the number 

of members in New Zealand? 
 

Facilities Management Association of New Zealand 
 
 

 
Author     Astrid Bruursema 
Student number   304061 
Study programme   Facility Management  
University     Hanze University of Applied Sciences Groningen 
     The Netherlands 
School     School of Facility Management (SIFM) 
 
 
Date     21st March 2016  

 
First Assessor    Mr. Ab Reitsma 

Senior Lecturer Leadership & Human Resource Management 
at Hanze University of Applied Sciences Groningen, The 
Netherlands 

 

Second Assessor   Mrs. Trude Roelofsen  
Lecturer School of Facilities Management at Hanze 
University of Applied Sciences Groningen, The Netherlands  
 

First professional mentor  Mr. Des Brennan  
Chief Executive Officer of the Facilities Management 
Association of New Zealand, New Zealand 

 
Second professional mentor  Mr. Jack Crutzen 

Vice Chair Board of the Facilities Management Association 
of New Zealand, New Zealand  
Director PRISMA Facilities Management, New Zealand 

 
First academic support   Mr. Erwin Losekoot  

Academic Head Hospitality & Tourism Management 
Programmes at Auckland Institute of Studies, New Zealand 
 

Second Academic support  Mr. Anne Staal 
Researcher and Lecturer at Auckland University of 
Technology, New Zealand and Hanze University of Applied 
Sciences Groningen, The Netherlands 



            
 

2 
Astrid Bruursema January 2016 

Executive Summary 
 
The Facilities Management Association of New Zealand (FMANZ) recognized the gap in knowledge 
about the development of the FM industry and the professional needs of the current FM professionals 
in New Zealand. FMANZ wants to serve its current and potential membership database better. Once 
FMANZ knows how to respond to these members, it will be easier to advocate for the FM profession 
in New Zealand. The project goal is to better understand the FM-related needs in connected industries 
in New Zealand and overseas markets and recommend a number of services that FMANZ can provide.  
 
In order to reach this goal, the surveys and interviews with several key players in the FM industry gave 
an answer to the research question: “What is the best way for FMANZ to expand the FM segments 
and the number of members in New Zealand?”. After answering this research question, it will be 
possible for FMANZ to consider how to best meet the developmental needs of these sectors and 
organisations. The sub research questions will be answered in this Research Report. The research 
question will be answered in the Advisory Report.  
 
The first sub-questions: “What FM segments are currently being served by FMANZ?” will be answered 
by providing a segmentation model for the FM industry in NZ first. Second the FMANZ membership 
base is compared with the segmentation model, the served segments by FMANZ became revealed. 
Also the questions: “What FM segments are not being served by FMANZ?” is answered. These 
outcomes showed that the FM industry in New Zealand is more focussed on hard services rather than 
soft services. Also the FMANZ members are overrepresented in these hard services. “What services 
are provided by FMANZ within these segments and how do members value these provided services?” 
will be answered using the FM industry survey. Also the potential service offering will be answered: 
“Which segments have potential to be offered by FMANZ and what services can be offered to the 
members in these segments?” using trends and developments from overseas markets.  
 
To identify the needs of the FM market in New Zealand, both literature and empirical data have been 
collected. The literature research consist of previous literature related to the development of the FM 
industry, publications in several journals and business models. The empirical research consists of a 
survey and interviews. 
 
Both literature and empirical data has been collected to identify the needs of the FM market. One of 
the results of the project was to create a segmentation model for FM in New Zealand, with a needs 
analysis to increase the influence of FM. A discussion with several facility management professionals 
(FMP) and Business Developers resulted in a proposed segmentation model. This segmentation is used 
as input for the survey.  
 
Research shows that the FM industry in New Zealand currently represents mostly  FMP in the hard FM 
side, this means that there is a strong focus on the aspect place in contrast to people. The New Zealand 
FM market has really been a Facilities Maintenance industry over the past decade and not a Facilities 
Management industry. Some of the primary drivers behind this past maintenance trend include, 
immediate cost pressures on clients and not having the financial means to take a longer term view, 
available skill-sets within the industry and the reduced critical mass available in parts of the market. 
The soft services side of FM could play a bigger role in the FM industry in NZ. The services in NZ are 
now seen as a low value service, but there is growing awareness regarding the added value of FM 
within businesses. In general FMP are looking for specific education and training. Also the FM 
recognition on a strategic level is indispensable. 
 
The value of the FM industry based on the total asset value, shows that the FM industry in New 
Zealand is estimated at 8 billion NZD. Based on a comparison with European data, the FM industry in 
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New Zealand is estimated at 9 billion NZD, nearly 4% of the GDP. This are the first steps in indicating 
the market value of FM and this is focussed on existing market data and available reports. The second 
step in developing the FM market in New Zealand is creating a common framework for collecting 
market data. 
  
In the Advisory Report, recommendations for FMANZ are given to reach the desired situation of the 
FM market in New Zealand.  
 
This Research Report will form the Defining the FM Market in NZ.  
 
This report can be used for future research, to keep track on market growth and guarantee continuous 
improvement of the FM market in NZ.  
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Introduction  
 

The research report informs the reader about developments in the Facilities Management (FM) 
industry in New Zealand. This plan is intended for all Facilities Managers and FM suppliers in New 
Zealand. 
 
The graduating student, Astrid Bruursema, is assigned to execute this project during the period of 
August 2015 till January 2016. The Facilities Management Association of New Zealand (FMANZ) 
provided the student with an assignment. FMANZ wishes to serve its current and potential member 
base better. Therefore, the student is expected to provide recommendations on how FMANZ can best 
do this.  

 
The intention of this graduation project is to give an answer to  the question: “What is the best way 
for FMANZ to expand the FM segments and the number of members in New Zealand?”. In this 
research report the sub research questions (presented in section 2.3) will contribute to better 
understand the FM-related needs in New Zealand and recommend a number of services that FMANZ 
can provide. The created segmentation model for the FM industry will help answer the two sub 
questions: “What FM segments are currently being served by FMANZ?” and “What FM segments are 
not being served by FMANZ?” It is beneficial for FMANZ to know what segments are (not) being served 
to better serve the market. The next sub question will help to improve FMANZ’ service offering: ”What 
services are provided by FMANZ within these segments and how do members value these provided 
services?”. After a analysis with overseas markets the last sub questions will be answered: “Which 
segments have potential to be offered by FMANZ and what services can be offered to the members in 
these segments?”. 
 
First of all the research background is described in Chapter 2. This chapter provides an overview of the 
research approach, its research questions and the methodology. In Chapter 3 the FM industry around 
the world is described together with trends and developments in these markets. The FM industries in 
The Netherlands, The United Kingdom, Australia and the United States are described. The 
understanding of FM, trends and developments and available segmentation models for each country 
are discussed. The New Zealand FM industry is described in Chapter 4, first of all a suitable 
segmentation model for this market is created, also the FMANZ membership base is identified and 
trends and developments are described. In Chapter 5 the estimated value of the FM industry in New 
Zealand is illustrated. Two options are used to estimate the value. First of all a determination of the 
total asset value in New Zealand is given. On the other hand is the New Zealand market compared 
with some European data reports based on GDP. Last but not least the sub research questions will be 
answered in Chapter 6.  
 
The Advisory Report is the second document that has been generated for this research. The outcomes 
of this Research Reports are used as input to generate an advice for FMANZ. The goal is to guarantee 
continuous development of the FM industry in New Zealand. The advice can be found in the Advisory 
Report (Bruursema, 2016).  
  

1 
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Research design  
 
This chapter provides an overview of the research design, its research questions and methodology. To 
give an answer to the main research questions, a number of sub-questions are formulated.  
 

2.1 Problem definition 
There is a gap in knowledge between the development of the FM industry and the professional needs 
of current FM professionals (FMP) in New Zealand. FMANZ wants to serve its current and potential 
membership base better. The current member base consists of individual-, corporate- and student 
members of FMANZ. Once FMANZ knows how to respond to these members, it will be easier to 
advocate for the FM industry in New Zealand.  
 

2.2 Project goal  
The FM market is currently not clearly outlined for the FMANZ board and its members. The FM market 
in New Zealand needs to be defined more precisely. FMANZ already serves a part of this industry, but 
FMANZ currently does not know what the scale and scope of the FM industry in New Zealand is. By 
comparing the current situation and the desired situation for both FMANZ and FMP of the FM industry, 
advice can be given to FMANZ to support the professional development of FM in New Zealand. 
 
The project goal is to better understand the FM-related needs in related industries in New Zealand 
and overseas markets and recommend a number of services that FMANZ can provide. In addition this 
research will provide an insight into the necessary steps for FMANZ that make a positive contribution 
to the advocacy of FM in New Zealand and therefore grow membership for FMANZ. 
 

2.3 Research questions  
Based on this information the following research question is formulated: “What is the best way for 
FMANZ to expand the FM segments and the number of members in New Zealand?”  
 
The following sub-questions are formulated to support the research question. The answers to these 
sub-questions give a final answer to the research question.  
1. What FM segments are being served by FMANZ?  
2. What services are provided by FMANZ within these segments and how do members value these 
provided services?  
3. What FM segments are not being served by FMANZ?  
4. Which segments have potential to be offered by FMANZ and what services can be offered to the 
members in these segments?  
5. What are the tactical and strategic consequences for the FMANZ organisation? 
 
Once the size of the industry is known, it will be possible for FMANZ to consider how to best meet the 
developmental needs of these segments and organisations. This part of the research will not only be 
beneficial in strengthening FMANZ’s strategic development but it will also strengthen the research 
partnership with Auckland University of Technology (AUT) and Hanze University of Applied Sciences 
(Hanze UAS). FMANZ will gain insights into how they can evolve in creating best value for its members 
and sponsors. Additionally the results of this research could specify an FM specific research agenda in 
New Zealand to ensure that developments are supported by research. 
 
Table 2.1 shows the distribution of the sub research questions over the Research Report and the 
Advisory Report.  
 

2 
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TABLE 2.1 – SUB-RESEARCH QUESTIONS   

Research report 

1. What FM segments are being served by FMANZ? Section: 4.2 

2. What services are provided by FMANZ within these segments 
and how do members value these provided services? 

Section: 4.5  

3. What FM segments are not being served by FMANZ?  Section: 4.3  

4. Which segments have potential to be offered by FMANZ and 
what services can be offered to the members in these segments? 

Section: 4.4 and 
4.6 

Advisory Report 
5. What are the tactical and strategic consequences for the 
FMANZ organisation? 

Advisory Report  

 

2.4 Research methodology  
To identify the needs of the FM market in New Zealand, both literature and empirical data has been 
collected. The desk research consist of analysing previous research related to the development of the 
FM industry, publications in several journals and business models. The empirical research consists of 
a survey and a number of interviews. Both approaches are described in more detail in the following 
section.  
  
One of the results of the project is to create a segmentation model for FM in New Zealand, with a 
needs analysis to increase the influence of FM. Different segments may have different needs which 
FMANZ could meet more successfully. The surveys and interviews with several key players in the FM 

industry gave an answer to the research question: “What is the best way for FMANZ to expand 
the FM segments and the number of members in New Zealand?” The research outcomes shows 
what the needs of the various FM segments are and how FMANZ can best meet those needs.  
 

2.4.1 Literature research  
Extensive literature research has been conducted to gain more data for the FM industry in overseas 
markets. This literature research gave more insights in the Australian, Dutch, British and American FM 
industries. The literature research consists of an analysis of academic papers and industry reports 
discussing the development of the FM profession.  
 

2.4.2 Interviews   
Two types of empirical research have been used to gather data for this research. The personal in-
depth interviews with the FM professionals are used to gather the qualitative research. To ensure a 
realistic result of the outcomes, both FM professionals from the demand- and a supply-side were 
interviewed. The selection of the interviewees was based on the segment in which they operate. Every 
interviewee was asked the same set of questions to ensure reliability. This approach made it possible 
to compare the interview results more easily, despite the open-ended questions. The interviewees 
were also informed in advance about the topic and scope of the interview. (Verhoeven, 2008) 
 
The study aims to identify the size and scope of the FM market in New Zealand, to better understand 
the needs of FM professionals, to grow association membership and to improve and tailor the support 
and services FMANZ offers members. To give an answer to the question about the size of the FM 
market in New Zealand, some potential key market indicators will be used for the different segments 
of FM. These include market size, employment, key data on in-house and FM-suppliers and critical 
topics and future trends.  
 

2.4.3 FM industry survey   
An FM industry survey was carried out to gather quantitative research. Beforehand a discussion with 
four Business Developers resulted in a segmentation of the FM industry in New Zealand. John 
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FIGURE 2.1 – WORLD CAFÉ DISCUSSION 

Braithwaite (Service Resources) and Anthony van Meer (Opus) provided their opinion about the FM 
market. These individuals are in a position to pursue opportunities for long-term growth from 
customers, markets and relationships and have a good view on the developments in the market. This 
segmentation is used as input for the survey. The survey was sent out by e-mail using an online tool, 
Google Forms. The aim of the survey was to gather more information about several challenges in the 
market from different backgrounds and perspectives.  
  
The survey was send out to the 540 FMANZ members and another 520 members, who are subscribed 
to the FMANZ E-Magazine only.  There is no duplication in this case. That makes a total of 1060 of 
survey invitations that have been sent out. The response on the FM industry survey was: 120. The 
response rate is 11.3%.  
A reminder for this survey was send out once by e-mail. Also social media as Linked-In and Facebook 
are used to increase awareness and response. This is a very good results considering the survey was 
fairly comprehensive with 36 survey questions in total. It also shows that the survey respondents took 
a lot of effort completing the questions. On average each survey took fifteen to twenty-five minutes 
to finish. It was very beneficial for the research to have many in-depth opinions.  
 
111 of those 120 survey responses were completed, therefore a percentage of 92.5% of the responses 
was usable. 
 

2.4.4 World Café discussion  
The World Café discussion is been carried out before by Erwin Losekoot (Losekoot, 2015) to collect a 
wide range of ideas from every individual. The World Café discussion can be seen as qualitative 
research. This method was used to validate gained interview and survey data. 12 FM professionals 
gave more insights in three questions related to the FM industry in New Zealand. The World Café 
Discussion is intended to facilitate an open and intimate discussion. The goal was to link different ideas 
in a larger group to collect the best and most wise ideas from every individual. This discussion was a 
great opportunity to validate gathered data.  
 
