
 
In New Zealand, there is a wide range of opportunities for government and businesses to 
engagement in our communities.  
 

Nearly 2.4-million New Zealanders think more highly of government and companies that 
support charities or worthy causes. They are part of a growing global trend that is seeing 
both voters and consumers taking an increasing interest in how their governing bodies and 
companies are behaving socially, environmentally and culturally.  
 

These voters and consumers inform us about an attractive and challenging marketing 
proposition as they are bound together by a common behaviour; they have a strong 
preference to actively support political parties and businesses that are making a positive 
difference in our society. 
 

As such, we see them increasingly supporting charities and worthy causes as being part of 
government and business responsibilities.  
 

Key findings* are: 
 

 67% of the population (2.4-million people) agrees they think more highly of 
companies that support charities and other worthy causes; 

 

 54% of the population (1.93m people) agrees they feel more loyal to a company 
that aligns itself with a charity or worthy cause; 

 

  50% of the population (1.8m people) agrees that when buying a product or service 
from a particular company, it is very important to them that the company shows a 
high level of social and/or environmental responsibility; 

 

  36% of the population (1.29m people) agrees that large companies don’t really care 
about the long term social and environmental impact of their actions; 

 

  51% of the population (1.83m people) agree they would like companies to tell them 
more about how they are making a positive difference to society or the 
environment so they can support them; 

 

   53% of the population (1.9m people) agrees that buying products from a company 
that supports a charity or worthy cause helps them to feel they are making a 
difference to society or the environment; 

 

   33% of the population (1.2m people) agrees they would like companies to support 
charities or worthy causes because they personally don’t have the time or 
resources to do it. 

_______________________ 
 

*  Based on all people 10-years and over and sourced from 
      Nielsen Media  Research Panorama Jan-Dec 2007 
      Nick Jones & Associates Ltd. 
 

  Resource adapted from The Social Role of Business 
 “Business Guide: Engaging in Corporate Social Responsibility” 
 Sustainable Business Council, 2010 


