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#AlonPoint: Eco-Consciousness in
Australian and New Zealand Con-
sumers

Project Details

Topic

How do a diverse set of Australian and New Zealand consumers differ in their attitudes and be-
haviours towards being eco conscious? How does legislation play a role in how eco conscious
they are? How do companies / businesses support employees with recycling efforts? What
role does lifestyle play in shaping opinions on the environment? What solutions or strategies
appeal to different groups across the two regions?

Audience Specifications

The persona groups consist of diverse individuals across Australia and New Zealand, including
native people, immigrants, and those from minority groups. These individuals display varied
behaviors and attitudes towards sustainability, influenced by factors such as legislation, cor-
porate practices, and personal lifestyle choices, with some advocating for stronger regulations
and transparency, while others seek affordable eco-friendly solutions or engage in communi-
ty-driven initiatives.

Questions from Knowledge Lake

1. How do your personal experiences and values influence your approach to eco-conscious
living, and how do you see this differing between urban and rural settings?

2. What role do you believe government legislation should play in encouraging eco-conscious
behaviors, and how does this influence your own actions?

3. In what ways do you think companies can improve transparency and accountability in their
sustainability claims to better align with consumer expectations?

4. How do you perceive the impact of corporate sustainability initiatives on employee engage-
ment and environmental responsibility within your workplace or community?

5. What challenges do you face in accessing reliable information about sustainable practices,
and how do you overcome these obstacles?

6. How does your lifestyle, including your location and daily habits, shape your opinions and
actions regarding environmental sustainability?



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

. What specific strategies or solutions do you find most effective in promoting eco-conscious

behaviors among different demographic groups in Australia and New Zealand?

. How do you balance the desire to make eco-friendly choices with financial constraints, and

what solutions would help you achieve this balance?

. How do you differentiate between genuinely sustainable brands and those that engage in

greenwashing, and what criteria do you use to make these distinctions?

What role do you believe peer influence and community support play in shaping your
eco-conscious decisions, and how does this vary across different regions?

In your opinion, are there differences in how eco-conscious people are in Australia com-
pared to New Zealand? If so, what factors contribute to these differences?

What lifestyle changes have you made (or would you be willing to make) in order to reduce
your environmental impact?

How do you think the media and social influencers impact your views on the environment
and sustainability?

Where do you typically get your information about environmental issues and sustainability
(e.g., news outlets, social media, friends/family, government reports)? How reliable do you
find these sources?

How do the environmental choices of those you live with (e.g., family, roommates, partners)
influence your own behaviors and attitudes towards sustainability?

How do you think different generations (e.g., Gen Z, Millennials, Gen X, Baby Boomers)
perceive sustainability and environmental responsibility? Are there notable differences in
their attitudes or behaviors?

How well are various industries (e.g., FMCG, food, technology, etc) doing in their efforts to
become more sustainable? Which industries do you think are leading or lagging behind in
this area?

How emotionally connected do you feel to sustainability efforts, such as reducing waste
or supporting eco-friendly products? Do these efforts make you feel proud, frustrated, or
motivated to take more action?

How do you measure the impact of your personal environmental efforts, such as reducing
waste or conserving energy? Do you feel that your actions are making a tangible difference,
and if so, how do you track that progress?

When making purchasing decisions, how do you weigh the price and convenience of an
item against its environmental impact? Are you willing to pay more or go out of your way
for a more sustainable option, or do cost and convenience take priority for you?



FO Market Trends

Eco-Conscious Consumers in Australia and New Zealand: Attitudes, Behaviors, and
Solutions

This report analyzes the diverse attitudes and behaviors of Australian and New Zealand consumers
towards eco-consciousness, examining the influence of legislation, business practices, lifestyle choices,
and effective solutions.

Demographics and Attitudes

» Australia: While 38% of Australians consider sustainability in purchases (1), only 10% confidently claim
a sustainable lifestyle (1). This gap highlights a disparity between awareness and action. Gen Z and
Millennials lead in eco-friendly clothing, while Boomers lag (1). Distrust in corporate sustainability
practices due to greenwashing is a significant barrier (1).

e New Zealand: Data specific to New Zealand consumer attitudes wasn't available in the provided
sources.