 
 
 
  

  

 

 

  

   

 

2.5 Summary  
This chapter showed that this research will give an answer how to expand the FM segments and the 
number of FMANZ’ members. Several research methods are used to gather data. Literature research, 
interviews and a survey have been send out with a high response rate. In the end of the research, a 
World Café discussion has been used to validate data.  
With these research questions in mind, the next chapter will show the several FM industries around 
the world. These different markets will show opportunities for the FM market in New Zealand, it will 
also help to develop the market.  
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 FM in Europe, the USA and Australia    
 
This chapter describes the definition of a Facilities Manager, the understanding of FM in The 
Netherlands, The United Kingdom, Australia and the United States. There is chosen to highlight these 
four countries because they can be seen as more advanced, New Zealand can learn from these 
available resources.  
 

3.1 A Facilities Manager 
‘Facilities Management is a term that is not as easily defined as other professions because of its wide 
range of disciplines. FM can be seen as the umbrella term covering multiple specialities. People know 
what the two words separately imply, but it is often misunderstood what the combination of facilities 
and management encompasses.’ (Schutte, 2014, p. 14)  
 
In 2002 national FM representatives from 15 countries decided to develop a European definition of 
FM. In 2006 all 29 countries agreed to use the following official definition of FM: “Integration of 
processes within an organisation to maintain and develop the agreed services which support and 
improve the effectiveness of its primary activities.” (EuroFM, 2006, p. 3) This definition is the same as 
the Definition of the British Institute of Facilities Management (BIFM, n.d.). 
 
International Facilities Management Association (IFMA, 2009, p. 4): “Facility management is a 
profession that encompasses multiple disciplines to ensure functionality of the built environment by 
integrating people, place, process and technology.”  
 
Facilities Management Association of Australia (FMA, 2009, p. 1.): “A business practice that optimises 
people, process, assets and the work environment to support the delivery of an organisation’s business 
objectives.” 
 
Australia also uses a definition for a Facilities Manager as stated in the Australian Bureau of Statistics: 
“Organises, controls and coordinates the strategic and operational management of buildings and 
facilities in a public and private organisations to ensure the proper and efficient operation of all 
physical aspects of a facility, to create and sustain safe and productive environments for occupants.” 
(Australian Bureau of Statistics, 2013, p. 1) The alternative title for a Facilities Manager is a Building 
Manager. This fact underlines the focus on hard FM in Australia.  
This definition is also used by the Accident Compensation Corporation (ACC) in New Zealand. This 
corporation is responsible for administering the country’s universal no-fault accidental injury scheme. 
The typical work tasks for a Facilities Manager are described as: ‘Plans, organises, co-ordinates and 
oversees (generally through subordinate managers or supervisors) administrative and operational 
activities of a facility; coordinates the implementation of repairs, maintenance and renovations, 
compiles reports on operating expenses and income; may hire other support staff.’ (Accident 
Compensation Corporation , 2013, p. 2) 
 

3.2 Dutch FM industry 
Facility Management Nederland (FMN) researched the FM industry in the Netherlands in collaboration 
with Twynstra and Gudde, one of the leading management consultancy firms in The Netherlands, 
every two years. The study (Twynstra & Gudde, 2014) 3focuses on the quantitative and qualitative 
status of FM industry. Both the size of the FM industry and the trends and developments in the market 
are covered in this study. The total size of the Dutch facility management market in 2013 is estimated 
at 77.2 billion euro. This contains both real estate with a size of 39.9 billion euro as well as facility 
management (services) with a size of 37.2 billion euro (Twynstra en Gudde, 2014, p. 114). The 
segments used in the Dutch FM market can be found in section 3.2.2. 

3 
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3.2.1 Dutch trends and developments  
According to the results of the study (Twynsta & Gudde, 2014), Dutch Facilities Managers (FMP) 
indicate that the top five most important trends and developments in 2014 are: 
 

 

FIGURE 3.1 – MOST IMPORTANT TRENDS IN 2014 (TWYNSTRA EN GUDDE, 2014) 

The results of this Dutch study shows (figure 3.1) that cost management is the most important trend 
in the FM industry. The FMP needs to look for other ways to reduce costs because there are ongoing 
economic challenges and customer ambitions of growth. The ultimate goal for organisations is to both 
create a sustainable solution and a higher quality at lower costs. There is a need for innovative 
methods to cope with the quickly changing needs of customers. A demand management organization 
has become the dominant organization model in 2014. The focus in this change is put on supply 
management, improving customer management and creating the right demand management 
conditions like: competencies, attitude and behaviour of employees. Besides the traditional trends, 
the use of technology, data and automating FM processes is a prominent newcomer. Together with 
the new ways of working, there is a need for solutions in the field of mobile internet, cloud computing 
and the internet of things. Expected is that big data analytics and wearables like Google Glass will have 
a major impact on FM in the next few years.  
 
The top five most important trends and developments in 2017 are shown in figure 3.2. 
 

 

 
FIGURE 3.2 – MOST IMPORTANT TRENDS IN 2017 (TWYNSTRA EN GUDDE, 2014) 

Two-third of the FM organisations does have a savings target. The average savings target of FM 
organisations is 9.4%. The most significant method to reduce FM costs is to provide services more 
efficiently and effectively. 
 

3.2.2 The Dutch market segmentation  
The Dutch market segmentation is more focused on the supply side of the FM industry. The 
segmentation of the services in the FM industry in random sequence is seen as the following: 
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- Courier services 
- Document services  
- Fleet Management 
- Furniture  
- Indoor planting 
- Integrated FM 
- Moving services 
- Office supplies  
- Security  
- Technical maintenance  
- Textile services 
- Waste management 
- Real Estate management 

 
It should be noted that the Real Estate management makes up almost fifty percent of the FM market 
in the Netherlands. A debate in the Netherlands is going on about whether Real Estate is part of the 
FM industry (Twynstra & Gudde, 2014). 
 

3.3 British FM industry  
The British Institute of Facilities Management (BIFM) analysed the FM industry in the United Kingdom 
(UK) in cooperation with Mintel. In the UK is FM seen as a substantial part of the wider economy. It is 
critical for this industry to understand its health. ‘The FM market is estimated to be worth £111bn 
(Mintel, 2014) and employs about 10% of the population.’ (BIFM, 2015, p. 3) 
 

3.3.1 British trends and developments 
The FM Business Confidence Monitor (2015) shows the barriers over the next 12 months that will 
impact the success of businesses. Competition in the market is the most common obstacle standing in 
the way of success in 2015. Clients are currently not looking at adding value and the market is very 
competitive. Also the economy, shortage of skilled staff and recruiting staff are high scoring areas. 
(BIFM, 2015, p. 8) 

 
Outsourcing is still an ongoing trend in the British FM market. Also the FM activities are moving from 
the public to the private sectors. There is a strong movement coming from international players 
looking to tap into the mature FM market. Another factor is the dramatic fall in oil prices, this results 
in a potential knock-on effect on the mergers and acquisitions (M&A) markets. Reducing energy costs 
and focusing on sustainability is still high on the agenda. (Grant Thornton, 2015) 
 
BIFM defined the value of FM in a discussion session. The goal of the discussion was to find a way to 
measure the FM industry market. However, the discussion participants found that very difficult, FM 
involves different measurements and value metrics for different conditions. The next step to discuss 
other approaches and then identify the audiences and people FM impacts on. There were several ways 
to raise the FM profession for businesses. First of all educating the business about the impact of FM 
in an organisation is seen as a must. Also demonstrating the economic benefit FM can gain will create 
more recognition for both businesses and FMP. Most of the time FM has the function of a business 
enabler, that is the reason it needs to respond to future trends and customer behaviour. Also better 
communication can be used to have a value-added approach. ‘For the true value of FM to be defined, 
FM needs to communicate how it supports the productivity and profitability of the organisation – 
whatever that should be.’ (BIFM, 2013, p. 5) 
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3.3.2 British market segmentation  
Mintel’s report (2014) stated that the potential FM market is segmented in the following three sectors: 
Total facilities management (TFM) contracts; the full responsibility for FM is contracted to a third party 
company. 
Contracted out projects; several secondary services are outsourced to third party companies on an 
individual contract basis. The client company still has the chance to control the strategic decisions.  
Internal projects; secondary services are all undertaken by in-house staff. The value of the FM market 
includes manpower costs, operational management and strategic management including services, 
consultancy and training. (Mintel, 2014) 
 
The FM sector consists of a broad range of secondary services, mostly provided by single service 
contractors and FM providers. Grant Thornton, a leading organisation in independent assurance, tax 
and advisory firms, split the British FM market into soft FM and hard FM services. (Grant Thornton, 
2015) The split of the FM industry is shown in Table 3.1.  
 
TABLE 3.1 – SUBSECTOR FM BY GRANT THORNTON (2015) 

Hard FM Soft FM  

Fabric maintenance Security  

Fit out Cleaning 
Mechanical & Engineering Catering 
Fire protection Washroom hygiene 
Grounds maintenance Textile/Laundry 
Utility maintenance  Pest control 
Reprographics Space planning  
Relocation and Storage   

 

3.4 European FM industry  
The trends and major facts that drive growth in the European market are shown in the following 
sections. Also a market segmentation of the European market is illustrated.   
 

3.4.1 European trends and developments  
‘All over the world everybody is talking about managing change and change management. It is a term, 
which is used to refer to a set of tools or structures to make sure the process in under control.’ 
(Reitsma & Matvejeff, 2015, p. 1) Although the main question about change management is, why do 
we need to change? Answering the why question rather than the how- and what questions, will give 
us another and unexpected outcome. Personal leadership can be used to change people in the 
workplace in a sustainable manner.  
 
ISS formulated five major factors that drive growth in the FM industry. First of all the economic and 
regulatory developments, the competition is increasing and businesses need to anticipate on this. Also 
the increased preference for outsourcing, this approach is seen as easier than contracting single 
providers. At the moment North America is seen as the largest IFM market, this trend is also moving 
to Europe. The international market for FM services is growing as well, this is an ongoing trend. Last 
but not least is the focus on quality and added value more important rather than reducing costs. (ISS, 
2014) 
 

3.4.2 The European market segmentation  
The European Standard (Technical Committee CEN/TC 348 “Facility Management”, 2006, p. 12) 
defined the FM market into two main segments, Table 3.2. FM covers and integrates a broad scope of 
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processes, services, activities and facilities. The difference between the primary- and secondary 
activities is unique for every organisation. The segmentation can be summarised into two main 
headings: Space and Infrastructure and People and Organisation. The focus is on the demand side 
because of the client orientation of FM.  
 
TABLE 3.2 - SEGMENTATION OF FM BY THE EUROPEAN STANDARD (2006) 

Space and Infrastructure  People and Organisation  

Accommodation  Health, security and safety  

Strategic space planning and management; programming and 
briefing; design and construction; lease and occupancy 
management; building operations and maintenance; 
renovation and/or refurbishment 

Occupational health services; security management; access 
control, I.D./smart cards, locks and key holding; disaster 
planning and recovery; fire safety and protection 

Workplace Hospitality  
Workplace design and ergonomics; selection of furniture, 
machinery and equipment; move management; equip internal 
and external environment; signage, decorations, partitions 
and furniture replacement 

Secretarial and reception services; help desk services; catering 
and vending; organisation of conferences, meetings and special 
events; personal services; provision of work wear 

Technical ICT 
Energy/utilities management; environmental sustainability 
management; technical infrastructure operations and 
maintenance; building management systems operations and 
maintenance; lighting maintenance; management of waste 
(hazardous) disposal 

Data and telephone network operations; Data centre, server 
hosting and operations; Personal computer support; IT security 
and protection; Computer and telephone connections and 
moves 

Cleaning  Logistics  
Hygiene services; workplace cleaning, machinery cleaning; 
building fabric and glass cleaning; cleaning equipment 
provision & maintenance; outdoor space cleaning and winter 
services 

Internal mail and courier services; document management and 
archiving; reprographic systems, copying and printing; office 
supplies; freight forwarding, storage systems; people transport 
and travel services; car park and vehicle fleet management 

Other space and infrastructure  Other support services  
Hiring of special measuring equipment; fitting out with 
machinery and equipment; retail unit space management 

Accounting, auditing and financial reporting; human resource 
management; marketing and advertising, photographic services; 
procurement, contract management and legal advice services; 
project management;  quality management 

 

3.5 Australian FM industry  
The Australian FM market is seen as well developed and mature in the way of standards, regulation 
and competitive landscape (FMA, 2015). The outsourcing rate is rarely high compared to other 
countries in the Asia-Pacific. The Australian FM market employs around the 200.000 people and turns 
over $20 billion AUD a year. (FMA, 2015) The turnover shows the size of the FM industry in Australia. 
 

3.5.1 Trends in the Australian FM industry  
A trend in the FM industry in Australia is that integrated FM (IFM) is getting more popular compared 
to single services or bundled services. Again technology is seen as a real challenge and FM service 
providers are using advanced systems to raise productivity and consistency of delivering FM services. 
Also buildings management software (BMS) and the possibility to active manage analytics will be more 
popular in the future. (Frost & Sullivan, 2014) 
 
In collaboration with Programmed Facilities Management, the FMA undertook the FM industry 
Census. This report (FMA, 2014) gave insights in the trends and explores a number of current and 
future challenges in the Australian industry. At the moment Australian practioners rated that reducing 
FM costs is the current strength, others rated this as a weakness. Both purchasers and practioners 
think the FM adoption of technology is an industry strength, however suppliers think this is a weakness 
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of the industry. All survey participants consider attracting and retaining appropriately skilled staff as 
a weakness, purchasers even think this is a major weakness.  
 

3.5.2 Segmentation Australian FM industry  
Frost and Sullivan created a segmentation of the Australian FM industry into five elements. (Frost & 
Sullivan, 2014) The key services are defined in Table 3.3.  
 
