


Our Purpose

We are advocates for clean and clever
energy use. Enablers. We approach
our task with passion and enthusiasm.

We're talking to everyone
in New Zealand, across the
generations. It will take all
of us to make this work.

To be clean and clever, first we must change. This
is a journey of growth, to adopt new technologies,
to use our power as consumers, and to create the
system change necessary to sustain our future.

M

Mobilise New Zealanders to be
world leaders in clean and clever energy use.

We are a small, but nimble country.

We have a role on the global stage to show
what can be done - taking a leadership
position, so others will follow suit.

Clean energy is renewable,

low emissions energy.

It balances human wellbeing
with the needs of our ecosystem.

Anything that gives you more, while using
less energy, is clever. We advocate for smart,
adaptable, conscious, reliable ways to make
and use energy.

Energy is in everything. If making,
moving, using or throwing it away
produces energy-related greenhouse
gas emissions, then it’s in our lane.



Outcomes by
focused areas

Productive and low-
emissions business

q{é\) Efficient and low-
0—O0

emissions transport

Energy efficient homes

Our Desired Outcomes =

A sustainable energy system that supports the
prosperity and wellbeing of current and future
generations

Government leadership

Engage hearts and minds
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New Zealand’s
emissions and
energy profile

by sector

Nearly 41% of
NZ’s greenhouse
gas emissions
come from the
energy sector
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14.5% ||GHT VEHICLES

8.1%

6.5%

4.2%

2.7%

2.3%

1.3%

0.9%

MANUFACTURING INDUSTRIES
e.g. dairy, meat, textiles, products

& CONSTRUCTION
e.g. plumbing, electrical services

OTHER TRANSPORT
e.g. freight, buses, rail, domestic aviation

ELECTRICITY GENERATION
e.g. gas, coal, geothermal
sources for electricity production

AGRICULTURE, FORESTRY, FISHING
e.g. dairy/stock farming, horticulture, aquaculture, fishing

& COMMERCIAL
e.g. retail, hospitality, education, healthcare

FUGITIVE EMISSIONS
e.g. methane release from coal seams in mining,
flaring of waste gases in oil and gas production

OTHER ENERGY INDUSTRIES
e.g. petroleum refining, manufacture of coal and wood

HOUSEHOLDS

Over two thirds of the total energy used in
New Zealand comes from non-renewable
energy sources—particularly transport fuels.

LIGHT VEHICLES 157P)

99%

MANUFACTURING INDUSTRIES 205P)

52%

OTHER TRANSPORT 82P)

99.9%

AGRICULTURE, FORESTRY, FISHING 80P

HOUSEHOLDS 65P)

27%

Il Non-renewable Renewable
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Co-investing
We co-invest in energy-efficient technologies and
renewable sources of energy

EECA’s Three Levers E EC /\

positive systems change

Regulating Motivating people
We regulate proven We motivate people to
technologies and processes make clean and clever
energy choices




Motivating People

Inspire New Zealanders to live a
climate-positive lifestyle now,
by helping them understand
that living with less (energy,
emissions, harm) will actually
give them more.
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Energy efficiency

Emissions reduction




G E N Gen Less was
|_ S S launched a year ago.
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The need is not to convince
but to create an environment

where substantial change can
take place.

MOTIVATIONS1. How much do you agree or disagree that... JOURNEY: And finally, how would
you describe your actions on climate change? Base: Total sample n=999

GENLESS
WE DON’T NEED TO CONVINCE PEOPLE THERE’S A PROBLEM

v

83%

of households

80%

of businesses

58%

of households

think climate change will

believe in climate change . -
& impact their lifestyle

PEOPLE ACKNOWLEDGE THEY COULD DO MORE

v

52%

know they’re doing a bit,
but could be doing more
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Climate change conversations had been building consistently

Media stories and social media conversations happening on climate change related topics.

Steady growth in the
conversations people are
having, especiallyaround
Advocacy.
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B Advocacy B Awareness/Issue B evs B Home energyefficiency B solutions B warmerhomes

Source: EECA Cultural Overlay.

Cultural
Overlay



There is a disconnect
between the belief
that we should do
more for climate
change and how

people are actually ‘
behaving
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Barriers exist at a personal level but also at a systems level.

People don’t know what to do.

