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Segmentation was created from Q: To what extent do you agree with these statements? Base: 997

Change relative to previous year (Jan23 vs Jan24)
7



8



Significantly higher / lower than previous periodQ: When you have the opportunity, how often do you personally…? 

(Top 2 Box Aways and Mostly do this) Base: 433
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Q: How concerned or not are you about the following issues in New Zealand? (Top 3 box 8-10) Base: effective reach 513

NB. Each respondent was shown 20 out of 40 concerns at random
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Q: How concerned or not are you about the following issues in New Zealand? (Top 3 box 8-10) Base: effective reach 512

NB. Each respondent was shown 20 out of 40 concerns at random

Protection of children 

The cost of living 

Availability of 
affordable housing 

Microplastics in the environment 
and food sources 

Managing our waste 
including recycling

The cost of living

Protection of children

Violence in society

Availability of 
affordable housing

The level and treatment 
of mental health issues

Protection of children

The cost of living

Violence in society

The impact of Social Media

Not having access to good, 
affordable healthcare

The cost of living

Not having access to good, 
affordable healthcare

Protection of children

Crime levels

The state of the economy

Microplastics in the environment 
and food sources

Managing our waste 
including recycling

Protection and management of 
conservation land and water ways

Pollution of lakes, 
rivers, and seas

Overpackaging and 
non-recyclable packaging

Pollution of lakes, 
rivers, and seas

Extreme weather events 

Protection of native 
animals and plants 

The impact of climate change 

Managing our waste 
including recycling 

Pollution of lakes, 
rivers, and seas

Managing our waste 
including recycling 

Protection of native 
animals and plants 

Overpackaging and 
non-recyclable packaging 

The impact of climate change

Pollution of lakes, 
rivers, and seas

Microplastics in the 
environment and food sources 

Managing our waste 
including recycling 

Loss of biodiversity on land 
and in marine environments

Overpackaging and 
non-recyclable packaging 

Q: How concerned or not are you about the following issues in New Zealand? (Top 3 box 8-10)

NB. Each respondent was shown 20 out of 40 concerns at random
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Q: Can you tell us 3 big sustainability and social impact issues that you think something needs to be done about? 

Base: 997
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Q: How concerned or not are you about the following issues in New Zealand? (Top 3 box 8-10) Base: 543

NB. Each respondent was shown 20 out of 40 concerns at random 13



Q: Where would you place yourself on our scale in terms of how committed you are to living a sustainable lifestyle?  

(Top 3 box, ranked self 8-10) Base: 997

32%

37%

Dec'11 Dec'12 Dec'13 Dec'14 Dec'15 Dec'16 Dec'17 Dec'18 Dec'19 Dec'20 Dec'21 Jan'23 Jan'24
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Q: What is the intensity of your feelings towards your commitment to living a sustainable lifestyle?

Q: How would you best describe how sustainable your lifestyle actually is in practice?

Base: 997
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Q: What is the intensity of your feelings towards your commitment to living a sustainable lifestyle?

Q: How would you best describe how sustainable your lifestyle actually is in practice?

Base: EcoActives 387
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Responsibility vs. Actions Grid

Low action & low 

responsibility

Low action & high 

responsibility

High action & low 

responsibility

High action & high 

responsibility
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Q: Whose responsibility is it to help solve/tackle ...

Q: And who do you think is taking significant actions to help solve/tackle ...

Base: 997
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Q: Whose responsibility is it to help solve/tackle ...

Q: And who do you think is taking significant actions to help solve/tackle ...

Base: 997
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Q: How much do you agree that each of the following businesses are leaders in 

any area of sustainability?  Base: average reach 272

NB. Each respondent was shown 15 out of 55 brands at random
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Q: Please think about BRAND, what they sell, what they communicate and how they operate. Based on what you have 

seen, heard, or experienced, how much would you agree or disagree with the following ...
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Q: Please think about BRAND, what they sell, what they communicate and how they operate. Based on what you have seen, heard, or experienced, how much would you 

agree or disagree with the following ...
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Source: Marketing a Better Future Asia Pacific Dentsu x Kantar January 2023 27



Source: Understanding the opportunities in the NZ corporate sector for KPMG Impact October 2023 28



Q: Thinking about businesses and brands in general, how much do you agree or disagree with the following statements?

(Strongly agree and Somewhat agree) Base: 997
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Source: Kantar Sustainability Sector Index 2023 30



Source: Kantar Sustainability Sector Index 2023 31



Source: Kantar Sustainability Sector Index 2023

Q: Have you seen, or heard, false or misleading information about sustainable actions taken by brands in the [category] sector? 

(Yes, often or sometimes or rarely) Base: 140 per category
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Source: Kantar Sustainability Sector Index 2023

Q: Have you seen, or heard, false or misleading information about sustainable actions taken by brands in the [category] sector? 

(Yes, often or sometimes or rarely) Base: 140 per category
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Source: Authors based on CCLW and Sabin Centre data 34



Correlation 

0.9

Source: Kantar Sustainability Sector Index 2023 35
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Source: Kantar Omnijet, January 2024  

Base: 1000
xx% significantly higher / lower than total 39



Source: Kantar Omnijet, January 2024  

Base: 1000
xx% significantly higher / lower than total 40



Source: Kantar Omnijet January 2024 

Base: 1000
xx% significantly higher / lower than total 41
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