TABLE 3.3 – SEGMENTATION IN AUSTRALIA BY FROST AND SULLIVAN (2014)  

Segmentation Australia 

Building  Operation and Maintenance including: 

• Mechanical and electrical services 
• Heating and ventilation 
• Plumbing 
• Building services control and management 

Environmental Management including: 
• Energy management services 
• Waste management 
• Recycling services 

IT and Telecommunications including: 
• Establishment of IT systems (Intranet 
services, company databases) 
• Maintenance of IT hardware and software 
• Introduction of new software packages 

Property Management including: 
• Space planning and design 
• Asset management 
• Property acquisitions and disposals 
• Relocation management 

Support Services including: 
• Cleaning 
• Catering 
• Vending 
• Courier services 
• Laundry services 
• Post room staffing and management 
• Production* 
• Reception staffing 
• Security 

 
The key end users for the FM market are defined in terms of building categories. The key end-users 
for the market are split up in the private sector and the public sector, as defined in Table 3.4. 
 
TABLE 3.4 – DEFINITION OF END-USER GROUPS BY FROST AND SULLIVAN (2014)  

Private sector Public sector  

Offices Healthcare  
Corporate HQ, finance  Hospitals, old peoples’ homes, hospices 

Industrial  Education  
Manufacturing, utilities  School, universities 

Other private  Government 
Retail, hospitality and leisure, logistics  Ministries, local administration, town halls, libraries 

 Other public 
 Transport, military, cultural and heritage 
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3.6 The American FM industry  
There is no information available from the International Facility Management Association (IFMA) 
about a comparable segmentation that is used in the United States. Nevertheless there is information 
available about trends and developments in the FM industry in the USA. ‘The FM industry is 
continuously changing and evolving. An FMP needs to be able to proactively consider the wider 
business corporate strategy within their plans.’ (EIC, 2013, p. 3) IFMA published the ‘Top 10 FM Trends’ 
which shows the current trends and future outlook for FM (IFMA, 2011). These are discussed below. 
 

3.6.1 American trends and developments  
The expectations of FMP are increasing, both in terms of technical and business insights. FMP are 
expected to have an evolving skill set. The technical aspects are moreover understood by managers. 
However, the increased focus on business insights will require more strategic thinking and action. 
There is a growing recognition that good FM contributes to the health of its employees. FMP can also 
play a part in creating a comfortable working environment. FM is facing challenges of a changing work 
environment. These include: work plan arrangements, varying occupancy rates, densities and differing 
hours of operation. Sustainability had become a priority on many business agendas. It is moreover 
integrated within the business goals of many professions. There are more advanced and complex 
building systems and controls. New technology creates changes for FM by controlling operations more 
easily. However businesses must ensure that employees are fully trained on how to manage the new 
complex building systems. FMP need to be aware of the operational issues when mechanical systems 
reach their expected operating lives. They have to deal with aging building stock. Contingency 
planning needs to be incorporate into a FM role to ensure business continuity. The complexity and 
quantity of data plays an important role and converting raw data into significant information can add 
value to the company and can benefit informed decision making. Finding top talent in facility 
management is gaining greater importance. It is important to continue to increase outreach and work 
on improving perception within the industry, to encourage interest and new recruits. Recruiting and 
maintaining top talent had become a new skill for FMP. And least but not least is improving internal 
perception of FM a key point to pay attention to. There is a growing desire to elevate facility 
management to improve the recognition and perceived value of the profession within the corporate 
hierarchy.  
 

Emerging issues that will influence FM 
A more recent development from Coldwell Banker Real Estate (CBRE) and IFMA is described below. 
As FM trends continue to evolve and integrate, based in large part on the macroeconomic climate, 
IFMA periodically conducts workshops to examine emerging issues that will influence FM in the 
coming years. One such activity was a two-day workshop at IFMA’s 2013 World Workplace Conference 
and Expo, held on Oct. 1-2, 2013 in Philadelphia, USA. More than 20 facility management practitioners, 
real estate leaders, service partners, academics, consultants and members of IFMA participated in the 
discussion, which explored facility management trends in three key areas: (1) leadership, (2) 
sustainability and (3) technology. The group analysed where these three areas converge and diverge, 
and uncovered issues and opportunities that the facility managers should monitor and prepare for to 
support the future of the profession and the organizations it serves (CBRE/IFMA, 2014, p. 3).The 
outcomes of the CBRE/IFMA workshop regarding the three action areas are pointed out now. 
 
FM leaders need to position themselves more directly around the promotion of activities and 
programs that drive productivity, efficiency, recruitment and retention of top talent. Once FM can 
lead the conversation they play a significant role in the business. Also speaking the right language is 
an important part to understand the business language. The more opportunities there are to 
collaborate with other shared services, the greater the collective strength shared in reporting to 
executive leadership. In the end the FMP need to build the future of FM. Those able to create the skill 
to dodge, weave and redirect as they make decisions, plan forward strategies, manage risks, support 
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change and problem solve will be better prepared to provide information and guidance to executive 
leadership. It is challenging for FM to fully understand the nature and value of information technology 
and human resources, because FM covers such a wide array of capabilities that its meaningful impact 
becomes difficult to succinctly define.  
 

3.7 Comparison FM industries around the world  
The comparison in Table 3.5 shows the trends related to different countries around the world.  
 
TABLE 3.5 – COMPARISON TRENDS FM INDUSTRIES AROUND THE WORLD  

Country Trends  

The Netherlands 
NL 

1. Technology and data 
2. Cooperation in the FM chain 
3. CSR 
4. Integrated contract forms 
5. Costs management 

The United Kingdom 
UK 

1. Outsourcing 
2. International players 
3. Reducing energy costs 

Europe 

1. Economic and regulatory developments 
2. Increased appetite for outsourcing 
3. Increased service integration 
4. Internationalisation of contract procurement 
5. Market demand for value-added services 

Australia 
1. Reducing FM costs 
2. FM adoption of technology 
3. Attracting and retaining appropriately skilled staff 

The United States of America 
USA 

1. Leadership 
2. Sustainability 
3. Technology 

 
Based on the comparison above several similarities and differences can be observed. The similarities 
are marked with the same colours. First of all the technology and data is both marked in NL, USA and 
Australia. The cooperation in the FM chain is seen as a trend in both NL and in Europe in general. 
Sustainability and CSR are both seen in NL and USA. The focus on costs management is recognized at 
a lower level in NL and UK, but is a strong focus in Australia. Based on these outcomes, the Dutch and 
the American trends are most similar to each other. But it really depends on the used sources. 
Outsourcing is a trend in the UK and Europe in general, outsourcing becomes more appealing to FMP. 
The FM industry is also dealing with more international players, this is seen in Europe in general and 
the British market. The Australian FM outcomes also show the challenge in attracting and retaining 
appropriately skilled staff. Remarkable is Australia the only country that mentions this trend.  
 

3.8 Summary  
First of all different FM industry segmentation were used to indicate the market. The European 
segmentation is more focussed on soft services and is more focussed on people rather than place. The 
Australian and American segmentation model are more focussed on hard services and are more 
focussed on the place aspect. These models and trends vary and depend on country, characteristics, 
economy and maturity of the market. The role of NZ will be discussed in the next chapter. The relevant 
conclusions for the NZ market can be found in the Advisory Report. This report will describe the 
relevance of international trends to NZ.   
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The role of FM in New Zealand   

 
After looking at the FM industry in general, the FM industry in New Zealand is analysed in this chapter. 
First we look at the current situation and then a segmentation model for this industry is proposed. The 
trends and developments will be identified.  
 
The sub-questions 1, 2, 3 and 4 will be answered in this chapter. Sub-question 1: “What FM segments 
are being served by FMANZ?” will be found in section 4.2. The FMANZ membership base is screened 
based on the proposed segmentation. The FMANZ services that are less or not served by FMANZ is 
descripted in section 4.3 and give an answer to sub-question 2: “What FM segments are not being 
served by FMANZ?”. Section 4.4 will describe the needs of the FM industry. An answer can be given 
on the question what services FMANZ can offer to its members. Sub-question 3: “Which segments 
have potential to be offered by FMANZ and what services can be offered to the members in these 
segments?”.  Sub-question 4: “What services are provided by FMANZ within these segments and how 
do members value these provided services?” will be described in section 4.5.  
 

4.1 FM industry in New Zealand 
The definition used by the New Zealand Government shows that a Facilities Manager is more focused 
on the hard services than the soft services. The FM industry in New Zealand usually means all the 
assets which support the primary business operation of a company or organisation. (New Zealand 
Government, 2013) There are several market segmentations in use around the world. At the start of 
this project there was no clear segmentation of the FM market in New Zealand or measurement of 
the scale of FM. Because the FM market is seen as a large and poorly defined market, there was a 
need for a market segmentation. This is a process of dividing a population of consumers into smaller 
groups. The purpose of a segmentation is to identify which of these segments are the most attractive 
for a business. 
 
It is important to understand the meaning of segmentation. ‘A segmentation means to divide the 
marketplace into parts, or segments, which are definable, accessible, actionable, and profitable and 
have a growth potential.’ (The Economic Times, 2013, p. 1) In other words, FMANZ would find it 
impossible to target the entire market, because of time, cost and effort restrictions. The FM industry 
needs to have definable segments to make a decision if this segment is profitable from FMANZ’ 
perspective  to offer services to.  
 
The FM market is a heterogeneous market, this means that the market can be split in as many 
segments as there are buyers. This is an extreme form of segmenting, and it only makes sense if every 
provided service by FMANZ would be different. On the other hand, it is not possible to satisfy everyone 
by the same provided services. The average member does not exist in the FM market. (Verhage, 2009, 
p. 244)  
 
Useful market segmentation is characterised by four selection criteria.  

1. Is there a clear distinction of characteristics between the different segments?  

2. Are the segments big enough to be profitable?  

3. Are the segments easily accessible via promotion strategies?  

4. Do the members react positively to specific marketing tools?  
(Verhage, 2009, p. 247) 

 
If all the questions can be answered with yes, FMANZ can consider to serve these market segments, 
according to Verhage.  
 

4 
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Moss (2008, p.6) gave a broad review of existing facilities market research including the aims to 
identify the differences and commonalities of the various market research reports, especially the 
different market definitions used and different methodologies to calculate the size of the market. It 
shows the FM market in the United Kingdom (UK). The entire FM market comprises both the demand- 
and supply side. Only the Main FM Suppliers, shown in the Figure 4.1, is the current understanding of 
FM in the UK.   
 

 
FIGURE 4.1 – MARKET SEGMENTATION BY MOSS (2008) 

After a discussion with several FMP and Business Developers the preference is given to use the 
segmentation model of Moss as a basis to define the New Zealand’s FM industry. Because Moss did 
divide the FM industry in both supply- and demand sides. This is the only found segmentation  model 
that both comprises the supply- and demand side in the market. Both supply- and demand sides are 
largely equivalent in size. The demand side refers to the quantity of a product or service desired by 
buyers. The supply side represents how much the market can offer (Investopedia, 2014). 
 

4.1.1 Segmentation model  
To give an answer to the first research question: ‘What FM segments are being served by FMANZ?’ 
first the segmentation model for the FM industry is proposed. The option to use a control group of 
Business Developers is used to create the most suitable segmentation model. This segmentation 
model was the basis of the FM industry survey. Table 4.1 shows the segmentation of the FM industry 
in New Zealand in the first stage.  
 
To validate the retrieved information in the end of the research project, the segmentation model was 
discussed again with the use of the World Café Discussion, see section 4.1.2. 
 
An explanation of the several segments in given in Appendix 8.2.  
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TABLE 4.1 – SEGMENTATION OF FM IN NEW ZEALAND (BRUURSEMA, 2016) 

  Supply Demand 
Main service offerings   Main sector coverage 

Catering Commercial Property and Professional Services 

Cleaning Education 
Consultant Energy and Resources 
Environmental General Industry  
Mechanical and Electrical Government  
Other related FM services Hospitality, Tourism, Sport and Entertainment 
Property Services  Health and Aged-Care Facilities 
Security ICT and Technology 
Total FM  provider Retail and Wholesale 
 Transport and Logistics 
 Other  

 

4.1.2 World Café Discussion   
After a World Café Discussion with 12 FMP who shared their insights on three questions about the FM 
industry in NZ, changes have been made to the above segmentation. This validation of data is an 
important part of information gathering, it can catch inaccuracies in data, preventing it from 
propagating incorrectly. It can also improve qualitative data by discussing with so many FMP with 
different backgrounds and working experience. The consistency of data is ensured for this research 
report. The following three questions have been discussed. The second and the third question will be 
answered in section 4.4 and 4.6.  
 

1. Do you think the FM industry segmentation is useful for FMANZ? 
2. Which market segment(s) do you think FMANZ should focus on to grow in membership the 

next years?  
3. Which market segments do you think are most important for FMANZ to focus on to create 

more awareness for the FM profession? 
 
A World Café discussion is intended to facilitate an open and intimate discussion. The goal is to link 
different ideas in a larger group to collect the collective wisdom in a space. Three tables are organized 
with four FMP at each table. Each table first discusses their own topic and define one exact question. 
Then the participants move to other tables, except for the moderator. Moderators were assigned per 
table to keep track on the outcomes per questions. After ten minutes the participants were asked to 
move to another table to discuss the next questions. After three discussion rounds, the moderators 
were asked to formulate a final presentation and receive some final feedback.  
 
The participants observed that the previous segmentation did not cover the entire FM industry. New 
segments were created for: Public services, ICT services and Procurement. The participants also opted 
to add segments for Compliance, Health and Safety and Transports. There is chosen to constitute 
Compliance and Health and Safety in the segment Consultants. The option Transports is constituted 
in the segment Other related FM services. They also chose to add Residential to the demand side. A 
brief description of each service is given now. Information and definitions is retrieved from an online 
dictionary. (Business Dictionary, n.d.) Adaptations are shown in table 4.2. 
 
