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What 0s t he Better Busil nes

*NZ6s most comprehensive annual
attitudes and behavior in the sustainability space

What does a sustainable future mean to Kiwis o what does it look like?

Do consumers care about environmental provenance when they choose
products and services?

Do they want to know more about it?

What are they doing now, or planning to do, to make a difference?

How have their perceptions changed over the last year?
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oSustainabi |l 1t
It matters how you
frame It If you want to
make it engaging for
consumers
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Start a conversation
about Osustainabi
and peopl eso focus|
goes straight to the /'
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environment and

recycling. o =
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Sustainability is about living within
eans, not exploiting the
environment or natural resources out
of greed. Keeping what we take from
the earth and give back to the earth

in balance for the sake of all species
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Sustainabllity Is inherently about future proofing
our environment/resources and long term thinking

Effective resource management
and planning, conserving our
natural resources
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Environmentally safe/friendly,
iy not impacting the environment

Renew, replenish, replant,
replace

hear
comes to mind?

y o u

resourcge b

Wh e n

Recyclable, reusable, durable
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economic success
and quality of life)
and consumers start
joining the dots and
considering a far
broader perspective .
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Pay more heed to those living in
pove'ty. The greater the gap between
the haves and the have nots, the more |
believe our lives will be affected by
crime. | believe we ignore those living
Natural in poverty at our own peril

m— environment wg

Offshore Financial
land/resources wellbeing

ownership ) . 1
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NZ's 'clean green' image must be
maintained/ developed even further.
Foreign investment in NZ must be
managed and controlled so that the

long -term (and very -long -term) benefits
remain in NZ %
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We need to invest in people, in

eduction. The more educated a
population become, the more likely
they are to become engaged in
sustainability discussions and actions




As a nation we have

sustainabilityAS
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preserving our sense -

of identity




