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HOW NEW ZEALANDERS DECIDE WHAT TO BUY
New Zealanders’ purchasing decisions are influenced most by price and quality.
However, 11 per cent of purchasing decisions are influenced primarily by consumers’ perceptions of goods’ and services’ environmental, human and social impacts.

ShapeNZ survey respondents were asked to choose one only of six possible responses on what influences how they decide to buy.

In forming an opinion about the environmental, social or ethical aspects of a brand, personal experience of a product or service has the most influence (42%).
Brand advertising influences only 8%, while independent expert reviews (18%) and other information provided by the brand about environmental and ethical matters drives 13%.

Some 82% answer “no” when asked  if they can think of one brand  in particular that stands out for being better, from an environmental, social or ethical perspective.

Some 87% cannot think of a brand that stands out for being worse from an environmental, social or ethical perspective.
The research indicates that business’ performance among a significant 11% of the market is influenced by sustainability issues (environmental, price and human impacts) other than price and quality. 

This survey of 3535 respondents was conducted between February 26 and March 25, 2008, by ShapeNZ, using its national online research panel, weighted to reflect a representative population sample compared with the 2006 census.

Results are weighted by age, gender, personal income, employment status, and party vote 2005. The maximum margin of error at a 95% confidence level is +/- 1.6%.
Survey period: 2.15pm 26 February – 3pm March 25, 2008.

This research is the property of the New Zealand Business Council for Sustainable Development and may be published with the Business Council’s prior permission and appropriate accreditation.
Purchasing and the environment

The next few questions relate to how you purchase goods and services, and how you decide what to buy

	Price is the most significant factor in your purchasing decisions
	
	50%

	Quality is the most significant factor in your purchasing decisions
	
	30%

	Ethical (human impact) attributes are the most significant factor in your purchasing decisions
	
	3%

	Environmental (impacts on the natural world and resources) attributes are the most significant factor in your purchasing decisions
	
	8%

	Social impacts are the most significant factor in my purchasing decisions
	
	1%

	Don't know
	
	3%

	Other factors are more significant (please specify)
	
	4%


Thinking about the brands you buy, can you think of one in particular that stands out for being better, from an environmental, social or ethical perspective?

	No
	
	82%

	Yes  
	
	18%


And can you think of one brand in particular that stands out for being worse, from an environmental, social or ethical perspective?

	No
	
	87%

	Yes
	
	13%


In forming an opinion about the environmental, social or ethical aspects of a brand, which of the following has the greatest influence on you?

	Brand advertising
	
	8%

	Other information provided by the brand about environmental and ethical matters
	
	13%

	Independent expert reviews
	
	18%

	Journalists
	
	1%

	Friends
	
	5%

	My own experience of the brand's product or service
	
	42%

	N/A I don't really think about this type of thing
	
	9%

	Don't know
	
	3%


The Business Council runs the national online survey panel, ShapeNZ, to allow public input on major issues. The panel is built from purchased lists and weighted results are representative of the population as a whole, compared with the 2006 census. ShapeNZ members register and provide demographic and previous party vote information to ensure results can be accurately weighted. Registration is also available at www.shapenz.org.nz.
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