¢ General: Globally, eco-conscious consumers are on average 46 years old, with a slight skew towards
older generations (2). Women are more likely to be eco-conscious than men (2). Higher education and
income levels correlate with increased eco-consciousness (2).

Legislation's Role in Shaping Eco-Consciousness

¢ Australia: The Australian Consumer Law (ACL) prohibits misleading environmental claims, enforced
by the ACCC with significant penalties (3). This encourages businesses to adopt genuine sustainable
practices and provide transparent information to consumers.

¢ New Zealand: While specific legislation wasn't detailed, the government actively promotes sustainability
through programs like Eco Choice Aotearoa, driving consumer awareness and encouraging businesses
to adopt sustainable practices (7).

Business Support for Employee Recycling

¢ No information was available on specific company recycling programs in Australia or New Zealand.
However, the emphasis on reducing waste and promoting circular economy principles suggests busi-
nesses are likely implementing initiatives to support employee recycling efforts.

Lifestyle's Impact on Environmental Opinions

¢ Urban vs. Rural: While data wasn't available for this specific comparison, coastal cities tend to have a
higher concentration of eco-conscious consumers (2), potentially due to greater exposure to environ-
mental issues and access to sustainable resources.

e Travel & Tourism: Australians are increasingly engaging in domestic tourism, with a growing preference
for sustainable and regenerative travel options (12). This suggests a link between lifestyle choices and
environmental considerations.

Effective Solutions and Strategies
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Transparency and Trust: Addressing consumer distrust through transparent and verifiable sustainability
claims is crucial. Certifications like Eco Choice Aotearoa in New Zealand and the global trend of paying
a premium for sustainably produced goods (5) highlight the importance of credible eco-labeling.
Community Engagement: Community-based initiatives effectively raise awareness and promote sus-
tainable behaviors. Examples in New Zealand include Love Food Hate Waste NZ and Sustainable
Coastlines (7).

Government Incentives: Australia's support for SAF production and New Zealand's exploration of
co-investment models for a domestic SAF industry demonstrate the impact of government incentives
in driving sustainable practices (13).

Focus on Renewable Energy: New Zealand's success in renewable energy adoption (84% of electricity)
(15) positions it as a leader in the region and highlights the potential for Australia to accelerate its
transition to renewable sources.

Addressing Plastic Consumption: While plastic consumption is projected to rise in Australia (8),
initiatives like transitioning to clear plastic bottles and using recycled PET (rPET) are positive steps
towards a circular economy.

Conclusion

Australia and New Zealand demonstrate a complex relationship between consumer attitudes, business
practices, and government initiatives in shaping eco-conscious behaviors. While challenges remain,
particularly in bridging the gap between awareness and action, the growing focus on transparency,
community engagement, and innovative solutions offers a promising path towards a more sustainable
future.

This includes reputably sourced, broader, macro-level indicators of trends and other factors that are likely to have an
influence on your chosen topic. This can include shifts in consumer preferences, economic conditions, behavioral trends,
regional preferences, and more. These are all elements that surround your topic that we believe are important for your
Virtual Audience to have context of to convey a broader understanding of the market.
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https://www.statista.com/
https://www.mediaculture.com/
https://www.accc.gov.au/
https://worldpopulationreview.com/
https://www.pwc.com/
https://www.energyresources.org.nz/
https://www.linkedin.com/
https://www.mordorintelligence.com/
https://www.ifco.com/
https://climatepositions.com/
https://www.tourismnewzealand.com/
https://www.torrens.edu.au/
https://www.greenairnews.com/
https://www.transdev.com/
https://www.climatecouncil.org.au/
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@ Market Insights

Eco-Conscious Attitudes and Behaviors in Australia and New Zealand: A Comparative
Market Analysis

This report examines the diverse attitudes and behaviors towards eco-consciousness among consumers
in Australia and New Zealand. It analyzes the role of legislation, business practices, lifestyle factors, and
potential solutions to engage different consumer segments.

Current State Analysis

Environmental Awareness and Concerns

Both countries exhibit a strong awareness of environmental issues. Australians and New Zealanders
are highly concerned about waste, with over 75% engaging in recycling and reuse (23). Climate change
concerns are also significant, driving behavioral changes in both nations (23). However, New Zealanders
demonstrate a greater willingness to support ambitious emissions targets (12).

