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48%51%

33%

10%

13%

33%

11%

Auckland

Wellington

Canterbury

Other North Island

Other South Island

20%

34%

31%

15%

18-29

30-49

50-69

70+

female male

Gender

Age

Region

Nationally representative Methodology 
Details

M A I N  S A M P L E

Fieldwork dates: 
12th – 23rd January 2026

Sample Size: 

1001
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Where are 
New Zealanders 
in 2026?

1.
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Title Top Globally, sustainability is competing for attention amid multiple crises

Source: Kantar Sustainability Sector Index 2026 

Bass: 13000 respondents, c. 40,000 verbatims. 

Wars and Conflicts

36%Ukraine in 4th year, Gaza, 
Sudan, Bondi Beach

Crime and safety 

20%Child abuse (Epstein), civil 
unrest, theft, robbery, Boko 

Haram attacks, GBV

Social concerns / justice 

17% Inequality, ICE, human rights, 
discrimination, homelessness

Politics

14% Threat on democracy, rise of far right, 
corruption, Trump, Putin

Health and wellbeing

14% Anxiety, healthcare, loneliness, chemicals, 
lifestyle related disease

Technology and medias 

3% AI misuse, cybersecurity, 
social media influence

2025
Big issues that 

need to be solved
(% verbatims)

Environmental concerns

29%Jamaica worst storm, floods 
in India, hurricanes

Economy

28%Tariffs, US stamps, cost of 
living, affordability, taxes
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Title Top These immediate crises have crowded out climate and environment in the media

Source: Media and Climate Change Observatory

GLOBAL NEWSPAPER COVERAGE MENTIONING CLIMATE CHANGE
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Q: How concerned are you about the following issues in New Zealand? (Top 3 box 8-10) 

Base: 471 NB. Each respondent was shown 20 out of 43 concerns at random

The key issues of concern to New Zealanders remain primarily related to community resilience, 
while extreme weather events have leapt back into public awareness

TOP 5 OVERALL CONCERNS TOP 5 ENVIRONMENTAL CONCERNS

68%

65%

63%

61%

57%

2025 
Ranking

1st 

3rd 

2nd 

5th 

9th 

56%

53%

52%

51%

50%

2025 
Ranking

1st 

3rd 

9th 

8th 

5th 
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Pollution of lakes, 
rivers, and seas

Microplastics in the 
environment and food sources

Extreme weather events 
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and in marine environments

The impact of
climate change

The cost of living
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Availability of
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Title Top Despite this social emphasis, we again see that the level of environmental commitment is notably 
stronger

Q: What is the strength of your feelings towards your commitment to ...

Q: How would you best describe ...

Base: 1001

ENVIRONMENTAL SUSTAINABILITY COMMITMENT SOCIAL SUSTAINABILITY COMMITMENT

Passionate 
about it

Quite 
interested 

in it

Can take it or 
leave it

Fairly 
uninterested in 

it

Not at all 
interested 

in it

I do everything 
I can

I do a lot of 
things, but there 
are some things I 
could improve on

I do a few things, 
but there is a lot 
more I could do

I do very little, 
only when easily 

available

I don't do 
anything by 

choice

20% 

45%

34%

Passionate 
about it

Quite 
interested 

in it

Can take it or 
leave it

Fairly 
uninterested in 

it

Not at all 
interested 

in it

I do everything 
I can

I do a lot of 
things, but there 
are some things I 
could improve on

I do a few things, 
but there is a lot 
more I could do

I do very little, 
only when easily 

available

I don't do 
anything by 

choice

45% 

41%

13%
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72%

37%

27%

22%

74%

38%

25%

23%

70%

40%

28%

25%

Q: When you have the opportunity, how often do you personally …

Base: 374 NB. Each respondent was shown 10 out of 27 actions at random

Note: Definitions of the groupings were changed compared to 2025

2024 2025 2026

And those environmental behaviours are proving to be 
very steady…

Waste Management 

Circularity

Diet

Transport
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Title Top Most importantly, despite the 
decreasing share of media, 
sustainability is still commercially 
relevant – as it still drives both 
adoption and rejection

Source: Kantar Sustainability Sector Index 2026 

Base: 13000 respondents, Category buyers. 

