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Source: Sustainable Business Council Key Trends for 2025
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Q: How concerned are you about the following issues in New Zealand? (Top 3 box 8-10) 

Base: 506 NB. Each respondent was shown 20 out of 41 concerns at random
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Q: To what extent do you agree with the following statements?

Base: 1010
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Q: When you have the opportunity, how often do you personally …

Base: 374
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Q: Thinking about businesses and brands in general, how much 

do you agree or disagree with the following statements?

Base: 505
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Q: What is the strength of your feelings towards your commitment to ...

Base: 1010
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Q: What is the strength of your feelings towards your commitment to ...

Q: How would you best describe ...

Base: 1010
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Q: What is the strength of your feelings towards your commitment to ...

Base: 1010
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Q: What is the strength 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: 1010
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Q: What do you see as the biggest barriers to taking action to support …

Base: 1000
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Source: Kantar Sustainability Sector Index 2022
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Source: Kantar Better Futures 2.0 2023

Q: Thinking about CATEGORY which of the following will make the greatest difference to you making more sustainable or ethical choices. 

Please rank your top 3, where 1 would make the most difference. n = 2003
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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 ...

Q: Considering all the questions you have just answered, overall, how would you rate [BRAND] in terms of supporting the health of people and planet?

Base: 1010

*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 ...

Q: Considering all the questions you have just answered, overall, how would you rate [BRAND] in terms of supporting the health of people and planet?

Base: 493
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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 ...

Q: Considering all the questions you have just answered, overall, how would you rate [BRAND] in terms of supporting the health of people and planet?

Base: 97 

*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 ...

Q: Considering all the questions you have just answered, overall, how would you rate [BRAND] in terms of supporting the health of people and planet?

Base: 97 | 318

*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 ...

Q: Considering all the questions you have just answered, overall, how would you rate [BRAND] in terms of supporting the health of people and planet?

Base: 253
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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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