Public services: body of government employees entrusted with the administration of the country, 
and mandated to carry out the policy of the government of the day.  
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Compliance: certifications or confirmation that the doer of an action, or the manufacturer or 
supplier of a product, meets the requirements of accepted practices, legislation, prescribed rules 
and regulations, specified standards, or the terms of a contract. FMP ask for a compliance service 
offering more often since the changed legislations and to prevent compliance issues.  
Health and safety: organized efforts and procedures for identifying workplace hazards and reducing 
accidents and exposures to harmful situations and substances. It also includes training of personnel 
in accident prevention accident response, emergency preparedness, and use of protective clothing 
equipment.  
ICT services: covers any communication device or application, encompassing: radio, television, 
cellular phones, computer and network hardware and software, satellite systems and so on, as well 
as the various services and applications associated with them, such as videoconferencing and 
distance learning.  
Procurement: the act of obtaining or buying goods and services. The process includes preparation 
and processing of a demand as well as the end receipt and approval of payment.  
Transports: the movements of both people and goods from on location to the other. This field can 
be divided into infrastructure, vehicles and operations.  
Residential: provides accommodation for people to live in.  
 
TABLE 4.2 SEGMENTATION AFTER WORLD CAFÉ DISCUSSION (BRUURSEMA, 2016)  

Supply Demand 
Main service offerings   Main sector coverage 

Catering Commercial Property and Professional Services 

Public services Education 
Cleaning Energy and Resources 
Consultant General Industry  
Environmental Government  
ICT services Hospitality, Tourism, Sport and Entertainment 
Mechanical and Electrical Health and Aged-Care Facilities 
Procurement  ICT and Technology 
Property Services  Residential 
Security Retail and Wholesale 
Total FM  provider Transport and Logistics 
Other  Other 

 

4.2 Membership database FMANZ 
To provide an answer to the first sub research question “What FM segments are being served by 
FMANZ?” the membership database is compared with the proposed segmentation model. The FMANZ 
membership database shows the individual-, corporate- and student members of FMANZ. The 
members are now identified by segment.  
The member numbers may change slightly each month as membership fluctuates. The following 
information is based on the member base information of the month October 2015. The division of the 
FMANZ members is shown in the following pie charts (figure 4.2, figure 4.3).  
 
Total number of members: 513.  
Number of members in the demand side: 283 
Number of members in the supply side: 230 
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FIGURE 4.2 – DEMAND SIDE  

 
FIGURE 4.3 – SUPPLY SIDE  
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The FMANZ members are divided in the previous segmentation as is stated in Table 4.1. The 
amendments made by the FMP during the World Café discussion show a reflection of the FM industry 
in New Zealand, as shown in table 4.2. This perhaps also shows a gap between the FMANZ members 
and the FM industry in New Zealand.  
 
Figure 4.2 shows that most of the FMANZ members identified in the demand side are working in the 
segments Commercial Property and Professional Services, Government and Education. This means 
that the Facilities Management profession is more recognized in these segments. This can also mean 
that these institutions are larger organisations and that therefore an FM profession is more obvious 
than in smaller businesses.  
 
Figure 4.3 shows that the FMANZ members identified in the supply side are working in the segments 
Mechanical and Electrical, Property Services and Consultants. This can be explained by the fact that 
the FM industry in New Zealand is more focussed on the hard FM side than the soft FM side. The soft 
FM related services are only a third of the existing members. A noteworthy fact is the small role of 
Catering in this chart, and this perhaps shows that the Hospitality side is less recognized in this country 
in comparison with Europe. A considerable number of consultants can be explained by the fact that it 
is important for people who provide expert advice in a FM industry to stay up to date with industry 
trends and developments, and they are therefore more likely to be active FMANZ members.  

4.3 New Zealand’s economy  
The view on the NZ economy is given to provide an answer to the question “What FM segments are 
not being served by FMANZ?” Some key facts in the NZ industry will show the gaps compared to the 
industry and the membership base.  
Some key facts are given in the Benchmark by Statistics New Zealand which ended in March 2013. This 
benchmark was released in November 2014. The next benchmark will be released in November 2016. 
The size of the total New Zealand economy was $218 billion NZD for the year ended March 2013.  
 

What FM segments are being served by FMANZ? 

Equally the same amount of FMANZ members are working in the demand or supply side of FM. The 

majority of the FMANZ members are working in the hard services rather than the soft services of the 

FM industry.  

The majority of the FMANZ members in the demand side of FM are working in the segments 

Commercial Property and Professional Services, Government and Education. The majority of the 

FMANZ members in the supply side of FM are working in the segments Mechanical and Electrical, 

Property Services or they are a Consultant.  

A noteworthy fact is the small role of soft services in this industry, especially the Hospitality industry 

is limited recognized. The feedback is representative for the percentage of the breakdown of the 

FMANZ members and the international comparisons will advise that there will be a shift in the supply 

and demand side to be expected as FMANZ will connect with new members in segments currently not 

represented in the FMANZ membership base.   
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4.3.1 Statistics New Zealand  
The information in Figure 4.4 shows the number of businesses per market segment. This information 
is retrieved from Innovation in New Zealand 2013 provided by Statistics New Zealand. This table shows 
the various industries in New Zealand defined per FM market segment as shown in Table 4.1. Some 
segments show growth over the last years, however the measuring range generally keeps the same.  
 
It is important to understand that these segments cover the total NZ market, this data is not 
specified in FM professions. However FM professions are generally represented in these segments. 
 

 
FIGURE 4.4 – NUMBER OF BUSINESSES PER SEGMENT (STATISTICS NEW ZEALAND, 2013) 

The information in figure 4.5 shows the number of employees per market segment in the New 
Zealand industry in the year 2010, 2011 and 2013. This information is retrieved from the Infoshare, 
provided by New Zealand Statistics. (Statistics New Zealand, 2013) 
 

 
FIGURE 4.5 – NUMBER OF EMPLOYEES PER SEGMENT (STATISTICS NEW ZEALAND, 2013) 
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A comparison with the existing membership base of FMANZ and the employee numbers of the 
industry segments and the GDP can be made. This table shows some differences and opportunities 
for FMANZ, as illustrated in figure 4.6. The data is based on a percentage of the FMANZ member base, 
a percentage of the employee numbers and a percentage of GDP in New Zealand in 2012.  
 

 
FIGURE 4.6 – COMPARISON FMANZ MEMBERSHIP BASE AND STATISTICS  

It should be noted that the employee numbers cover the entire NZ industry. It is not specific to the 
FM profession. However this view gives an indication of the potential segments in the industry. There 
is a difference between the number of FMANZ members and the number of employees in a segment. 
First of all the FMANZ members are overrepresented in several segments; Commercial Property and 
Professional Services, Education and Transport and Logistics. However according to this comparison 
FMANZ members are underrepresented in the following segments; General Industry, ICT and 
Technology and Retail and Wholesale. The category General Industry involves smaller to medium size 
businesses. That could be a reason the FM profession is less recognized in this segment.  
 

4.3.1 Representatives FM industry NZ  
Facilities Integrate is an event for Facilities professionals who design, construct, maintain, operate or 
upgrade commercial buildings and infrastructure. This event was held on 15 and 16 October 2015 at 
the ASB Showgrounds in Auckland. After this event, the attendees were asked to fill in a survey about 
their experiences at Facilities Integrate. The results of this survey might reflect the FM market in New 
Zealand. (Facilities Integrate, 2015) 
 
Nearly 2200 facilities management and system integration professionals as well as media, visitor 
groups, and industry associations (including FMANZ) attended this event. First of all the reason to visit 
Facilities Integrate was to keep up to date with industry developments, technology and trends. Also 
finding new products and suppliers is seen as an important drive for attending this event.   
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4.4 Trends in the New Zealand FM industry  
This section describes the needs of the FM industry. An answer can be given to sub question 4 what 
services FMANZ can offer to its members. “Which segments have potential to be offered by FMANZ 
and what services can be offered to the members in these segments?” The key trends in the FM 
industry in New Zealand are based on twenty industry interviews with FMP from both supply and 
demand side. The key finding are mentioned below.  
 
Facilities Management industry  
The New Zealand FM market has actually been a Facilities Maintenance industry over the past decade 
and not a Facilities Management industry. In the last year there has been a real drive by the industry 
(both client and contractors side), to drive the industry towards becoming a true Facilities 
Management services based on an asset centric approach. Some of the primary drivers behind this 
past maintenance trend include, immediate cost pressures on clients and not having the financial 
means to take a longer term view, available skill-sets within the industry and the reduced critical mass 
available in parts of the market. We need to be a leader in FM and show the great things we want to 
achieve. There is more focus to advocate the FM profession and it is already more recognized in the 
private sector. In the next couple of years the FM industry will move more towards Soft FM. This 
means that the industry will focus more on people instead of place. 
 
Technology  
Technology systems are getting more and more complicated and specialized. It is hard to understand 
more advanced systems for most of the employees. The systems are even smarter than the people 
who need to work with this. An integration of building systems can help businesses to manage 
buildings properly and easier. Advanced systems can help employees work smarter by having a better 
overview of the job. The workspace also needs to be adapted to the user needs. More and more 
people work from their smartphones. Workspaces will change to activity based working systems. In 
the end both technology and workspace changes will lift the productivity.  
  
FM profession  
Facilities Management is not seen considered the most attractive profession in New Zealand. There is 
a need for more skilled staff and smart people. It is not about working harder, but about working 
smarter. Another challenge is the communication with senior managers on a strategic level. FM 

What FM segments are not being served by FMANZ? 

Based on the Statistics NZ information some segments are less represented in the FM industry. The 

FMANZ members do have more members – in comparison with the industry Statistics – in the 

segments; Commercial Property and Professional Services, Education and Transports and Logistics.  

The FMANZ members are underrepresented in the segments; General Industry, ICT and Technology 

and Retail and Wholesale. This means that there are FMANZ members represented in this segments, 

but there could be opportunities for growth.  

The World Café Discussion also showed that the original segmentation did not cover the entire FM 

industry. Chances are seen for new segments; Public services, ICT services and Procurement. The 

participants also suggested to add segments for Compliance, Health and Safety and Transports. There 

is chosen to constitute Compliance and Health and Safety in the segment Consultants. They also chose 

to add Residential to the demand side.  
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budgets are continuously decreasing and on the other hand, smarter solutions and value for money 
are expected.  
 
Contracting 
There are many ways to manage contracts. The struggle is that there is not a best practice available 
for managing contracts in New Zealand according to respondents. The market will probably see more 
consolidation in the future to manage contracts. In the future we will see more total FM providers. 
This trends will make it easier for FMP to have an overview of their job. Clients are now in a position 
to push for and pay for a Facilities Management offering from their service partners and the market is 
currently in the process of trying to adapt quickly enough to meet the new requirements of these 
customers; particularly in the areas of realistic Asset Management. Another trend is also seen in the 
areas of performance management and risk management, and this is also helped by the realization of 
technology. The focus for outsourcing will be more and more on performance based contracts.  
 
The information above is retrieved from twenty in-depth interviews with FMP in New Zealand. The 
interview candidates are reproduced in the acknowledge list in Appendix 8.3.  

 
  

Which segments have potential to be offered by FMANZ and what 

services can be offered to the members in these segments?” 

Based on the analysis in section 4.3, the soft services side of FM could play a bigger role in the FM 

industry in NZ. The services in NZ are now seen as a low value service, but there is growing 

awareness within the businesses. In general FMP are looking for specific education and training. 

Also the FM recognition on a strategic level is indispensable.  

New segments such as Residential, ICT services and Public services have growth potential for FMANZ 

to offer other services.  

With the expected shift from place to people, there will be an increase in soft services as well as 

toward contribution to productivity. As the FMANZ strategy focusses more from place to people and 

productivity, it will become apparent that FMANZ has to come up with strategies and products to 

underrepresented segments to ensure that this association can attract members of these segments.  
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4.5 Trends per service line  
Now the FM trends in several services lines will be presented. All the information in the following 
sections (4.4.1. too 4.4.5) is retrieved from the conducted FM industry survey and is reviewed by several 
FMP. The following services lines will be presented; cleaning, catering, technology, environmental 
services and security. A summary of these trends can be found in section 4.4.6.  
 

4.5.1 Trends in the cleaning industry  
Cleaning is seen as a low value service, with emphasis on globalization standardization and achieving 
economies of scale to reduce cost rather than driving quality of service. There is a need to create 
opportunities in providing additional value in commentary services. The trend is more moving forward 
to appreciate cleaning more as a value service and not something at the bottom of the FM food chain. 
The issue with cleaners is that they are not paid enough for the stressful and demanding work they 
do. There is a growing awareness that cleaning needs to apply not only to surfaces but also the air we 
breathe within buildings. Market saturation will pose a threat, however small companies will find it 
hard to compete with the larger companies with regards to producing method statements, policies 
and procedures. The low labour costs will be a threat and one stop shop cleaning companies that 
handle all aspects of cleaning being an opportunity. The treat is coming from more competition with 
larger companies in the market. Cleaning is seen as one of the biggest spends in a company. Proper 
pay for cleaners will create cost pressure but there is also an acceptance that cleaners are 
professionals who deserve better pay. Too many small players in this industry are unreliable. It is a 
challenge to find a company that delivers what they promise. An opportunity is the emphasis on NZ 
business delivery, more innovative cleaning solutions through lean, technology centric and personal 
focussed service offerings. A threat is a reduced numbers of players that are able to compete in the 
Government market. On the other hand, more use of government contracting makes it easier for 
agencies to engage with cleaning contractors.  
 
At the current rate of pay it is becoming evident that finding competent staff to undertake all facets 
of cleaning to contractual expected levels will suffer to a large extent. There is also a need for more 
committed people in the cleaning industry. The cleaning industry is limited by the talent that the FMP 
can attract to this industry. There is disconnect between both sales and client facing teams and 
operational teams. It is not about the frequency anymore, but about the notion of the cleaning. The 
cleaner will only clean it, when he or she thinks it needs to be cleaned, not because of a schedule is 
telling them to do so. There will be less time available to clean, thus greater need for out of hours 
cleaning combined with more frequent cleaning related to higher use of spaces. The real challenge is 
to attract more (qualified!) people into this industry. Providing masterclasses on this subject will have 
a considerable impact on knowledge base and support professional interaction between supply- and 
demand side. The change in client base also means that the clients will be more susceptible to diseases 
and other communicable illnesses and a stricter cleaning regime will need to be established and 
enforced. Cleaners will need to be trained to a higher standard to ensure the level of cleaning is 
maintained and more frequent auditing will be required. Opportunities are seen in training and 
education to show more professionalism.  
 