ADOPTION

74%
Versus 72% last year 

REJECTION

53%
Versus 52% last year 
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How are New Zealand 
businesses turning up?

2.
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Title Top It’s clear that New Zealanders expectations 
of business actions remain as clear as always

Q: Thinking about businesses and brands in general, how much 

do you agree or disagree with the following statements?

Base: 500

Businesses should take responsibility 
for their environmental / social impact

85% 89% 87%

2024 2025 2026
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Title Top Taking visible 
consumer action is 
imperative

Because silence isn’t 
neutral - it’s 
interpreted… 
as you’re doing 
nothing or hiding

Source: 2025 Edelman Trust Barometer Special 

Report: Brand Trust, From We to Me. 

If a brand does not mention 
what it is doing to address 
societal issues; 

53%
I will assume the brand 
is doing nothing, or 
hiding something 
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69%

60%

52%

71%

67%

46%

I don't think businesses are doing enough to 
reduce their environmental / social impact

The way businesses talk about their                                        
social and environmental 

commitments is confusing

The way businesses talk about their social and 
environmental commitments is dishonest

2026 2025

In New Zealand, when businesses speak up, it’s not trusted or 
understood which means that they are not seen as doing 
enough

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

Base: 500
© Kantar 2026 | 14
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Title Top Alongside government, 
businesses and 
brands are the biggest 
underperformers 
against expectations.

And crucially, this has 
not shifted since 2024  

International organizations like the UN

Government

Businesses and brands

General 
Public

The media

RESPONSIBILITY

A
C

TI
O

N
S

CLIMATE CHANGE AND ENVIRONMENTAL ISSUES IN NEW ZEALAND 

28% 
gap

32% 
gap

20%
gap

18%
gap

16%
gap

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

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

Base: 1001
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RESPONSIBILITY

A
C

TI
O

N
S

COMMUNITY AND SOCIAL CHALLENGES INCLUDING INEQUALITY, 
DISCRIMINATION AND RESILIENCE IN NEW ZEALAND

And businesses 
lack of delivery on social 
challenges is equally 
telling – and is again 
showing no change 

International organisations like the UN

Government

Businesses and 
brands

General 
Public

The media

32% 
gap

20% 
gap

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

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

Base: 1001
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We measured indepth the perceptions of a range of major New Zealand businesses and 
brands

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 ...
© Kantar 2026 | 17
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Minimises the social harm of its products / services High

Minimises the environmental harm of its products / services High

Is transparent on their sustainability performance Med

Aligns with me and my values Med

Responsibly manages what they buy and who they buy it from Low

Treat their employees fairly & with respect Low

Represents people similar to me or my community Low

Actively speaks up on issues relating to the environment and/or society Low

Gives back and supports where it matters Low

Communicates the good things that they do No impact

IMPACT ON SUPPORTING THE HEALTH OF PEOPLE AND PLANET
As in 2025, actions are 
more impactful than talk, 
particularly harm 
minimisation

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 ...

Q: Considering all the questions you have just answered, to what extent do you agree or disagree that 

[BRAND] supports the health of people and the planet?

Base: 1001   *NCI = No current impact
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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 ...

Direct and transparent action represents the key opportunities to improve perceptions of 
major brands in New Zealand

P
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S

IMPACT UPON THE HEALTH OF PEOPLE AND PLANET

Communicates the good things that they do

Gives back and supports where it matters

Represents people similar to me or my community

Aligns with me 
and my values

Minimises the environmental harm 
of its products / services

Is transparent on their 
sustainability performance

Treat their employees fairly & 
with respect

Responsibly manages what they 
buy and who they buy it from

Minimises the social harm 
of its products / services

Actively speaks up on 
issues relating to the 
environment and/or 

society
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Title Top Many of New Zealand’s largest businesses are struggling, with even the strongest performers 
recognised as such by only 60% of New Zealanders

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 ...