Drivers of Eco-Conscious Behavior

e Environmental Attitudes: Strong environmental values are a significant predictor of sustainable con-
sumption, including green buying, local buying, and environmental savings (5).

e Perceived Financial Ability: Consumers with higher disposable income are more likely to engage in green
buying and local buying (5).

* Social Influence: Social media plays a crucial role in promoting eco-conscious living by raising aware-
ness, showcasing sustainable businesses, and encouraging eco-friendly practices (19).

Barriers to Sustainable Living

¢ Cost and Affordability: Eco-friendly products and services are often perceived as more expensive,
presenting a barrier for some consumer segments (5).

¢ Lack of Accessible Solutions: Limited access to convenient and affordable sustainable options, partic-
ularly in areas like transportation and composting, hinders wider adoption (23).

¢ Habit and Inertia: Shifting ingrained consumption habits and overcoming inertia to embrace new,
sustainable practices can be challenging (20).

Role of Legislation and Government Initiatives

e Australia: While historically less proactive, the Australian government is taking steps towards a more
technology-driven approach to sustainability, focusing on industry decarbonization (24).

¢ New Zealand: The country boasts a more established and comprehensive approach with the Emissions
Trading Scheme (ETS) as a central tool. New Zealand also emphasizes a multi-sector approach,
including efforts to reduce agricultural emissions (24).

Consumer Perceptions of Government Action:
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e Australia: Consumers perceive a lack of government-led sustainability initiatives compared to New
Zealand (5).

e New Zealand: Consumers are more likely to believe the government should play a significant role in
addressing environmental issues (12).

Business Practices and Sustainability

Supporting Employee Recycling Efforts

While specific data is limited, Australian businesses are increasingly implementing sustainability initia-
tives, including waste reduction and recycling programs (7).

Success Stories of Eco-conscious Businesses:

¢ Numerous Australian businesses are embracing sustainability, focusing on waste reduction, circularity,
carbon footprint reduction, ethical sourcing, and social impact (7).

¢ Examples include Returnr (reusable packaging), The Sustainable Salons (salon waste reduction), and
Who Gives A Crap (toilet paper with a social mission) (7).

Lifestyle and its Influence

e Urban vs. Rural: Urban consumers may have greater access to sustainable options and face different
lifestyle constraints compared to their rural counterparts.

e Connection to Nature: Early childhood education plays a crucial role in fostering a connection to nature,
which can influence pro-environmental behaviors later in life (21).

Solutions and Strategies for Different Consumer Groups

Appealing to Eco-Conscious Consumers:

¢ Transparency and Authenticity: Brands must be transparent about their sustainability practices and
avoid greenwashing to build trust (4).

¢ Product Differentiation: Offering premium, eco-friendly products that meet consumer demand for
quality and sustainability can command higher prices (17).

e Engaging Storytelling: Using social media to tell compelling stories about sustainability initiatives and
their positive impact can resonate with consumers (19).

Engaging Less Engaged Consumers:

¢ Convenience and Affordability: Making sustainable options more accessible, convenient, and affordable
is crucial for wider adoption (20).

¢ |ncentives and Rewards: Government incentives, loyalty programs, and rewards for sustainable choices
can encourage behavior change.

¢ Education and Awareness Campaigns: Addressing knowledge gaps and promoting the benefits of
sustainable living can motivate action (12).
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Conclusion

Australia and New Zealand possess a strong foundation for advancing eco-consciousness. By leveraging
existing environmental awareness, addressing consumer barriers, and implementing targeted strategies,
businesses and policymakers can foster a more sustainable future in both countries.

This includes reputably sourced insights that are specific to the market related to your topic. These meso-level insights can
include (but are not limited to) a market overview, consumer preferences, demographic patterns, and more. This becomes
the context for your Virtual Audiences project related directly to your topic.

https://www.allied.com/
https://en.wikipedia.org/
https://www.simpsongrierson.com/
https://www.mdpi.com/
https://www.sciencedirect.com/
https://www.statista.com/
https://www.our-trace.com/
https://catapult.co.nz/