Ever growing costs to businesses lessons the desire to pay the cost for sustainable consumables - 
therefore sustainability may be slower to achieve that we are committed to. Furthermore, more 
businesses will change to micro vessel solutions. There will be a need to have fewer chemicals but 
chemicals that can minimise cross contamination. The threat is coming from multinational global 
suppliers frequently busying business and unable to deliver in a sustainable manner. The buyers need 
to focus on value, not only on the lowest cost. Although waste management is currently being 
managed - there is a great need to enforce stricter control over household and business waste - an 
ever growing concern is the effect of these chemicals on our environment.  
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As buildings become more advanced and have more complex structures e.g. completely made of glass, 
cleaning is becoming more complex and use of specialist purpose built machines will become more 
relevant and used. Innovation is starting to develop more and more, traditional models are being 
challenged and replaced with bespoke or bundled services. New technologies possibly displacing some 
workers, and the need to up skill those workers who remain to trouble shoot the new technologies 
onsite. An innovative trend is seen in the implementation of robotic systems replacing human labours. 
Building cleaning services should be returned to daylight hours, offering a high visibility in the building 
with interaction encouraged between occupants and cleaning staff. This may encourage less mess by 
staff as they see that real people have to pick up after them.  
 
It is a more challenge to deliver value for money because the costs for services are really competitive. 
The threat is the demand for lower costs but higher performance, quality and standards. There will be 
limited impact and FMP will be continue to expect overpromises and under deliveries. A treat is the 
ongoing reliability of service levels. The increase in building to be cleaned is also an important point.  
 
Health and safety (H&S) are playing a more important role in contract management these days. The 
issues around H&S with the WorkSafe regulations may be an opportunity to grow. Cleaning companies 
who choose not to look after their staff and who do not clearly demonstrate their compliance, will be 
lost. Most cleaning contractors are seen as the same. The H&S act will require strong training and thus 
this industry will experience an uplift which will mean that staff will need to pay more than the 
minimum wage. Any New Zealand company that can bundle other services or offer innovative options 
on how cleaning can be done better will have an edge. Most outcome driven contracts for a service 
are not subjective. FMP needs to be able to maintain a satisfactory level of service when contractors 
are forced to employ under-skilled staff at low cost in order to remain competitive. There is no 
independent audit function available in New Zealand.  
 
The industry representation by a Bachelor of Science (BSc) is seen as not effective enough. The 
competitive threats to cleaning will be around the volume of cleaning delivered.  There are large 
volumes of facilities that are "over cleaned", as small changes to occupant culture can allow a flatter 
spread of cleaning requirements. The opportunity this creates is for outsourced providers to generate 
higher operating profit margins from less work; which allows for direct investment back into pushing 
the boundaries with new technology or cleaning solutions. Threats are cleaning companies 
undercutting each other when tendering contracts. Opportunities for the cleaning industry to better 
portray and promote their industry, lift the standards of cleaning and conditions and pay of cleaners 
as a reputable profession.  
  

4.5.2 Challenges in the catering industry  
Again the catering industry is seen a low value service, with emphasis on globalization standardization 
and achieving economies of scale to reduce costs rather than driving quality of service. A trend is seen 
in improving staff conditions to raise productivity and attract talent. Again there is an upward pressure 
on wages in bigger cities and being able to pass this on to customers. Getting suitable staff for this 
industry is seen as a challenge. Immigration does not see how hard it is to find suitable kiwi’s for these 
roles. Also a number of employees depart NZ for higher wages in overseas countries. There are 
possibilities to provide much higher quality, also in developing additional value add complementary 
services. The traditional catering provision within operational facilities is slowing dying as the wider 
market becomes more competitive (which is supported by spread within industrial areas).  The only 
area that isn't really affected by this is sole select catering arrangement where in-house capabilities is 
a necessity (e.g. hospitals). 
 
As warmer climates prevail we continue to be faced with the challenge of food hygiene - the 
management of this is critical to public health. At the moment the attitude on H&S is very relaxed and 
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it is a matter of time before there is a major incident. There is a need for stricter H&S checks on 
restaurants, café and food outlet kitchens, some operate in despicable conditions and deplorable 
hygiene standards. Hard stand are required against these sites and close these businesses down until 
H&S standards are met. Hygiene is one of the biggest concerns for the catering industry. The biggest 
threat is seen in organisations not seeing the benefits of catering.  
 
People are looking for sustainable and environmental friendly food. This means that the production 
methods do not harm the environment. There are changing patterns of food consuming, related to 
healthier options. There is a growing health awareness among restaurant customers. More diversity 
makes it more difficult to have a one size fits all solution. The replacement of sweet food and drink to 
healthier provisions needs to be encouraged and implemented in order to reduce obesity and develop 
healthier eating habits across all facets of our communities. We have to take into account that there 
is a broad variation of ethnicity. There is an opportunity to work with higher quality catering 
companies to deliver excellence at the budget sought. There is a drive to local source food inputs, food 
which passes through a short supply chain. Businesses have to meet government guidelines and 
directions for a healthier and fitter population by provide healthy options.  
 
The challenge is to decrease the business’ carbon foot print by overhauling our water and energy use, 
reconsidering where we source our products, reviewing our recycling practices and health and safety.  
 
New regimes within the Council has increased costs on the management of catering kitchens. The 
need to maintain strict cost control while still providing nutritious meals for the clients. The increase 
in compliance as the new Food Act comes into being will also have an effect on catering and decisions 
about keeping services in-house or out sourcing them will be a major influencer going forward. Will 
outsourcing provide greater choices for clients and reduce risk as the contractor becomes responsible 
for compliance, etc. small family businesses, who tend to be very cost efficient, are ruled out by 
government because of their new procurement practices.  
 
A trend is seen in bundling services. Overseas providers often offer catering and/or reception and/or 
security and/or cleaning. More organisations has reduced the number of catering companies they can 
use. Having the effect of channelling all of our catering needs and prohibiting us from using other 
companies who may offer a better deal.  
 
There is a need to offer staff healthier food in a more pleasant environment which is flexible and 
proactive. There is also promotion needed for the current ‘Buy 2 x lunches’ program - the second lunch 
is provided to a child who goes to school without a lunch. 
 
Business needs to be able to provide the unique service offering. This can be achieved by focus on 
service. Also delivering value for money is again a challenge in this industry. This industry also needs 
to move with the times. For example, the street food is a rage in overseas countries. Offering cost 
effective attractive menus that can adapt with the seasons and the current flavour of the month. 
Making a model work where smaller organisations can enjoy catering, e.g. mobile services, orders 
taken, etc.  
 
Most of the catering is currently being managed in-house, an opportunity will be the broader range of 
catering services while managed in-house. FMP will have to continue to actively manage their vendor 
networks in order to maintain costs and quality as the service industry increases in complexity. 
Maintaining quality of outcomes with increasing privatisation of supply is also a task of an FMP. The 
increased competition may lead to lower prices for consumers.  



            
 

34 
Astrid Bruursema January 2016 

 

4.5.3 Challenges in the field of technology  
A main challenge in the field of technology is the inability to continually maintain the increasing 
changes in all aspects of technology. The matter is keeping up with new technology and to ensure 
products remain at the forefront. Many businesses cannot keep up with technology changes. The costs 
of advanced technology systems and its maintenance are incredible. The biggest threat here is the 
growing volume of people in the FM industry that believe the implementation of technology generates 
efficiency and significant cost savings; meaning this should be rolled out for free across customers 
sites. This fact is not the cast and although there are significant cost savings and efficiencies to be 
realised, there is the requirement for significant upfront investment from service providers and this 
needs to be built into their delivery cost. Clients and service providers have made huge investments 
in technology in the last ten years, the forecast is that this will continue. Especially in the IT sector with 
regard to building design and digital infrastructure, it is hard to keep up with technological 
improvements. An opportunity is that technology has to cover cost increase in labour rates and 
support productivity. It is an opportunities to use information to plan maintenance and renewal of 
facilities and their components better, make better provisions (minimise surprises) minimise 
disruption to business activity whilst reducing costs. A focussed use of resources supports the business 
activities better. Threats includes more similar technology solutions and a short-term thinking with 
inadequate budgets causing facilities to become run-down and requiring premature replacement, at 
greater overall costs.  
 
The communication technology is becoming faster and faster, the question is how we will meet 
demands. An opportunity is the continuation of online service and apps to improve the FM process. 
Poor consultants advise over the selection of Building Management Systems (BMS) and Access Control 
Systems (ACS). Desperate installers and after sales services and held to ransom by some BMS and ACS 
companies. This is an area where greater levels of input by suppliers with the result of more reliable 
systems. FM should own the section process of building electronic systems from the outset. FM to 
flush out the bad and ugly and bring to the surface & support only the best BMS & ACS companies. 
Anything that operates faster, requires less maintenance and is secure and stable. Building 
Information Modelling (BIM) provides integrated information over the life cycle of a building and 
creates opportunities for FMP. Also integrated workplace management system (IWMS) and 
Geographical Information Systems (GIS) helps organisations optimize the use of workplaces. A threat 
for suppliers is the availability of low cost apps that replace complex and expensive building systems. 
There is an investment required to support BIM from design stage with perceived higher capital costs. 
These data systems can help businesses to become more real time, live data which can be acted upon 
immediately. More active links to building systems which have direct and real time actions in the 
facilities, also remotely. There are opportunities to provide total integrated solutions across all 
building services (break down the barriers between individual building services), that will ultimately 
provide a more cost effective and efficient solution. 
 
As technology moves to greater data sets there will be a higher demand on data scientists to unblock 
the possible innovation streams will be immense. Competitive threat of losing technologically savvy 
staff. There are huge opportunities in responding to the data created by sensors. There is increased 
technical (IT) knowledge to operate software and to enable greater analysis of lots of data and have 
the ability to read and create sophisticated reports for good decision making. More service providers 
will be on a more connected and problem solving situation. This will be achieved through technology 
so they can finally become a proactive company rather than a reactive one. Opportunities around the 
use of 'big data' within the industry and business intelligence flowing from integrated platforms across 
the property lifecycle - increased level of granularity around operating costs leading to greater level 
of informed decision making for occupiers. A challenge is the advancement of mobile & interlinked 
technologies to speed up the time from occupant notification, through to contractors, through to 
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reports back to FM staff of issue and recommended action. Off course this makes it possible to reduce 
paper work and double handling of things.  
 
More systems are migrating to the cloud. And FMP have to deal with a threat of upcoming IT and 
systems hackers. Businesses need to be prepared for cyber-attacks and security is required to allow 
this interaction while protecting the business information. Most organisations on both the supply and 
demand sides are rapidly adding new technology with a threat being an overload of diverse and 
discrete systems with the corresponding challenges in sharing information. The opportunity is to 
streamline data sharing.  
 
The FMP needs to design a workable space that responds to how we use technology, and having a 
workforce that can leverage technology from a team productivity point of view. Activity based working 
is a field where technology really needs to be supported. There will be an extensive use of Wi-Fi, 
tablets, and smaller or lighter laptops. Staff will be enabled to be completely remote. This technology 
changes makes sharing between teams and departments possible. Also there will be a trend in video 
calling and online communication. The drone technology is upcoming, in the future security staff might 
even be unnecessary. The improved remote monitoring services will reduce the number of Technical 
Building Managers required as more sites are aggregated together. There is a lack of competent 
people and there is a need for a certain level of technical training for staff. There is a lack of skilled 
and formally trained technicians in their area of expertise as well. The FM industry’s lack of training 
their own has resulted in an increasing need to import appropriately trained and experienced people.  
Certainly the technology sell of making life easier is proving to be exactly the opposite for FMP as it 
brings with it an increasing demand and expectation for speed of response which cannot be matched. 
There are opportunities to work with online productivity tools, e.g. kanbanflow.com. Staff also needs 
to be trained on new software to support the team and the willingness of the team to accept new 
software. It is all about working smarter not harder. The trick will be selecting and then properly using 
technology to enhance the services we offer without become a slave to the technology. 
 
Management teams need to be prepared to invest in new technology and there is a need to find 
funding to keep up with technology. The move towards robotics could see the reduction in human 
work forces. The question is if businesses will cope with the costs to achieve new technology. The 
technology allows greater automation and monitoring to reduce the FTEs required to operate and 
maintain a facility. However, this can be a threat when an event occurs above the normal the 
established FTE cannot cope with the resource demand unless outsourced assistance is readily 
available. Organisation and communication is a key in a 24/7 environment, as there is no room for 
error or downtime of key machinery. Businesses do have a very strict timeline and they need to be 
prepared for unexpected accidents. A challenge is the unknown future planning in a fact paced 
changing and challenging environment.  
 
The Government sector is so far behind with providing the workforce with tools to facilitate agile 
working. If we are to increase utilisation rates we need to be able to provide the staff with mobile 
devices and the backbone to support them. It is still a challenge to be able to deliver on promises. This 
market faces a lot of competition, especially increased price competiveness from low cost suppliers.  
 
Changing technologies in energy supply is upcoming, this makes energy reporting possible. Continuous 
Commissioning programmes will be introduced to reduce the energy consumption. A focus on 
environmental and sustainability with the efficiency that goes with these is also an opportunity. 
Alternative energy production as LED, are examples where I think technology will offer savings for 
building owners by minimise energy use and help the environment. There is an increasing opportunity 
to install and sell these systems. The rapid improvements in electric vehicle technology will increase 
the range and affordability of electric vehicles for use in fleets and by residents in New Zealand.  
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Also Social Media has become more important in these days. Marketing with humour and high quality 
photos can be used to start to build relationships with your suppliers. Social media and community 
work styles that are catered for in collaborative spaces. The way we work is changing and keeping up 
with technology will be critical in getting talent and keeping competitive. Technology is more and more 
becoming the biggest enables in the work place. Social networks will serve as shopping platforms and 
brands will use social media to sell their products.  
 