% AGREE THAT BUSINESSES ARE PERFORMING

Best

Average

Worst

39%

16%

42%

16%

37%

12%

48%

16%

52%

16%

60%

21%

44%

13%

56%

20%

40%

13%

66%

18%

27% 29%27% 28%

38%

29%

37%

27%

45%

23%

Communicates 
the good things 

that they do

Gives back and 
supports where it 

matters

Actively speaks up 
on issues relating 

to the 
environment 

and/or society

Represents 
people similar 
to me or my 
community

Treat their 
employees fairly 
& with respect

Responsibly 
manages what 

they buy and who 
they buy it from

Aligns with me 
and my values

Is transparent on 
their sustainability 

performance

Minimises the 
environmental 

harm of its 
products / 

services

Minimises the 
social harm of its 

products / 
services

© Kantar 2026 | 20



How does 
sustainability vary 
across generations?

3.



We will be looking through the lens of five generations

Gen Z

18-29 years old

Millennials

30-45 years old

Gen X 

46-61 years old

Boomers

62-80 years old

Post war

81-98 years old

© Kantar 2026 | 22
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Title Top There is a clear relationship between generation and level of environmental and 
social commitment 

Q: Using the scale below, how would you describe your level of interest in each of the following?

Q: And how much would you say you personally do to support each of the following?

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45

Gen Z

Millennials

Gen X

Baby BoomersPost War

EN
V

IR
O

N
M

EN
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M
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T

SOCIAL COMMITMENT
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Gen Z Millennials Gen X Baby Boomers Post War

66%

Lack of jobs with a 
sufficient living wage

72%
The cost of living

76%
The cost of living

74%

Protection of children 
from mental, physical and 
sexual abuse 81%

Drugs / alcohol addiction 
in society

60%

Drugs / alcohol addiction 
in society

62%

Protection of children 
from mental, physical and 
sexual abuse 65%

Protection of children 
from mental, physical and 
sexual abuse 71%

The impact of 
Social Media

78%

Not having access 
to good, affordable 
healthcare

60%

Availability of affordable 
housing

60%

Not having access 
to good, affordable 
healthcare 64%

Violence in society

71%

Not having access 
to good, affordable 
healthcare 77%

Protection of children 
from mental, physical 
and sexual abuse

59%
The cost of living

57%
Violence in society

64%

Not having access 
to good, affordable 
healthcare 68%

Caring for the 
ageing population

76%
Political extremism

57%

The state of 
the economy

57%

The state of 
the economy

62%

Caring for the 
ageing population

66%
Violence in society

76%
Violence in society

There are some notable patterns by generation regarding social issues

Q: How concerned are you about the following issues in New Zealand? (Top 3 box 8-10) 

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45. NB. Each respondent was shown 20 out of 43 concerns at random
© Kantar 2026 | 24



Q: How concerned are you about the following issues in New Zealand? (Top 3 box 8-10) 

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45. NB. Each respondent was shown 20 out of 43 concerns at random

Gen Z Millennials Gen X Baby Boomers Post War

51%
The impact of 
climate change 53%

Extreme weather events 
(flooding, fires, drought) 58%

Microplastics in the 
environment and food 
sources 63%

Pollution of lakes, 
rivers, and seas 80%

Pollution of lakes, rivers, 
and seas

51%

Microplastics in the 
environment and food 
sources 52%

Pollution of lakes, 
rivers, and seas 57%

Pollution of lakes, rivers, 
and seas 61%

Managing our waste 
including recycling 77%

Microplastics in the 
environment and food 
sources

50%

Loss of biodiversity on 
land and in marine 
environments 48%

Loss of biodiversity on land 
and in marine environments 54%

Extreme weather events 
(flooding, fires, drought) 61%

Microplastics in the 
environment and food 
sources 66%

Extreme weather events 
(flooding, fires, drought)