9. https://sentientmedia.org/

10. https://australian.museum/

11. https://www.bain.com/

12. https://environment.govt.nz/

13. https://www.motu.nz/

14. https://www.aaee.org.au/

15. https://link.springer.com/

16. https://www.edu.gov.mb.ca/

17. https://www.bcg.com/

18. https://www.climatechange.environment.nsw.gov.au/
19. https://www.green-socials.com/
20. https://www.tandfonline.com/

21. https://www.hekupu.ac.nz/

22. https://pmc.ncbi.nim.nih.gov/

23. https://www.ipsos.com/

24. https://www.russellmcveagh.com/
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& Personas

Persona Summary

The persona groups consist of diverse individuals across Australia and New Zealand, including
native people, immigrants, and those from minority groups. These individuals display varied be-
haviors and attitudes towards sustainability, influenced by factors such as legislation, corporate
practices, and personal lifestyle choices, with some advocating for stronger regulations and
transparency, while others seek affordable eco-friendly solutions or engage in community-driven

initiatives.
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Zoe 'Gen Z Advocate'

Age range
Gender

Location

Personality traits

Pain points

Behaviours

Goals

e Zoe, a young woman from Perth, Australia, is a passionate advocate for sustainable fashion, driven by

18-24
Female
Perth, Australia

Open-minded and socially con-
scious.

High cost of eco-friendly fashion
and lack of transparency in supply
chains.

Chooses sustainable fashion and
engages in social media advoca-

cy.
Seeks greater transparency and

affordability in eco-friendly con-
sumer goods.

her commitment to environmental consciousness despite facing challenges such as high costs and

lack of transparency in supply chains.

e She actively uses her social media platforms to educate and influence others, promoting eco-friendly

choices and pushing for greater transparency and affordability in the market.

s Zoe's goals include influencing legislation for stronger environmental protection laws and making sus-
tainable fashion accessible to everyone, reflecting her open-minded and socially conscious personality.
e Zoe differentiates between genuinely sustainable brands and greenwashing through prioritizing trans-

parency and authenticity in supply chains and sustainability practices.
¢ She balances the desire to make eco-friendly choices with financial constraints, striving to promote

affordability and transparency in the eco-friendly market.

e Zoe actively engages in community activism, attending eco-focused events and advocating for sus-
tainable changes, emphasizing the importance of peer influence and community support in shaping

eco-conscious decisions.
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Mia 'Urban Activist'

Age range 25-34
Gender Female
Location Sydney, Australia

Open-minded and conscientious,
Personality traits with a keen interest in sustainable
living.

High cost of eco-friendly prod-
Pain points ucts and skepticism towards cor-
porate greenwashing.

Actively participates in local sus-
Behaviours tainability initiatives and prefers
eco-conscious brands.

Advocates for stronger environ-
Goals mental regulations and trans-
parency in corporate practices.

* Mia, a passionate environmental advocate from Sydney, Australia, actively engages in local sustain-
ability initiatives and prefers eco-conscious brands, striving to educate and mobilize her community
towards sustainable practices.

¢ Despite facing challenges such as the high cost of eco-friendly products and the prevalence of corporate
greenwashing, Mia advocates for stronger environmental regulations that enforce corporate account-
ability and transparency.

* Her urban lifestyle, enriched by frequent coastal activities, enhances her environmental consciousness
and drives her to incorporate diverse perspectives into environmental discussions.

¢ Mia holds a postgraduate degree in Environmental Science and has a high income level, supporting
legislation that enhances consumer awareness on eco-labels to combat greenwashing.

» Critical of corporate sustainability claims unless backed by transparent practices, Mia aims for systemic
change that makes sustainable living accessible and prioritized across diverse communities.

e Open-minded and conscientious, Mia's keen interest in sustainable living fuels her activism and com-
mitment to fostering a culture of eco-consciousness.
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Liam 'Skeptical Professional'

40-49

Male

Melbourne, Australia
Skeptical and pragmatic.

Distrust in corporate sustainabili-
ty and lack of convenient options
for sustainable commuting.

Minimal engagement, but opts for
public transport over driving.

Seeks transparency in corporate
sustainability efforts and govern-
ment incentives for green com-
muting.

¢ Liam, a male in his 40s living in Melbourne, Australia, is deeply skeptical of corporate sustainability
claims due to frequent experiences with greenwashing and a lack of transparency.

e He prioritizes practical, eco-friendly commuting options, such as public transport, to reduce his carbon
footprint, but is frustrated by the insufficient infrastructure and government incentives supporting
sustainable commuting.

