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INTRODUCTION

Scope
Key findings
Key drivers affecting consumers in New Zealand in 2023
How developments today shape the consumers of tomorrow

POPULATION AND SOCIETY

Today 2023: Millennials dominate New Zealand’s population with a youthful median age
Population is ageing while growth is driven by migration
Rising obesity, insufficient physical exercise and health risks highlight lifestyle challenges
Tomorrow 2040: Generation Z set to dominate as New Zealand’s population ages
Population growth and Generation Z expansion drive demand and infrastructure needs
Population growth in major New Zealand cities signals continuing urbanisation
Opportunities for growth (1)
Case study: Domino’s leads with Te Reo Maori menu to champion inclusivity

HOUSEHOLDS AND HOMES

Today 2023: Single person households on the rise as average household size decreases
Traditional family households dominate amid growth in single person homes
Rising house prices drive demand for larger, amenity-rich homes
Tomorrow 2040: Increased income diversity and broadband access
Older, female-led households expected to dominate by 2040
Already high digital connectivity and device adoption set to reach near-universal levels
Opportunities for growth (2)
Case study: Kainga Ora’s multi-generational housing solution

INCOME AND EXPENDITURE

Today 2023: Slow growth, high inflation and rising cost of living posing challenges
Rising inflation impacts consumer spending across essential categories
Millennials most likely and Gen Z least likely to increase spending across all categories
Tomorrow 2040: Limited middle class expansion and urban wealth concentration
Rising incomes among older adults drive luxury and wellness demand
Rising consumer expenditure driven by housing and education needs
Opportunities for growth (3)
Case study: Pak'nSave’s affordable meal planning platform

LIFESTYLES

Key findings of the consumer survey
Older generations seek value for money while younger generations prioritise quality
Financial pressures drive New Zealanders towards bargain hunting and private label
Environmental concerns drive eco-conscious, more so for older generations
Generation Z leads in savings while a fifth of population relies on government support
Work-life balance a priority for all generations, while youth leads in salary expectations
Opportunities for growth (4)
Case study: Countdown’s “Unwrapped” plastic-free produce trial

CONCLUSION

Key takeaways

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.