48%
Extreme weather events 
(flooding, fires, drought) 47%

The impact of 
climate change 52%

Loss of biodiversity on 
land and in marine 
environments 58%

Protection and 
management of 
conservation land and 
water ways

66%
Protection of native 
animals and plants

44%

Protection and 
management of 
conservation land 
and water ways

42%

Overconsumption 
(e.g. food, 
clothes, etc.) 49%

Protection and 
management of 
conservation land 
and water ways

54%
The level of renewable 
energy production 59%

The impact of 
climate change

44%

Overconsumption 
(e.g. food, 
clothes, etc.)

© Kantar 2026 | 25

Meanwhile there is far more consistency across generations regarding environmental concerns 
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Title Top Our emotional commitment to all types of sustainability increases as New Zealanders age

Q: Using the scale below, how would you describe your level of interest in each of the following?

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45

Supporting social challenges including 
community resilience, inequality and 

overcoming discrimination

Making environmentally responsible choices 
such as reducing waste, saving energy and 

using resources wisely

% OF NEW ZEALANDERS PASSIONATE / INTERESTED

Gen Z Millennials Gen X
Baby 

Boomers
Post War

59% 66% 76% 85% 89%

51% 48% 55% 62% 67%
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Title Top While social action is more consistent across generations, taking environmental action does 
increase with age

Q: And how much would you say you personally do to support each of the following?

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45

Supporting social challenges including 
community resilience, inequality and 

overcoming discrimination

Making environmentally responsible choices 
such as reducing waste, saving energy and 

using resources wisely

% OF NEW ZEALANDERS TAKING ACTION

Gen Z Millennials Gen X
Baby 

Boomers
Post War

35% 39% 50%
68% 64%

28% 20% 25% 30% 27%
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Title Top However, younger generations are the most likely to increase their actions on social issues, while 
this is less the case regarding environmental issues

Q: In the next 12 months, do you expect to do more, less, or about the same in each of the following?

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45

Supporting social challenges including 
community resilience, inequality and 

overcoming discrimination

Making environmentally responsible choices 
such as reducing waste, saving energy and 

using resources wisely

% OF NEW ZEALANDERS EXPECTING TO DO MORE IN THE NEXT 12 MONTHS

Gen Z Millennials Gen X
Baby 

Boomers
Post War

27% 25% 21% 20% 15%

4% 5%
3% 6%

2%

31% 30%
24% 26%

18%

A lot more

A bit more

37% 36% 39% 37%
45%

4% 5%
7% 11%

7%41% 41%
46% 48% 51%
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Title Top By combining our feelings and our behaviours, younger generations are notably LESS committed to 
environmental sustainability

Q: Using the scale below, how would you describe your level of interest in each of the following?

Q: And how much would you say you personally do to support each of the following?

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45

ENVIRONMENTAL SUSTAINABILITY COMMITMENT

Gen X  

49%

Gen Z 

28%
Millennials

33%

Boomer 

63%
Post War 

62%

45% 

41%

13%
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Title Top …and this is also true regarding commitment to social issues although the difference is far less

Q: Using the scale below, how would you describe your level of interest in each of the following?

Q: And how much would you say you personally do to support each of the following?

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45

SOCIAL SUSTAINABILITY COMMITMENT

Gen X  

21%

Gen Z 

17%
Millennials

14%

Boomer 

25%
Post War 

25%

20% 

45%

34%
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Gen Z is the generation for whom environmental and social commitment levels are equivalent; 
elsewhere, social commitment is notably lower

Q: Using the scale below, how would you describe your level of interest in each of the following?

Q: And how much would you say you personally do to support each of the following?

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45

Social

Gen Z Millennial Gen X Boomer Post War

Enviro

Social Social Social Social

Enviro
Enviro

Enviro Enviro
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Gen Z is less likely than 
older generations to mention 
environmental or social 
sustainability in hotel reviews.

