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INTRODUCTION

Scope
Key drivers affecting consumers in New Zealand in 2022
How developments today shape tomorrow’s consumer
Key findings

POPULATION

Today 2022: Population witnesses slow growth
Today: I mmigration boosts population growth, as birth rate stalls
Today: Social media brand engagement in New Zealand shows decline
Tomorrow 2040: Gen Z to emerge as the largest generation cohort
Tomorrow : The influence of the youngest Generation Alpha increases
Tomorrow : Auckland forecast to remain the most populous city
Areas of opportunity
Nymbl Science collaborates with ACC to provide balance training

HOUSEHOLDS

Today 2022: Couples with children remains the most common household type
Today: New Zealanders tend to choose larger dwellings
Today: Energy efficiency is a top priority for home features
Tomorrow 2040: Single person households to emerge as the largest household type
Tomorrow: Women over the age of 60 uniquely remain the most common household heads
Tomorrow: Empowering the Maori community through digital innovation
Areas of opportunity
New Zealand’s government launches “Find Money in Weird Places” to slash energy bills

INCOME AND EXPENDITURE

Today 2022: Growing income and stronger spending in higher income bands
A third of New Zealanders worry about finances amid inflation surge
Today: New Zealanders are managing their budgets smartly
Tomorrow 2040: Social class E to remain prevalent by 2040
Tomorrow 2040: Middle class will continue to expand
Tomorrow 2040: Napier-Hastings poised for rapid disposable income growth
Areas of opportunity
Case study: ABB Group partners with Wellington Water

LIFESTYLES

Key findings consumer survey
Baby Boomers are the most concerned about their financial future
New Zealanders are concerned about their finances
Increasing number of consumers from New Zealand value work-life balance
Budgeteer trend shapes N ew Z ealand’s shopping habits
More than a half of New Zealanders are worried about climate change
Bspkl reinvents the catalyst coated membrane manufacturing method
Areas of opportunity

CONCLUSION

Key findings

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
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spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/new-zealand-consumer-profile/report.