4.5.4 Challenges in the field of environmental services   
It is the question if the FM industry can meet the demands on changes to advanced technology at the 
rate is it being presented. Does the FM industry has the ability to make the changes required in our 
business to upgrade and update in order to meet demands. FMP are looking for systems that can 
effectively monitor and record energy usage and present it in a format that is easy to read. Simplifying 
measurement of performance is a must. There are opportunities for more offerings for total energy 
solutions around green technology and equipment options such as ground source heat pumps for 
DBOOT  (Design, Build, Own, Operate and Transfer) schemes. A threat in the NZ industry is that green 
washing in NZ still perceived as a poor mind-set to understand the relationship between sustainability, 
innovation, productivity and staff/customer retention.  
 
Greening of buildings is seen as a cost and there is a lack of scale in NZ to drive competitive pricings 
for green activities. There is a need for active management of building health & staff wellbeing. 
Opportunities are seen in ecological engineering for improved environmental performance. There is 
more client and community demand for Environmentally Sustainable Design. More importance is 
being placed on each company’s impact on the environment. More work will be done to ensure that 
we are doing as much as we can to be green. This industry needs to reduce the impact of physical 
build and maintain services involving ground services. Also recycling IT equipment as technology 
becomes more common.  
 
Environmental and sustainability has become an industry in its own. This has impacted on increased 
costs on other service areas but due to the passion that the community has on this topic the cost has 
to be taken into account in a corporate environment. Sustainability is getting higher on the agenda of 
more businesses. There is an increased use of LED lightening. Does NZ businesses really understand 
what sustainability is or can mean to them? Other nations (like Scandinavia and the UK) are more 
mature but, in the case of the UK, making it attractive to businesses to participate and provide 
environmental services is not as mature. Demonstrating the positive impact of sustainable practices 
will initially provide further opportunities to this sector. Going Green is the new slogan and we need 
to show the benefits to clients. There is an increased pressure to utilise sustainable resources and 
improvements in recycling due to growing evidence and political views on climate change. Energy 
management has become is more important task, for example by water efficiencies. Renewable 
energy plays a role and became one of the major factors in sustainability programs.  
 
The industry needs to improve knowledge and understanding in this area. The expectation is that we 
need to embrace sustainability but is usually at a higher cost that we cannot maintain. Systems needs 
to be smart to include and reduce new energy ideas. There is an increased prominence as direct 
response to increase in workplace H&S obligations for persons conducting a business, as well as part 
of increased focus on healthy buildings and their role and impact on workplace productivity. A trend 
is self-monitoring and self-running buildings with ability to make alterations themselves reacting to 
temperature, sunlight, wind and rain. In these times it is easy to hack a system, for example a 
datacentre that needs to be cooled 24/7. We need secure systems that makes it impossible to block 
systems. 
 



            
 

37 
Astrid Bruursema January 2016 

There are also increasing regulations and compliance standards in New Zealand. Landlords are going 
to upgrades their HVAC systems to meet requirements around HVAC efficiencies and being an energy 
efficient systems. However, the cost of HVAC is becoming unaffordable both in terms of capital outlay 
and running costs. Businesses strive for minimisation of the use of water, gas, electricity and waste to 
ground to eliminate unnecessary wastage is something FM could own this place in the market. An 
opportunity is the Levies on waste management and the drive for becoming more environmentally 
friendly in our business activities. The FMP needs to meet compliance requirements whilst remaining 
competitive. More and more compliance worked into main-stream processes. Acceptance of these 
things on mass and being intrinsic to how we think.  

 
The whole field of environmental services is declining in importance. There are more requirements 
from Local and National Government to comply with tighter environment controls. Green buildings, 
sustainability and environmental services will not gain traction unless and until the Government 
mandates minimum standards and compliance. For example, NABERSNZ, an independent tool backed 
by the NZ Government for rating the energy efficiency of office buildings, has no hope of widespread 
adoption unless the Government copies the Australians by making it compulsory for buildings over a 
certain size. NABERSNZ is continuing to evolve in the NZ market, including government policies, 
support, etc. The impact in the environmental services will be huge, as buildings look to improve their 
green star ratings.  
 
Last but not least these trends starts with the FMP themselves. FMP needs to take responsibility, 
liability and action in the field. Green thinking needs to be supported from the bottom line if you want 
to do it smart. On the other hand FM supports the environmental services hardly from a strategic 
perspective, it is very operational focussed and often perceived as a cost.  
 

4.5.5 Challenges in the field of security    
New Zealand is still seen as a generally safe country without a strong need for high security. 
Globalisation and increasing level of threats will drive the need for increased security. People are 
misguided to think that NZ is too far away to be target for any attacks. Currently prevalent is the 
question on how businesses protect themselves for industrial espionage, street crime and internet 
hacking. Cyber security is probably more important than physical security now. Information security 
needs to keep up with the hackers, as more interaction takes place online the need for more software 
and apps will demand an ongoing solutions. There is an opportunity for multiple tenants to use the 
same system in a discrete, safe manner. 
 
There are more moves into the use of electronic security and products, this make improved monitoring 
and reporting possible. Security systems and technological advancement achieving greater 
synchronisation with BMS and other software to provide building usage data. There are opportunities 
to provide a holistic approach to security as art of wider risk management rather than a focus on 
physical security. With security the improvements that have been seen in recent years that there is an 
ability to manage building security in a remote and more cost effective manner. 
 
Terrorism is threatening and we need to know how to manage this new regime. It is a challenge to 
cross the boundary between personal safety and seen to be invading privacy. FMP need to ensure 
secure and safe premises in the face of a greater threat from those recruited to terrorist organisations. 
In the aviation sector there will be a higher degree of security in the form of screening; however this 
should also lead to safer air travel. Surveillance, around the building and campus, will also increase 
and improve (higher definition), leading to better personal safety. Potential issues with 'leaks' of 
personal information are bound to increase. There is a need to perform police checks on future 
employees to ensure they are safe to be in contact with young members of the public (i.e. students).  
Security industry may provide better/smarter technology to provide surveillance and early warning 
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alerts.  Use of smart cards, finger-prints or iris identification. We need to meet the expectations and 
security requirements of the police force in the community with regard to CCTV coverage. Whilst there 
are more CCTV technologies, we need to ensure we use them correctly and conform to the guidelines 
and principles of the Privacy Act 1993. 
 
Buildings that are 24/7 automated and monitored through command centres will have the ability to 
allow access to visitors, lockdown in event of breach and more access and control through biometrics 
for identification purposes. The major issues in these businesses are insuring the safety of our clients 
and maintaining a safe environment for them if they leave the building. As with technology, the 
industry needs to keep abreast of changes and ensuring that products provides a secure solution. A 
lot of systems will be developed in the future to keep everything under control. Preventative 
approaches are an opportunity, this includes a stronger emphasis on Crime Prevention through 
Environmental Design (CPTED). 
 
Also physical security and teaming up with H&S are challenges in the FM industry. There is still the 
‘she’ll be all right’ attitude. Travel and general safety awareness levels are low.  
 
There is a huge competiveness in the market place. If we want a motivated and intelligent security 
guard service then it will require a radical shift from the current bouncer lowest cost provider that 
infiltrates the sector. An opportunity is the bespoke solutions. In the future higher technology cameras 
and drones will be add to security upgrades. Each organisation has its own threats, so specific threat 
assessments are opportunities in themselves, as are the upgrading of cameras etc. and the ability to 
identify and prosecute. Security is interfacing across all services in the facility and carrying this level of 
security access across a number of networked facilities. The overseas competition is seen as a threat, 
because there are a lot of small companies in New Zealand. Again this industry is seen as a low value 
service, with emphasis on achieving economies of scale to reduce cost rather than driving quality of 
service.  
 
Security needs to report into FM and should focus on strategy. Strategic security should be based on 
risk assessment and alignment between FMANZ and New Zealand Security Association (NZSA) is 
required. Security is still too much technology focussed and not enough business value focussed. 
 
Finding suitable staff and security who can meet and match the FM industries expectations is a 
challenge for FMP. This industry copes with a skill shortages. There is a need for New Zealand 
Qualifications Authority (NZQA) training for the security and FM industry. We need to keep security 
staff engaged, customers wanting more for less, more sophisticated villains. This is an opportunity 
with increased available of clever technology. This industry also needs more skilled people that is able 
to work with IT based systems. Staff needs sophistication of equipment and software as well they need 
to be increasingly client sensitive. The opportunity for this sector will lay in professionalization and 
competent training of onsite teams who should become embedded in the clients business. 
 
A threat is the focus on Health & Safety (new legislation) that makes us risk averse to sharing office 
accommodation with others. Threats are technology could replace some jobs, opportunities are that 
new innovative equipment that is automated could save costs in human time and reduce vandalism 
through better and more intricate surveillance equipment. This industry also needs a stricter control 
on personal contracts. 
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4.5.6. Summary of the trends in specific service lines  
Most service lines in the FM market are seen as low value services. There is a growing awareness to 
raise these services lines to higher position. The services in the FM industry need to report into 
strategic levels and should focus on strategy and decision-making. The low labour costs are also a 
threat and are caused by more competition and larger companies in the market. Too many small 
players in this industry are unreliable. It is a challenge to find a company that delivers what they 
promise. Businesses need to be able to provide the unique service offering. This can be achieved by 
focus on service. 
 
Also finding competent staff that is able to undertake all facets of FM to contractual expected levels 
will duffer to a large extent. The real challenge is to find more committed and qualified people. The 
industry representation by a Bachelor of Science (BSc) is seen as not effective enough. 
 
The threat is coming from multinational global suppliers frequently buying business and unable to 
deliver in a sustainable manner. The buyers need to focus on value, not only on the lowest cost. The 
challenge is to decrease the business’ carbon foot print by overhauling our water and energy use, 
reconsidering where we source our products, reviewing our recycling practices and health and safety.  
 
A main challenge in the field of technology is the inability to continually maintain the increasing 
changes in all aspects of technology. The matter is keeping up with new technology and to ensure 
products remain at the forefront. Many businesses cannot keep up with technology changes. 
 
More innovative and advanced buildings demand for a more complex and specialized approach.  
Innovation is starting to develop more and more, traditional models are being challenged and replaced 
with bespoke or bundled services. New technologies possibly displacing some workers, and the need 
to up skill those workers who remain to trouble shoot the new technologies onsite. An innovative 
trend is seen in the implementation of robotic systems replacing human labours. There are huge 
opportunities in responding to the data created by sensors. There is increased technical (IT) knowledge 
to operate software and to enable greater analysis of lots of data and have the ability to read and 
create sophisticated reports for good decision making. 
 
Health and safety (H&S) are playing a more important role in contract management these days. The 
issues around H&S with the WorkSafe regulations may be an opportunity to grow. Any New Zealand 
company that can bundle other services or offer innovative options on how cleaning can be done 
better will have an edge. FMP will have to continue to actively manage their vendor networks in order 
to maintain costs and quality as the service industry increases in complexity. There are opportunities 
to provide total integrated solutions across all building services (break down the barriers between 
individual building services), that will ultimately provide a more cost effective and efficient solution. 
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4.6 Current FMANZ service offerings 
To give an answer to the 4th sub-question, the services of FMANZ are analysed: “What services are 
provided by FMANZ within these segments and how do members value these provided services?”  
 
FMANZ conducted an FM industry survey in June 2015 in the context of the Strategic Planning to 
determine the next phase of its developments. FMANZ’ services are viewed in Figure 4.7. First of all 
the results are very positive and this gives an indication that FMANZ is providing members value for 
money by organizing highly recommended activities. Regarding figure 4.7, the annual Summit and the 
National Breakfasts are highly valued by the members. On the other hand, the survey outcome 
showed that the LinkedIn discussions are the least valuable. FMANZ members show the importance 
of networking activities to link with others but also to gain knowledge. (FMANZ, 2015) 

 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Within the framework of FMANZ’s services, these questions are also asked in the conducted FM 
industry survey. The FMANZ members are still very satisfied about services mentioned above. But also 
a few other remarkable facts were made.   

FIGURE 4.7 – FMANZ’ SERVICES  
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Network opportunities in general are seen as really valuable. The After Five events and Breakfast 
sessions are a good occasion for this. FMANZ keep networking going which allow members to socially 
build their industry network. FMANZ members are also satisfied about the AUT Master Classes. There 
is still a need to improve this and broaden the scope of the Master Classes to educate FMANZ current 
members to formal levels. Education can also contribute to push FM to a legitimate profession.  
 
The FMANZ E-Mag is seen a great opportunity to access knowledge both in New Zealand and overseas 
FM trends. On the other hand the use of IFMA and BIFM can lead to create learning streams and 
recognition of skills and experience. This survey outcome also shows that the LinkedIn discussions are 
seen as really valuable in contrast to the earlier survey conducted in June.  
 
One thing FMANZ should never stop doing is promoting the FM profession!   
 

4.7 Other industry related associations  
This section describes other FM related associations and organisations where FMANZ members are 
also member of. What do other organisations better than FMANZ and what can FMANZ learn from 
these organisations? This section gives an answer to the question: “Which segments have potential to 
be offered by FMANZ and what services can be offered to the members in these segments?”  
 

4.7.1 Other FM related associations  
A few FMANZ members are also members of other FM related associations. These associations are 
presented in Table 4.3. The benefits of belonging to these associations are described in section 4.6.2. 
 