Environmental initiatives tend to 
generate more positive 
sentiment and higher ratings.

Whereas social and cultural 
sustainability issues elicit 
more critical responses.

Source: The Gen Z attitude–behavior gap in sustainability-framed 

eWOM: A generational cohort theory perspective. 

D’Acunto, D., Filieri, R., & Okumus, F. (2025)

A study analysing 495,000
online reviews also 
displayed a lower 
commitment level
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Minimises the 
social harm of its 

products / services

Minimises the 
environmental harm of its 

products / services

Aligns with me 
and my values

Responsibly manages 
what they buy and who 

they buy it from

The singular focus on harm reduction is less a feature of what drives 
Gen Z’s perception of New Zealand businesses

Gen Z Millennials Gen X Boomers Post War

© Kantar 2026 | 33High Med Low NCI



We see this same pattern repeated in the proportion of Conscious Consumers
in each generation 

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45

Gen Z Millennial Gen X Boomer Post War

42% 41% 50% 61% 64%

PROPORTION OF CONSCIOUS CONSUMERS

Significantly higher / lower than total at 95% confidence © Kantar 2026 | 34



Furthermore, we see that younger generations place importance on fewer issues 

Q: How concerned are you about the following issues in New Zealand? (Top 3 box 8-10) 

Base: Gen Z 185; Millennials 285; Gen X 260; Baby Boomers 226; Post-War 45. NB. Each 

respondent was shown 20 out of 43 concerns at random

Gen Z Millennial Gen X Boomer Post War

10.4 9.9 11.3 12.1 13.0

AVERAGE NUMBER OF ISSUES OF CONCERN

Significantly higher / lower than total at 95% confidence © Kantar 2026 | 35



4.78cm

0 cm

6.35 cm

15.93cm 15.93 cm

Content Bottom

Content Top

Left Margin Right Margin

Middle 

0cm 

0.26cm 0.26cm

8.33cm

Title Top General beliefs about 
businesses do not vary 
notably by generation

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

Base: Gen Z 90; Millennials 132; Gen X 141; Baby Boomers 103

Gen Z Millennial Gen X Boomer

The way businesses talk about 
their social and environmental 

commitments is confusing 64% 56% 57% 64%

I don’t think businesses are 
doing enough to reduce their 

environmental / social impact 69% 69% 72% 68%

The way businesses talk about 
their social and environmental 

commitments is dishonest 52% 59% 53% 43%

I worry businesses are involved 
in social / environmental issues 

just for commercial reasons 64% 69% 75% 74%
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Title Top There are some defining and unique 
features of Gen Z

They are the only generation for whom climate 
change is the #1 environmental issue, and they 
share with Millennials a serious concern regarding 
overconsumption

Gen Z is the most likely to feel personally 
impacted by issues relating to diversity, 
equality and inclusion (55%)

Gen Z is the generation for whom environmental and 
social commitment levels are equivalent (elsewhere, 
social commitment is notably lower)
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Living wage jobs 

Drugs / alcohol addiction in society 
(also a concern for the Post War generation)

Housing affordability 

The cost of living 
(also a concern for Millennials and Gen X)

State of the Economy 
(also a concern for Millennials)

Gen Z’s primary concerns 
are clear and largely 
distinct
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The singular focus on harm 
reduction is less a feature 
of what drives Gen Z’s perception 
of New Zealand businesses

Instead, they look for 
transparency and values 
alignment before they look for 
harm minimisation

It’s less about harm 
reduction and more 
about alignment 
and trust
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Title Top Many of the behaviours that define Gen Z may be a function of life stage rather than 
enduring values

Buy free range / organic 
/ non-intensively 
farmed products

Gen Z 
are more 
likely to…

Use public 
transport, bike or 
walk rather than a 
car 

Use reusable containers 
when eating out (e.g. 
bring a keep-cup, use own 
food containers for 
takeaways, etc.)