¢ Driven by a desire for genuine change, Liam seeks trustworthy information to make informed decisions
and advocates for stronger legislation to hold companies accountable for misleading environmental
claims.

¢ His urban professional lifestyle limits his engagement in community initiatives, leading him to focus on
individual eco-conscious actions that align with his values.

e Liam values straightforward information on sustainability and believes in the necessity of stricter laws
against misleading environmental claims to foster authentic eco-conscious efforts.

¢ Despite facing challenges with corporate greenwashing and a lack of convenient sustainable options,
he remains committed to balancing his professional life with genuine eco-friendly behaviors.



Ethan 'Coastal Minimalist'

Age range 35-44
Gender Male
Location Auckland, New Zealand

Practical and skeptical towards

Personality traits . )
unsustainable practices.

Limited access to affordable sus-

Pain points . L .
. tainable living solutions.
Prefers minimalistic lifestyle
Behaviours choices, focusing on reducing
waste.
Desires affordable eco-friendly
Goals

housing and energy solutions.

e Ethan, a male aged 35-44 residing in Auckland, New Zealand, is deeply committed to sustainability and
minimalism, facing challenges in accessing affordable eco-friendly housing and energy solutions due
to societal and legislative barriers.

® His practical and skeptical nature drives him to actively reduce waste through recycling and composting,
participate in community activities like beach clean-ups, and advocate for legislative changes to
enhance sustainability access.

e Ethan aspires to live in an affordable, sustainable home powered by eco-friendly energy, and he
values transparency and authenticity in sustainability practices, often relying on credible eco-labels and
community initiatives to guide his eco-conscious decisions.

* Prefers minimalistic lifestyle choices, focusing on reducing waste, and occasionally volunteers for
beach clean-ups.

e Appreciates companies that offer employees recycling programs and is moderately aware of environ-
mental legislation.

e Immigrant from the UK, values New Zealand's emphasis on nature preservation, and coastal living
influences his preference for environmental conservation.
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Aria 'Sustainable Innovator'

28-37
Female
Wellington, New Zealand

Innovative and open to new expe-
riences.

Challenges in finding innovative,
sustainable business solutions.

Develops eco-friendly products
and solutions in the tech industry.

Wants to create a sustainable
tech business model.

* Aria, a female professional in the tech industry, is deeply committed to developing eco-friendly products
and solutions in Wellington, New Zealand.

e She faces challenges in balancing innovation with environmental sustainability, navigating complex
regulations, and finding like-minded companies to support sustainable tech initiatives.

e Aria's immigrant background enriches her perspective, allowing her to integrate diverse viewpoints into
her work and set a benchmark for eco-friendly practices in the tech industry.

e She actively participates in tech forums focused on sustainability and values companies that fund
sustainable tech start-ups.

* Aria advocates for tech industry regulations that support sustainability innovations and aspires to
create a sustainable tech business model.

¢ Her high income level and bachelor's degree in Engineering contribute to her strategic and innovative
mindset in driving meaningful environmental change through tech solutions.



Aroha 'Cultural Guardian'

45-54
Female
Rotorua, New Zealand

Culturally rooted and conscien-
tious.

Distrust in corporate greenwash-
ing and lack of local support for
indigenous environmental prac-
tices.

Advocates for the integration of
indigenous practices in sustain-
ability efforts.

Aims to preserve cultural heritage
through environmental conserva-
tion.

¢ Aroha, awoman in her late forties from Rotorua, New Zealand, is deeply committed to integrating Maori
environmental practices into mainstream sustainability efforts.

e She is frustrated by corporate greenwashing and the undervaluation of indigenous knowledge, which
she believes are crucial for genuine environmental conservation.

¢ Aroha actively engages in community projects, mentors others, and advocates for legislative measures
that recognize and incorporate traditional wisdom.

e Her lifestyle is heavily influenced by Maori values that emphasize harmony with nature, driving her to
bridge the gap between indigenous practices and modern environmental science.

¢ Aroha's advocacy for the integration of indigenous practices in sustainability efforts reflects her
deep-rooted cultural heritage and commitment to preserving Maori traditions.