KEY BARRIERS

30%

believe reducing environmental
impact would impact on their
quality of life

46%

think they’re already doing
all they can to reduce their
environmental impact -

from their limited knowledge
of what to do

56%

Households

64%

Businesses

Don’t believe their
transport behaviour has
much impact on the
environment

62%

of businesses think taking
action would mean
increasing theircosts
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HOUSEHOLDS

88% wantcompanies to do more

76% want other people to do more

At more holistic
level — knowing T6% e e e
that there is e
collective action is
motivating

74(y want the government to reduce their
Y direct impact on the environment

BUSINESSES

think companies have a moral duty to

74% minimise their impact on the
environment
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Climate change Climate change
believers hesitant

New Zealanders sit

along a spectrum of can make 2 persona personal
° ° difference

beliefs towards climate

change and their
personal impact and AlTREEET] won't impact

Climate change

impact me
me

efforts

Doing all they Could do more
can to reduce to reduce
impact impact




There are five distinct segments that sit unevenly across the spectrum

THE
WILLING

{4

We’re all in on
board, but we
could do more

THE
BUSY

{4

| could do more,
but it’s hard to
change my life

THE SELF
INTERESTED

{4

| could do more
but I've got other
priorities

THE
COMPLACENT

(]

| guess we should
change, but | can’t
see it affecting
me

THE
UNCONVINCED

(]

I’m not sure |
really believe

99%

98%

BELIEVE CLIMATE CHANGE IS REAL

91%

87%

33%



In the business sector, there are four distinct segments, each
uniquely motivated.

0 ) =

BUSINESS EFFICIENCY EASE SOCIAL ENVIRONMENTAL
SEEKERS SEEKERS IMPACTERS REALISTS
%of NZbusinesses @ @
NUMBER OF
EMPLOYEES
0-9 72% 92% 80% 76%
10-19 18% 4% 11% 9%
20+ 10% 3% 9% 14%

*Based on triangulation of data from the survey, EECA, and Statistics New Zealand. FTE: How

many full time employees does the company have?
Base: Total sample n=415 Businesses; Business Efficiency Seekers n=135; Ease Seekers n=47; Social Impacters n=100; Environmental Realists n=133.
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Enter Gen Less






Its role is to help people
embrace climate action.

To become a platform
to connect with people
emotionally.





https://eeca.cohesion.net.nz/Sites/MC/_layouts/15/Lightbox.aspx?url=https%3A%2F%2Feeca.cohesion.net.nz%2FSites%2FMC%2FCorporateCampaignsandEvents%2F2019%2520Gen%2520Less%2520campaign%2520development%2FGen_Less_90_sec_AV.mp4

GENLESS

High recognition, particularly at launch

GEN LESS- RECOGNITION

50%
45%
40% 44%
35%
Target:31% at any
30% point incampaign
25%
° 26% 26% Recall = 26%for
20% businesses in
November2019
15%
10%
5%
0%

Oct-19 Nov-19 Dec-19

Target met

75

Campaigns

GEN LESS_RECALL. Had you seen any of this material, or something similar? Base: Total sample n=789 New Zealanders; n=515 Businesses.
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It got people on board, with the next
step being to build individual actions

45%

New Zealanders

GEN LESS — LIKEABILITY

GEN LESS — MESSAGE OUTTAKE

=

J‘é, 41%

Businesses

Together, New Zealanders can make a
difference to climate change

Using less energy is something | want to do

Using less energy is something | want to do

Climate change is our defining moment 27%
This campaign is relevant to me 26%
Thi hi hink
e ety about lmate change 23%
Other I 2%
None of these 17%

Together, New Zealanders can make a
difference to climate change

Climate change is our defining moment

This ad gave me something to think more

deeply about climate change

This campaign is relevant to me

A 4

We need to continue to

build relevance through
individual actions

GENLESS_LIKE. You answered earlier that you saw some of the images and/or the Gen Less campaign before today. How much do you like what you saw?
GENLESS_PROMPT: Which of these statements do you agree with after seeing the advertising? Base: Those who have seen any advertising n=311 New Zealanders; n=271 Businesses.

Made me think about how ourbusiness
could get involved

None of these

/5

Campaigns



Evidence of campaign performance is
seen in differences between those who
have seen the campaign and those who
haven’t

SEENGEN HAVEN'TSEEN
TOTAL LESS GEN LESS

Governments should discourage behaviours that are 39%
harmful to theenvironment
Governments should provide incentives to encourage 37%
behaviours that protect the environment
We need to consider all solutions to climatechange, even 27% @
if they mean changes to mylifestyle
| am prepared to change my own personalbehaviour 2%
in order to reduce climatechange
We'll have to change how we live because ofclimate

. — 29%
change, but they can be positivechanges

ZI,_
CLIMATE_BELIEFS How much do you agree or disagree that... Governments should discourage behaviours that are harmful to the environment. (Strongly Agree); Governments should provide incentives to encourage behaviours that protect the
environment. (Strongly Agree); We need to consider all solutions to climate change, even if they mean changes to my lifestyle. (Strongly Agree); | am prepared to change my own personal behaviour in order to reduce climate change. (Strongly cam a' ns
Agree); We'll have to change how we live because of climate change, but these changes can be positive. (Strongly Agree). Base: Total Sample - (n=789). p Ig



GENLZSS

It landed well.