4.3 OTHER RELATED FM ASSOCIATIONS FMANZ MEMBERS ARE A MEMBER OF  

Abbreviation Explanation 

AFMA Australian Financial Markets Association  

APPA Auckland Primary Principals Association  
ARES  Agricultural and Resource Economics Society  
ASHRAE American Society or Heating, Refrigerating, Air-Conditioning Engineers 
AAM Association of Asset Management professionals 
ABC Association of Building Compliance  
BIFM British Institute of Facilities Management  
BRANZ Building Research Association New Zealand  
BSCNZ Building Services Contractors New Zealand  
BuildNet  BuildNet New Zealand 
CIBSE Chartered Institution of Building Services Engineers 
CCG Construction Clients Group 
CoreNet CoreNet Global 
EMA Employers and Manufacturers Association  
EMANZ Energy Management Association of New Zealand  
FIDI - FAIM Federation of International Furniture Removers  
FMA Facilities Management Association of Australia 
IFMA International Facilities Management Association  
IoAM Institute of Asset Management 
IoD Institute of Directors  
IoET Institute of Electricity and Technology 
IoPE Institute of Professional Engineers New Zealand  
IPENZ Institution of Professional Engineers New Zealand 
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IRHACE Institute of Refrigeration, Heating and Air Conditioning Engineers in 
New Zealand  

LAPA Local Authority Property Association  
MP Master Painters 
NZIM New Zealand Institute of Management 
NZDAA New Zealand Demolition and Asbestos Association 
NZGBC New Zealand Green Building Council 
NZISM New Zealand Institute of Safety Management 
NZIA New Zealand Institute of Architects  
NZIM New Zealand Institute of Management  
NZIOB New Zealand Institute of Building  
NZOMA New Zealand Overseas Moving Association  
NZPI New Zealand Planning Institute  
NZRA New Zealand Recreation Association  
OMA Outdoor Media Association of New Zealand  
PINZ Property Institute of New Zealand  
PMINZ Property Management Institute of New Zealand  
PC Property Council 
REA Registered Engineering Association  
RICS Royal Institute of Chartered Surveyors 
SS  Site Safe 
TEFMA Tertiary Education Facilities Management Association  
WCC Waikato Chamber of Commerce 
WIOG  Water Industry Operations Group of New Zealand  

 
This table shows the that FMANZ members are also associated with other FM related associations and 
organisations. Most of the FMANZ members are committed with the more hard side of FM rather than 
soft FM. Also section 4.2 showed the current background in hard FM already.  
 

4.7.2 What do other industry organisations better than FMANZ? 
Respondents on the FM industry survey gave their insights about what they think other industry 
organisations do better than FMANZ.  
 
First of all a day conference with speakers and presentations is a good chance for networking and 
finding out new trends in the market. Single day events are seen more efficient in time for some 
people. FMP are looking for developed cutting edge solutions for challenges on a day-to-day basis.  
 
Other associations also advocate what they are standing for and what they can offer to make the FMP 
better in their job. Professional status is something that needs to grow and that is also a point what 
members are looking for. FM will emerge but FMANZ must never stop demonstrating the value FM 
can deliver. Other associations have an integration of architectural and scientific approaches to 
workplace management. The level of sophistication in presentation and language is relatively low 
compared to other associations. Membership grades are organized differently with other associations. 
Internationally recognized memberships are an option. Networking is also high priority for most 
people, encourage members to meet and share knowledge.  
 
FMP are also still looking for more courses and training for a reasonable price. Also highly experienced 
professionals delivering these courses are expected. Site Safe for example offers value training, which 
is seen as really appreciated, however these trainings are generally not specific to FM. Training 
resources are tools people are looking for. Longer established industries and professions are well 
serviced by Academic qualifications. RICS education offering is SEEN AS first rate and assessment of 
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professional competence sets a high benchmark for entry which supports its credibility as a 
professional services organisation. Also the offering of wide industry research and a well-structured 
knowledge base is seen as a beneficial.  
 
Other associations generally have an easier task as they are more industry specific. FM covers a much 
wider range and is therefore a lot harder to cater for specifics. There are a very few supplies that cover 
the full range. Many concentrate in the catering/cleaning/security while there is a distinct group that 
are more building related. Given the developing state of FMANZ, other associatons that have been 
around longer have a stronger market profile and are therefore better placed to solicit premium 
sponsorship for their benefit of members. These organisations have a deeper pool of resources to 
draw on. Most associations also have more benchmarking reports available. People also see that other 
associations have a strong focus on continuing professional development.  
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Estimated value of FM in NZ  
 
This chapter provides an answer to the value of the FM industry in New Zealand. Two options are used 
to estimate the value. First of all a determination of the total asset value in New Zealand is given. On 
the other hand is the New Zealand market compared with some European data reports, based on GDP.  
 

5.1 Determination total asset value in NZ  
The FM market is difficult to define, however the value of the FM industry can be defined via asset 
value. In cooperation with Ed Kidd and Shannon McQueen at WT Partners, two case studies based on 
asset value are provided (WT Partners, 2015).  The provided data is normalised and please note that 
these outcomes are rough order estimates and need to be used as a guide to assist with this research. 
Further research is needed to validate this data.  
 
Capital works 
This information in a very high level in the experiences of FMP.  

- Industrial sites are generally around 0.5% of the value annum 
- Office sites are generally 2% of the value annum.  

 
Operating costs  
The operating costs (opex) is difficult to define as many different people describe it and account it in 
many different ways. To define soft and hard services with any respectable meaning is not something 
that can be done quickly. Again at a really high level from a landlord perspective opex for office would 
generally be 20% of the rent. If the capital rate of 7% is applied to calculate the value, the estimated 
value of opex is 1.5% of the total value of the building. This percentage would cover majority of base-
build hard services.  
 
Opex and Capex ratios  
Compiled data is showed in two case studies of commercial buildings in table 5.1. Both the operating 
costs (opex) for value and construction are showed.  
 
TABLE 5.1 – ASSET VALUE RATIOS (WT PARTNERS, 2015) 

 Case A Case B 

% Total opex vs. construction costs  1.65% 1.93% 

% Total opex vs. value  1.77% 1.07% 

% Soft FM 54% 53% 

% Hard FM 46% 47% 

 
Please note that the ratio of opex versus value remains similar to tenants to the ration landlords use 
as a benchmark. The ratio of opex versus construction also roughly aligns with the benchmark but this 
is interesting to explore further for different types of buildings, as now only commercial buildings are 
estimated. Interestingly the data that is found, shows the split of hard and soft FM roughly fifty/fifty 
in both case studies.  
 
Total Asset value in New Zealand 
The financial position of the assets in New Zealand is shown in table 5.2. (Statistics New Zealand, 2014) 
For this case only the fixed tangible assets are relevant. The Annual Enterprise Survey (2014) shows 
that the fixed tangible assets include: 

5 
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- All fixed assets as shown in the books of account  
- All fixed assets operated by this business under finance lease arrangements 
- Leasehold improvements 

The fixed tangible assets do not include: 
- Expenditure on maintenance 
- Intangible assets such as goodwill  

 
TABLE 5.2 – TOTAL ASSETS IN NZ  

Financial position 2012  2013   2014  % change from last year 

  Million NZD  2013 2014 

Total assets 1.893.145  1.899.026   1.946.889  0,3 2,5 

      Current assets 492.851  509.556   523.022  3,4 2,6 

      Fixed tangible assets 526.272  538.332   551.273  2,3 2,4 

      Other assets  874.020  851.137   872.593  -2,6 2,5 

 
This table shows that the fixed tangible assets in New Zealand is around the 551 billion NZD in 2014.  
 
TABLE 5.3 – VALUE FM  

 Fixed tangible 
asset 
(million NZD) 

 Case A Value FM 
(million NZD) 

 Case B Value FM 
(million NZD) 

Average   
(million NZD) 

% Total opex vs. 
construction costs  

551.273   1.65% 9.096  1.93% 10.639 9.867 

% Total opex vs. 
value  

551.273  1.77% 9.757  1.07% 5.898 7.827 

TOTAL     18.853   16.537  

 
Table 5.3 shows the value of the FM industry based on the asset value in New Zealand. The ratio of 
the total operational costs (both hard and soft FM) are used as a percentage of the total fixed tangible 
assets in New Zealand. This outcome indicates that the total value of the FM industry in New Zealand 
is approximately 8 billion NZD.  
 

5.2 Comparison size of FM based on GDP  
The total value of the FM industry can also be estimated based on a comparison with European data. 
A group of researchers and members of the EuroFM group proposed a project to collect facility 
management market data. Together with the implemented European EN15221 standards and the 
market data, transparency in the European FM market is created. This is also beneficial to strengthen 
the competiveness of the sector and increase awareness of FM with European policy makers (EuroFM, 
2012). 
 
“Earlier research by Mr. Sven Teichmann, studying at our German member IREBS, showed the 
European facility management market is estimated at € 640 billion, offering 40 million FTE of work. 
More and more research projects show FM is the largest business service representing 5% of national 
GDP. However, integrating all findings of our 100 members from 23 countries to one overview was 
missing.” (EuroFM, 2012, p. 2) 
 
First of all the EN15221 standard is used as a FM segmentation. The same framework is needed to 
compare this data with other FM markets to compare apples to apples. The largest FM industries in 
Europe in 2015 are: United Kingdom, Germany, France, Italy and Spain, with an estimated value for 
outsourcing of 218 billion EUR. This estimation stands for 2.48% of the GDP. Noting both the internal 
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and external FM market, the average FM market share was 4.92% of the GDP. This report uses the 
European market to correlate the New Zealand data of the FM industry. The size of the FM market 
also depends on the maturity stage of the market. According  to the general market model, a distinct 
development is seen in four phases and characteristic market types; pre-emerging, emerging, 
developed and pioneer markets. The New Zealand FM market can be seen as an emerging market with 
a small degree of outsourcing, nevertheless with a high growth potential. The emerging markets in 
Europe are the Nordic countries, Poland, Czech Republic and Hungary. All companies are used once in 
the calculation.  
 
In table 5.4 the estimated value of FM based on a comparison with European data is shown. Only the 
FM industries relevant for New Zealand are presented. The population, the total GDP value and the 
maturity of the market are taking into account. Regarding to the population a few countries are 
comparable; Latvia, Slovenia, Slovakia, Lithuania, Finland and Denmark. Regarding to the total GDP 
value the countries; Luxembourg, Slovakia, Hungary, Czech Republic, Romania and Portugal are 
comparable. Last but not least the emerging markets in Europe are the Nordic countries, Poland, Czech 
Republic and Hungary.  
 
TABLE 5.4 – ESTIMATED VALUE BASED ON GDP 

 
 
The average FM market size in Europe compared to GDP is 3.88%. Related to the total size of the GDP 
in New Zealand, the value of the FM industry is estimated at nearly 9 billion NZD and nearly 3.8% of 
GDP. Please take into account that the percentage of the FM market size related to GDP varies per 
country.  
 
Compared to other industries in the New Zealand economy is Facilities Management relatively big and 
unexpected high. To show the size of FM compared to the economy, the economic indicators retrieved 
from Infoshare (2013) are shown. The contribution to GDP of labelled industries in the New Zealand 
economy are listed now.  
 
TABLE 5.5 – CONTRIBUTION TO GDP BY INDUSTRY  

 Contribution to GDP Percentage of GDP 

Information media and telecommunications 6.120 2.8 

Agriculture 9.209 4.2 

Education and training 10.181 4.7 

Construction 11.456 5.3 

 
  

Country Population GDP in USD Kolom3GDP in NZD Value of FM in USD Value of FM in NZD % GDP 

Czech Republic 10.461.428        205.522.871.251$        8.508.646.869,79$    4,14          

Denmark 5.647.110          341.951.607.730$        15.490.407.830,17$   4,53          

Finland 5.430.018           $            270.673.584.162 11.747.233.552,63$   4,34          

Hungary 9.854.230          137.103.927.313$        5.278.501.201,55$    3,85          

Latvia 1.986.569          31.920.815.648$          925.703.653,79$       2,90          

Lithuania 2.955.272          48.172.242.517$          1.445.167.275,51$    3,00          

Luxembourg 555.166             60.130.847.624$          2.086.540.412,55$    3,47          

Poland 38.440.031        548.003.360.279$        25.098.553.900,78$   4,58          

Portugal 10.603.029         $       229.583.711.490 9.963.933.078,67$    4,34          

Romania 19.877.283        199.043.652.215$        7.663.180.610,28$    3,85          

Slovakia 5.432.590          99.790.145.653$          3.472.697.068,72$    3,48          

Slovenia 2.043.932          49.416.055.609$          1.635.671.440,66$    3,31          

Sweden 9.580.736          570.591.266.160$        26.361.316.496,59$   4,62          

Average 3,88%

New Zealand 4.588.392          156.270.482.313            229.717.609.000 8.913.043.229,20$     3,88%

11.485.880.450,00$   5%

6.891.528.270,00$     3%
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5.3 Summary  
The value of the FM industry based on the total asset value, shows that the FM industry in New 
Zealand is estimated at 8 billion NZD. Based on a comparison with European data, the FM industry in 
New Zealand is estimated at 9 billion NZD, nearly 4% of the GDP. Both methods give a rough indication 
of the FM value. These are the first steps in indicating the market value of FM and this is focussed on 
existing market data and available reports. A second step in developing the FM market in New Zealand 
is creating a common framework for collecting market data. For now, each country uses different 
definitions and meanings. A common framework is needed to compare data between different 
countries. FMANZ needs this information to communicate the size and value of the FM industry and 
create awareness in New Zealand.  
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Conclusion  
 
This chapter provides an answer to the sub-questions 1 to 4, formulated in Chapter 2. Note that the 
fifth sub-question: “What are the tactical and strategic consequences for the FMANZ organisation?” 
together with the fifth sub-question: “What is the best way for FMANZ to expand the FM segments 
and the number of members in New Zealand?” will be answered in the Advisory Report.  
 

6.1 What FM segments are currently being served by FMANZ? 
This report proposes a segmentation model for the FM industry to give an answer to the first sub-
question. After comparing the membership base with the proposed segmentation, it was clear which 
segments are being served by FMANZ.  
 
Equally the same amount of FMANZ members are working in the demand or supply side of FM. The 
majority of the FMANZ members are working in the hard services rather than the soft services of the 
FM industry. The majority of the FMANZ members in the demand side of FM are working in the 
segments Commercial Property and Professional Services, Government and Education. The majority 
of the FMANZ members in the supply side of FM are working in the segments Mechanical and 
Electrical, Property Services or they are a Consultant.  
 
A noteworthy fact is the small role of soft services in this industry, especially the Hospitality industry 
is limited recognized. The response is representative for the percentage of the breakdown of the 
FMANZ members and the international comparisons suggest that there will be a shift in the supply 
and demand side as FMANZ will connect with new members in segments currently not represented in 
the FMANZ membership base.   
 