¢ She holds a diploma in Environmental Studies and champions legislative measures that acknowledge
indigenous contributions to sustainability.



Noah '‘Community Builder'

Age range 50-59
Gender Male
Location Christchurch, New Zealand

Community-oriented and consci-

Personality traits .
entious.

Cost of sustainable building ma-
Pain points terials and lack of community ini-
tiative support.

Leads local eco-friendly building

Behaviours .
projects and workshops.
Promotes sustainable construc-
Goals tion practices in local communi-

ties.

¢ Noah, a male in his 50s from Christchurch, New Zealand, is a passionate advocate for sustainable
construction practices, facing challenges such as the high cost of eco-friendly materials and limited
community support.

¢ He leads local eco-friendly building projects and workshops, emphasizing collaborative community
initiatives due to his Maori and European descent.

* Noah's lifestyle revolves around community engagement and sustainable development, with a medium
income level and a diploma in Construction.

e He actively encourages construction companies to adopt green building standards and supports
legislation for sustainable building practices.

* Noah's ultimate goal is to build a legacy of eco-conscious living, inspiring collective action towards
sustainability across both urban and rural areas in New Zealand.

e His personality traits include being community-oriented, conscientious, optimistic, and resilient in the
face of challenges.
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Sophie 'Eco Educator’

Age range 30-39

Gender Female

Location Brisbane, Australia
Personality traits Conscientious and nurturing.

Lack of education on sustain-

Pain points able practices for younger gener-
ations.
Integrates sustainability educa-
Behaviours 9 y

tion into her teaching curriculum.

Aims to raise awareness among
Goals children about environmental is-
sues.

¢ Sophie, an eco-conscious educator in Brisbane, Australia, is deeply committed to fostering environ-
mental consciousness among younger generations through her teaching curriculum and extracurricular
activities.

¢ She faces challenges such as insufficient educational resources and the distractions of modern tech-
nology but remains optimistic about the role of education in shaping a sustainable future.

e Sophie actively collaborates with local businesses and environmental groups to promote environmental
awareness and advocates for systemic educational changes to prioritize comprehensive sustainability
education.

¢ Her nurturing and conscientious nature drives her to influence policymakers and integrate sustainability
into the fabric of education, aiming to nurture a responsible and eco-friendly mindset in her students.

¢ Sophie differentiates genuinely sustainable brands from greenwashing practices, prioritizing trans-
parency and authenticity in sustainability efforts, and seeks partnerships with brands that align with
her environmental stewardship goals.

e |egislation plays a crucial role in Sophie's eco-conscious efforts as she stays informed about govern-
ment policies and supports educational reforms that incorporate sustainability, aiming to bridge the
gap between urban and rural areas in promoting sustainability.
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About Yabble Al

This Virtual Audiences project was brought to you by Yabble.

From revolutionary Virtual Audiences that give you insights in minutes, to a suite of Al tools that
allow you to securely analyze your data 1000x faster than a human - Yabble is the leading Al

solution for every stage of research. Built with a combination of custom algorithms, 50,000+ hours
of training and world-class Large Language Models — Yabble is trusted by leading brands globally.

Yabble's Virtual Audiences gives you the ability to create quality insights without the need for
traditional sample. Yabble sets the context and trends from your chosen topic, creates the virtual
audience, and goes about ‘talking’ with this audience to generate insights relevant to your project.
You can customize the segments and the questions asked, and once the project has completed,
you can talk directly with your virtual audience to ask follow-up questions. You can even securely
add your own proprietary data to build on the research data and market segments you have already
created.

While the audiences are not physical people, they have been created specifically in the context of
real human behaviors and factual sources. They have been built to replicate the insights that a
traditional panel would provide, and you can access the sources that influenced these insights at
the completion of your project.

Yabble, founded in 2017, is a cutting-edge technology company that is revolutionizing the world
of insights. A first-of-its-kind insights ecosystem built on game-changing Al products, we help
brands enrich their customer understanding and generate transformative knowledge that drives
growth and innovation.

Comprised of experts from six different countries, our team has a relentless focus on building
world-leading products using state-of-the-art artificial intelligence technology. That means con-
sistently ensuring we're developing our business using the best of the best, including our own
proprietary algorithms and the world's best LLMs.

Page 17 /17