It rode a wave of climate
momentum.

But we recognise that a lack of
continuous presence has
impacted awareness.
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Volatile times have led to
A lot has already been taken a
We’re feeling the pressure.
We need to focus on things close to home.
Our climate conversations have dropped away.
We are questioning what remains important to us.
We can do things fundamentally different.

We are seeking comfort and hope.



Source:

GENLZSS

SEGMENTS - % of New Zealand

Causing more to
focus on things
closer to home

: EECAC Consumer Monitor. Ba

se: n=824 New Zealanders (Apr-Jun 20)

Apr-Jun 19

B
2B

The Willing

<nd§

The Busy

&

The Self-
Interested

B

The Complacent

®

The Unconvinced

Jul-Sep 19

Oct-Dec 19

Jan-Mar 19 Apr-Jun 20




So we need to talk about climate differently.







1

We need to
help people
to apply ‘Gen
Less’ to their
lives.

2

We need to
make people
feel hopeful
and lessen
the weight.

3

We need to
make things
easy for
everyone.



GENLESS

Our job at hand is to make
climate action effortless.

It can’t be another burden

people have to carry. It needs to
feel like a weight being lifted
off. The time is now to help
people reprioritise.




There’s been a trend a couple of decades long for the
‘YES’. The most positive word , that encourages you to do
more, be more, consume more, and please more.

But saying yes to everything leaves you with nothing. You
become a slave to yes, a doormat that seeks to please
without following their own course or being their true
self. ‘YES’ does the opposite of what it proclaims to do—it
is ‘NO’ that truly gives you more.

For Gen Less, the power of no is to reject the pressure to
take more energy from the planet for things we don’t
even care about.



GENLESS

Not everyone will contribute
to reducing harmful
greenhouse gases in the same
way, but there are ways that
everyone can.

Our goal is to energise and
activate people to address
the issue of climate change in
their own life—especially
those who wouldn’t be doing
so otherwise—by embracing
the Power of No.






https://eeca.cohesion.net.nz/Sites/MC/_layouts/15/DocIdRedir.aspx?ID=MANDC-653819818-3671

GENLZSS

It’s not enough for us to
just encourage people to
say no to wasted

energy..we have to give
them examples how.







G EN L_ ESSI! Howlliveand move Howldobusiness  About  Stories end casestudies @4

 LIVE MORE WITH
LESS ENERGY

r

Welcome to Gen Less - the homs of inzpiring ideas to reduce snergy-related greenhousze gas

amissions.

¥ou’ll find loads of changes you can maks that are better for our climate, your wellbeing and

your pocket. Chooss whatever works best for you. When we all make small changes, big things

hapmen.

SAY NO TO WASTED ENERGY

Flip the usual way you think about climate change:
climate action dossn't need to be another burden to

carry - in fact, it can be liberating and positive.

THE POWER OF NO

We're empowering Kiwis to pet rid of the stuff on the bottom of
their to-dio izt Instead of wasting enarpy an things and ctuff we
don't really want or need, we can give cursehves, and the planet, &
Ereather.

WHERE WILL YOU START YOUR CLIMATE CHANGE
ACTION?



G:‘N Ll_t:“:: Howllbwandmers  Fowldobesirsas  ABouk  Seorlsasd conacedio O

SAY NO TO WASTED ENERGY

Fip tha vy yous Sminlesiscud climabe change.

LIVING RUMMING & BUSINESS

wreme DT S R L L L B a1 Zha = e LT ELEe GEs Da A e g e

e ] aa : - aren a & e e w aan ae

B Mmoo B AR e, P S e —

SAY NO TO WASTED ENERGY

ey, may e e e 1 s et AR =

SAY NO TO ENDLESS WORK FLIGHTS




SAY'_NO
TO ENDLESS

WORK FLIGHTS

Wl T0 WASTED
d ENERGY

GEN._
=SS




look after it.

David Attenborough

of households
Ensure your want businesses

el 3 | EVs are cheaper
charging set 1o do more I '

.

up is safe EECA Business Monitor May 2020
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GENLESS

What are we looking to achieve
in the next 12 months?

<

building our reputation as a
source of energy & climate
action inspiration

building the groundswell of
New Zealanders to take action

being present in market and in
channels where NZers are

building partnerships with key
stakeholders
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We need your help

Inspiring and motivating NZers
requires a lot of message
reinforcement. They need to see
others in action. In multiple ways and
with multiple reasons driving them.
We need to create groundswell.

Can you, as an individual or as an organisation,
contribute to our ‘say no to wasted energy’
message. What’s your ‘no’? What’s your ‘why’?

Are there key moments in your roadmap that

you think we should know about? Can we tell
your Gen Less progress story?

Be part of our community. Follow us, sign up to
our newsletters, share our stories, advocate for
change in your community.
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