Car-pool for work or 
regular journeys 

Participate in local 
environmental or 
social initiatives (e.g. 
community clean-ups, tree 
planting, or neighbourhood 
programs, etc.)

Lifestage – it drops 
significantly with 
declining disposable 
income

Lifestage - this drops 
among Millennials, 
especially households 
with kids

Lifestage & generational 
- this behaviour drops 
among all except 
financially  comfortable

Lifestage – it halves 
among Millennials - 
driven largely by the 
presence of kids

Generational – this 
drops regardless of 
Income or the presence 
of kids

G
EN

 Z
 

Is this 
generational 
or lifestage?
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Overall, however, younger 
generations are notably LESS 
committed to environmental 
sustainability

…and this is also true 
regarding commitment 
to social issues 
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However, Gen Z and Millennials are the 
most likely to increase their actions on 
social issues

We see lower commitment 
to action within Gen Z 
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Title Top Gen Z’s worldview is shaped by constant instability and overwhelming visibility

Together, these forces create intense pressure to succeed 
and a pervasive sense of emotional overwhelm

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 ...

Media and technology expose Gen Z 
to the world’s extremes 

The pathways that once promised 
stability no longer hold

Crises are constant 
and visible
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Title Top Gen Z do actually care about sustainability, but distrust in the system can leave them feeling like 
they have little impact

They care, but feel their 
individual impact is 

limited

They feel that the 
burden has been 
unfairly placed 
on individuals

Financial pressure makes 
sustainable choices 

harder

Corporate sustainability 
claims rarely feel credible
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Low trust in corporations and 
other institutions shapes how 

they behave
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Title Top To matter to Gen Z, corporates must 
offer real transparency and emotional 
relief, and that goes beyond 
sustainability messaging

Key issue: 
Gen Z don’t trust 
sustainability messaging. 
They’re emotionally 
stretched and sceptical of 
corporate motives. 
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Solution: 

At a minimum deliver informative 
transparency 

Then build emotional assurance by 
proving their values through visible, 
meaningful behaviour. 

Trust is rebuilt through what 
you do, not what you describe.
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Sustainability has retained its power to drive 

purchase behaviour, even as becomes one of 

many competing conversations 

It is however a more mature and complex arena – 

so choose wisely your areas of impact to own. 

These must make sense for your brand, your 

category, and your customers

And execute authentically as the level of disbelief 

that New Zealand businesses are doing enough to 

reduce environmental and social harm remains 

overwhelming

In summary…
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Find the courage to display 

what you are doing 

Actions are more impactful than talk, 

particularly harm minimisation

Understand your target market or 

audience’s key generational issues, 

priorities and perception drivers 

In summary…
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Looking specifically at Gen Z, these represent both your current and 

future market and, executionally, your biggest challenge - so design 

for them appropriately

Some clear guidelines for authentically connecting with Gen Z

ꟷ Strive for honesty rather than perfection – Gen Z don’t expect 
brands to be flawless 

ꟷ Visible, meaningful actions – give something up or take a risk 
for the greater good

ꟷ Acknowledge systemic realities – not implying individuals / consumers alone can fix 
them

ꟷ Emotion-first communication – that delivers some form of emotional assurance

ꟷ Consistency across behaviour, and communications – proving 
sincerity over time

ꟷ Information transparency – explaining what you’re doing, why, 
the trade-offs involved

In summary…

Need to update
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BETTER 
FUTURES

2026
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For any of the 20 businesses we investigated in Better Futures, individual deep-dive reports 
detailing your performance and providing recommendations to drive your business and brand’s 
Environmental and Social sustainability can be prepared. 

This report will include an understanding of your business’ performance 
on the features that matter:

ꟷ The key issues driving perceptions of your sustainability credentials

ꟷ The key issues driving sustainability perceptions in your category (global)

ꟷ How New Zealand consumers perceive your business on those drivers

ꟷ Analysis by statement and consumer group

Your performance will be presented relative to the average of 20 New Zealand brands. 

Better Futures Brand Reports
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