6.2 What services are provided by FMANZ within these segments and 
how do members value these provided services? 
First of all FMANZ is seen as an association that adds value to its members and thrives as a professional 
group. The FMANZ members are really satisfied about the annual Summit, the FMANZ E-Mag and the 
National Breakfasts.  
 
Network opportunities are seen as a chance to socially build its industry network. There is still a need 
to improve the educational offerings and broaden the scope of subjects. Nevertheless there is an 
important need for skilled staff and education can also contribute to push FM to a legitimate 
profession. The FMANZ E-Mag is seen a ideal opportunity to access knowledge both in New Zealand 
and overseas FM trends. On the other hand the use of IFMA and BIFM can lead to create learning 
streams and recognition of skills and experience. 
 

6.3 What FM segments are not being served by FMANZ?  
Based on the Statistics NZ information some segments are less represented in the FM industry. The 
FMANZ members do have more members – in comparison with the industry Statistics – in the 
segments: Commercial Property and Professional Services, Education and Transports and Logistics.  
 
The FMANZ members are underrepresented in the segments: General Industry, ICT and Technology 
and Retail and Wholesale. This means that there are FMANZ members represented in this segments, 
but there could be opportunity for growth. 
 
The World Café Discussion also showed that the original segmentation did not cover the entire FM 
industry. Chances are seen for new segments; Public services, ICT services and Procurement. The 
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participants also opted to add segments for Compliance, Health and Safety and Transports. There is 
chosen to constitute Compliance and Health and Safety in the segment Consultants. They also chose 
to add Residential to the demand side.  
 

6.4 Which segments have potential to be offered by FMANZ and what 
services can be offered to the members in these segments? 
Based on the analysis in section 4.3, the soft services side of FM could play a bigger role in the FM 
industry in NZ. The services in NZ are now seen as a low value service, but there is growing awareness 
within businesses. In general FMP are looking for specific education and training. Also the FM 
recognition on a strategic level is indispensable. New segments like Residential, ICT services, Public 
services, etc. have growth potential for FMANZ to offer other services.  
 
With FMANZ’ shift from place to people, there will be an increase in soft services as well as toward 
contribution to productivity. As the FMANZ strategy focusses more from place to people and 
productivity, it will become apparent that FMANZ has to come up with strategies and products to 
underrepresented segments to ensure that this association can attract members of these segments.  
 
People are they key to the success of FMANZ’ growth strategy!  
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8.2 Clarification Segmentation model  
 

Supply side 
Segment Clarification  

Catering On-site food service 

Cleaning Indoor and external cleaning, disposal and industrial cleaning.  

Consultant Provide facilities management advice, support and inspiration to 
those involved in the management of the workplace. 

Environmental Energy and waste management, recycling services, landscaping 
(lawn and garden maintenance), and green building consultancy 

Mechanical and Electrical Technical services associated with the installation and maintenance 
of mechanical and electrical installations  

Other related FM services Miscellaneous work place solutions, parking, laundry, pest control, 
helpdesk and reception, IT system maintenance, space planning, 
and so on 

Property services Managing property that is available for lease by maintaining and 
handling all the day-to-day activities that are centred on the piece 
of real estate.  

Security Manned guarding, access control, patrolling of customer facilities, 
installation of alarm and access systems 

Total FM providers The provider takes on responsibility for the delivery and 
management for all required services lines 

 

Demand side  
Segment Clarification  

Commercial Property and 
Professional Services 

Office buildings occupied by business services (corporate offices of 
manufacturers, professional services) 

Education Instruction and training provided by specialized establishments, 
such as schools, colleges, universities and training centres. These 
establishments may be privately owned and operated, either for 
profit or not, or they may be publicly owned and operated. 

Energy and Resources The primary energy and resource sector that includes mining of 
coal, iron ore, and other metal ore or mineral mining, as well as oil 
and gas exploration 

General Industry Small, medium, and large businesses that cover industrial, food 
and beverage, metal, automotive, and chemical manufacturing and 
so on; includes equipment and parts manufacturers, paint 
producers or sales representations of general industry with related 
showrooms, laboratories, storage areas, and warehouses 

Government Government office buildings at federal, state, and local levels, 
where agencies are located to perform their services according to 
their role; only office buildings for the performance of 
administrative work are included in this market definition 

Hospitality, Tourism, Sport 
and Entertainment 

Facilities that provide a venue for public sports events, such as 
sports grounds, aquatic pools, or event and entertainment 
complexes such as cinemas, theatres, and exhibition or show 
grounds; includes accommodation such as hotels, restaurants and 
bars; includes theme parks and gardens that are accessible to the 
public 
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Health and Aged-Care 
Facilities 

Public and private hospitals and aged-care facilities; includes small- 
and medium-sized facilities that are intended to preserve mental 
and physical health by preventing or treating illnesses through 
services offered by health professionals 

ICT and Technology Any communication device or application, encompassing: radio, 
television, cellular phones, computer and network hardware and 
software, satellite systems and so on, as well as the various 
services and applications associated with them, such as 
videoconferencing and distance learning.  

Retail and Wholesale Shopping centres that include retail stores, restaurants, cafes and 
factory outlets, and wholesale stores in both central business 
district (CBD) and non-CBD locations  

Transport and Logistics Facilities that cover land, air and water transportation such as 
airports, ports, roads, or rail works, as well as public and private 
utilities such as water supply and waste water treatment facilities, 
electricity and gas providers, and essential related operations and 
maintenance works for infrastructure 

Other This could include churches or other segments that are different 
from the segments already mentioned.   
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Facilities Management Industry Survey 
In association with the Facilities Management Association of New Zealand (FMANZ), I am carrying out 
a study of the development and needs of the New Zealand Facilities Management sector. The study 
aims to identify the size and scope of the FM market in NZ, to better understand the needs of FM 
professionals, to grow association membership, and to improve and tailor the support and services 
FMANZ offers members. 
 
This survey is part of the information gathering stage of this project. You have been selected as a 
potential respondent because we believe you have a valuable contribution to make. We anticipate 
that the survey will take approximately 15 minutes to complete. All responses will be treated as 
strictly confidential, and will be compiled and analysed as a group. No individuals will be identifiable 
from the results. If there are questions you do not feel comfortable answering, please skip them. The 
results will be used by FMANZ and may also be used in academic publications. 
 
If you have any questions or comments, please contact Astrid Bruursema at +64 22 391 7493 or 
a.bruursema@st.hanze.nl 
 

1. What is your gender?  

Female  

Male  
 

2. What is your professional background?  

Architecture  

Asset Management  

Construction Management  

Engineering  

Energy Management  

Facilities Management  

Operations Management  

Project Management  

Property Management  

Support Services  

Trades  

Other: …………………………. 

mailto:a.bruursema@st.hanze.nl
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3. What is your current work position?  

CEO / managing director  

Partner / director  

General manager  

Self-employed / Owner  

Senior manager  

Manager  

Team leader / supervisor  

Employee  

Consultant  

Administrator  

Other: …………………………. 

 
4. Choose the quote that applies to you: * 

'I am currently working in the demand side of the FM market' – Please, move on to question 5 

'I am currently working in the supply side of the FM market' – Please, move on to question 6 

'I am neither working in the demand- nor supply side of the FM market' – Please, move on to 

question 7 
 

5. What is the main sector coverage you are working in right now? * 

Commercial Property and Professional Services  

Retail and Wholesale  

General Industry  

Transport and Logistics  

Hospitality, Tourism, Sport and Entertainment  

Health and Aged-Care Facilities  

ICT and Technology  

Energy and Resources  

Government  

Other: …………………………. 
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6. What is the main service offering of your company you are working in right now? * 

Catering  

Cleaning  

Environmental  

Mechanical and Electrical  

Security  

Other: …………………………. 

 
 
7. What is the most important challenge you THINK, your sector will face in FIVE years? * 
Challenge: 'something that needs a lot of skill, energy, and determination to deal with or achieve, 
especially something you have never done before and will enjoy doing' 

 
…………………………………………………………………………………………………………………………………………………. 
 
…………………………………………………………………………………………………………………………………………………. 
 
8. What would be the level of impact on the question above, in the company you're working in? * 

 1 2 3 4 5 6  

No impact       High impact 

 
9. What do you think are the competitive threats and opportunities in FIVE years in the field of 
CLEANING?  
 
…………………………………………………………………………………………………………………………………………………. 
 
10. What would be the level of impact on the question above, in the company you're working in?  

 1 2 3 4 5 6  

No impact       High impact 

 

 
11. What do you think are the competitive threats and opportunities in FIVE years in the field 
of CATERING?  
 
…………………………………………………………………………………………………………………………………………………. 
 
12. What would be the level of impact on the question above, in the company you're working in?  

 1 2 3 4 5 6  

No impact       High impact 
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13. What do you think are the competitive threats and opportunities in FIVE years in the field 
of TECHNOLOGY?  
 
…………………………………………………………………………………………………………………………………………………. 
 
14. What would be the level of impact on the question above, in the company you're working in?  

 1 2 3 4 5 6  

No impact       High impact 

 
15. What do you think are the competitive threats and opportunities in FIVE years in the field 
of ENVIRONMENTAL SERVICES?  
 
…………………………………………………………………………………………………………………………………………………. 
 
16. What would be the level of impact on the question above, in the company you're working in?  

 1 2 3 4 5 6  

No impact       High impact 

 
17. What do you think are the competitive threats and opportunities in FIVE years in the field 
of SECURITY?  
 
…………………………………………………………………………………………………………………………………………………. 
 
18. What would be the level of impact on the question above, in the company you're working in?  

 1 2 3 4 5 6  

No impact       High impact 

 
19. What is your relationship with FMANZ? * 

Individual member  

Student member  

Corporate member  

Professional member  

FMANZ Sponsor  

Executive team member  

Board member  

Branch committee member  

I am subscribed to the FMANZ E-Mag only – Please, move on to question 25 

I do not have a relationship with FMANZ – Please, move on to question 25 
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20. How did you first hear about FMANZ?  

Colleague  

Friend  

Social Media  

Advertisement  

Word of mouth  

Other: …………………………  
 
21. Which member offerings have you taken part in (e.g. read, attended) during the year?  

The FM Summit 2015  

National Breakfast  

AUT Masterclasses  

Social events  

After 5 Events  

Women in FM events  

Site Building Tours  

FMANZ E-Mag  

Links with others  

LinkedIn Discussions  

Site Tours  

None  

Other: ………………………….. 
22. Please rank FMANZ's member offerings based on what you feel is most valuable.  

 
1 (Not 
valuable) 

2 3 4 5 6 7 8 9 
10 
(Really 
valuable) 

Not 
applicable 

The FM 
Summit 
2015 

           

National 
Breakfast            

AUT 
Master 
classes 

           

Social 
events            
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1 (Not 
valuable) 

2 3 4 5 6 7 8 9 
10 
(Really 
valuable) 

Not 
applicable 

After 5 
Events            

Women in 
FM events            

Site 
Building 
Tours 

           

FMANZ E-
Mag            

Links with 
others            

LinkedIn 
Discussions            

Site Tours            
 
23. What is the one thing we should NEVER stop doing?  
 
…………………………………………………………………………………………………………………………………………………. 
 
…………………………………………………………………………………………………………………………………………………. 
 
 
24. What would you improve about or add to your membership experience?  
 
…………………………………………………………………………………………………………………………………………………. 
 
…………………………………………………………………………………………………………………………………………………. 
 

 

Please, move on to question 29.   
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25. What is (or will be) your main reason to subscribe to the FMANZ E-Mag?  
 
…………………………………………………………………………………………………………………………………………………. 
 
26. How did you first hear about FMANZ?  

Friend  

Colleague  

During an event  

Advertisement  

Social Media  

Other: ………………………… 
 
27. Please rank FMANZ's member offerings based on what you feel is most valuable.  

 
1 (Not 
appealing) 

2 3 4 5 6 7 8 9 
10 (Really 
appealing) 

Not 
applicable 

The FM 
Summit 
2015 

           

National 
Breakfast            

AUT 
Master 
classes 

           

Social 
events            

After 5 
Events            

Women in 
FM events            

Site 
Building 
Tours 

           

FMANZ E-
Mag            

Links with 
others            

LinkedIn 
Discussions            

Site Tours            
 
28. What kind of service would you like to or add if you were a member of FMANZ?  
 
…………………………………………………………………………………………………………………………………………………. 
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29. Do you belong to any other member-based industry organisations? * 

Yes  

No – Please, move on to question 33. 

 
30. Which other member-based organisations do you belong to?  
 
…………………………………………………………………………………………………………………………………………………. 
 
31. Compared to other industry organisations, what are the advantages of belonging to 
FMANZ?  
 
…………………………………………………………………………………………………………………………………………………. 
 
32. What do other industry organisations better than FMANZ?  
 
…………………………………………………………………………………………………………………………………………………. 
 
 
33. What is your preferred source for industry information?  
Feel free to choose more than one option. 

Website  

E-Magazines  

Electronic reports (PDF, Word)  

Webinars  

Presentations  

Fact sheets  

Member emails  

Other: …………………………..  

 
34. What are you hoping your FMANZ membership will offer you?  
Feel free to choose more than one option. 

Knowledge  

Career advancement  

A sense of belonging (to FM community)  

An opportunity to volunteer my time and expertise  

Networking activities  

To raise the profile of FM as an industry  

Other: ………………………….. 
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35. What types of information and resources do you seek to stay on top of industry trends?  
Feel free to choose more than one option. 

Career resources (other than credentials)  

FMANZ credentials  

FMANZ publications  

Webinars  

Models & Samples  

Member discounts  

Networking with other FM professionals  

Events  

Other: ………………………….. 

 
36. Do you have any other remarks, suggestions or improvements to make about this survey?  
 
………………………………………………………………………………...................................................................... 
 
………………………………………………………………………………...................................................................... 
 
 
 
 
 

Thank you! 
 
Thank you very much for completing this survey! If you have any questions or comments, 
please contact Astrid Bruursema at +64 022 391 7493 or a.bruursema@st.hanze.nl. 
The results of this research will be presented at the FMANZ Summit in May 2016.  
 

mailto:a.bruursema@st.hanze.nl

