
 

 

 

 

ВИ May ДВДД 

 

Kia ora   

Thank you for your email of ДК March ДВДД requesting information about the Gen Less ‘Right 

Side of History’ campaigns monitoring and metrics, costs and benefits. Answers to your 

specific questions are detailed below.:   

 All Right Side of History campaign monitoring and metrics, in particular, those 

that focused on New Zealanders’ engagement and comprehension of matters raised, 

and whether the campaign prompted people to act  

Attached in Appendix One is the Right Side of History Campaign’s Impact Measurement 

Framework, which outlines the core metrics for assessing the campaign’s impact and value for 

money.   

The first ‘delivery’ column relates specifically to the campaign’s delivery and reach, while the 

second ‘comprehension’ column assesses whether people are recalling the campaign, including 

the takeaway messages and actions New Zealanders are taking as a result of seeing it. These 

actions include whether the campaign prompted further discussion about Gen Less and/or 

climate change, or whether the respondent took an action to reduce their climate impact.  

EECA monitors the performance of Gen Less, including its performance against the campaigns 

impact measurement framework, through ongoing market research. This data is collected 

through EECA’s two research monitors: 

Г. The consumer monitor, which samples ЙЗВ New Zealanders each quarter. The 

latest insights from this monitor can be found on the EECA website: 

https://www.eeca.govt.nz/assets/EECA-Resources/Research-papers-guides/eeca-

consumer-monitor-research QГ-ДГДД.pdf  

Д. The business monitor, which surveys a representative selection of New Zealand 

businesses, sampling between ЗВВ and ИВВ business decision-makers every six 

months. The latest insights from this monitor can be found here: 

https://www.eeca.govt.nz/assets/EECA-Resources/Research-papers-guides/EECA-

Business-Monitor-Nov-ДВДГ.pdf  

 What potential actions was it thought the Right Side of History campaign would 

cause people to take, and  

The overall aim of the ‘Right side of History’ campaign is to challenge New Zealanders to raise 

themselves out of complacency when it comes to climate change. As such, the campaign is not 



only measuring whether the campaign prompted individuals to take steps to reduce their 

climate impact, but also whether it has had an impact on New Zealander’s attitudes and 

opinions towards climate change. In particular, our monitoring focuses on whether the 

campaign is encouraging New Zealander’s to believe that their actions can make a difference in 

reducing energy-related emissions, as this increases likelihood of action. As detailed in the 

Impact Measurement Framework, EECA is measuring campaign effectiveness through: 

 Campaign recall – have people seen it? 

 Message outtakes – is it conveying the relevant message? 

 Likeability  

 Specific actions taken as a result  

 New Zealander’s willingness to participate in change 

 New Zealander’s level of comfort with institution-led change.  

 

 Reports on the costs and benefits of the Right Side of History Campaign. 

I have attached two documents relevant to this request: 

Г. An EECA briefing which outlines the rationale for the Gen Less ‘Right side of 

History’ and previous Gen Less campaigns, is attached in Appendix Two (with the 

associated attachments in Appendix Three, Four and Five) 

Д. The Interim Campaign results from December ДВДГ, which assessed the 

campaign’s performance in its first two months in the market, providing an initial 

indication of its costs and benefits. This is attached in Appendix Six. 

The ‘Right Side of History’ campaign is running until October ДВДД. EECA will undertake a 

comprehensive evaluation of Gen Less since its inception in ДВГЛ to assess the campaign 

performance in its entirety. This will include in-depth insights into the costs and benefits of the 

campaign, including the overall impact it has had on encouraging energy-related emissions 

reduction behaviours. EECA will report on these findings by the end of the ДВДД.  

You have the right, by way of complaint to the Ombudsman, to seek an investigation and 

review of my response to your information request. You can do this by email to 

info@ombudsman.parliament.nz or by writing to the Office of the Ombudsman, PO Box ГВГЗД, 

Wellington ИГЖЕ. 

 

Yours sincerely 

 

 

 

Andrew Caseley 

Chief Executive 

Energy Efficiency and Conservation Authority (EECA)



 

Appendix One: Gen Less Е.В ‘Right side of History’ Impact Measurement Framework





Appendix Two: Briefing – Gen Less Intervention Logic and Impact Monitoring 
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Appendix Three: Gen Less Intervention Logic and Impact Monitoring – Intervention Logic 





Appendix Four: Gen Less Intervention Logic and Impact Monitoring – Г.В Results 
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The recent spike in advocacy has centred around Greta 
Thunberg

EECA 5

There has been significant amount of discussion, with reactions mixed.
Cultural Overlay

Source: EECA Cultural Overlay Engine

'Be a good girl, shut up' - Top Gear's Jeremy Clarkson 
unleashes on Greta Thunberg

(likes:11141 comments:2518 shares:1354)

Mike Hosking: Hyperbole and hot air - Greta Thunberg will grow 
into a Jacinda Ardern

(likes:2504 comments:1328 shares:171)

Opinion: Why white, middle-aged men are so angry with Greta 
Thunberg

(likes:1225 comments:492 shares:99)

Teenage climate change activist Greta Thunberg had one 
question for the global leaders assembled at the United 

Nations: "How dare you?"
(likes:7591 comments:1319 shares:791)

September 2019

“We need more of her, not quiet folk with their 
heads in the sand or even worse, those who 
see the train coming yet still say it doesn’t 
exist. More power to her!”

“This girl is amazing!! Her first original speech 
made me rethink about the way we live and how it 
impacts our planet. Our family has made small 
changes to reduce our impacts on the 
environment after listening to Gretas intelligent 
words.”

”Sorry I can not take her seriously shes been 
brainwashed and is a puppet for a part of 
society that just stamp there feet and blame 
everyone.”
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And in general people feel that they are taking more 
sustainable actions

EECA 7

This in turn can build into more actions. Reinforcing collectively what 
everyone is doing, and that norms are changing will be important.

Q2’ FY20 VS Q4’ FY19

Reducing the amount of electricity used in home 72% +3%

Reducing waste 70% +3%

Using electricity or wood for heating instead of gas 66% +0%

Consider energy efficiency when buying whiteware / appliances 65% -0%

Choosing energy efficient lights 65% +2%

Choosing energy efficient appliances 64% +1%

Using sustainable materials when building / renovating 44% +6%

Driving less (in a petrol / diesel powered car) 34% +10%

Reducing air travel 33% +5%

Buying products with a low carbon footprint 32% +5%

Considered carbon footprint when buying products 27% +5%

Reducing intake of meat and other animal products 26% +4%

Using EVs / Hybrid Vehicles instead of petrol / diesel vehicles 20% +7%

Actions taken regularly
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Gen Less – What is it?

EECA 10

Gen Less is the public facing expression of EECA’s 
ethos – the idea that using less harmful energy will 
enable us to get more out of life.

It’s how we express the idea of less is more to New 
Zealanders, and how we’ll inspire them to reduce their 
harmful energy related greenhouse gas emissions.

The Gen Less campaign launched on 21 September 
during the opening of the Rugby World Cup, and has 
been released across a number of different platforms.

The campaign has initially targeted the 
hearts and minds of everyday New 

Zealanders.

It will continue to evolve with messaging 
specific to EVs, home energy and 

businesses.

The campaign has moved into the ‘what’ 
phase with LED’s.
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While the campaign has cut through, we can build stronger 
connection and associations with the Gen Less ‘brand’

EECA 18

12%
Recognise the name

(9% of businesses)

4%
Recognise the logo

(3% of businesses)

25%
Have seen others 
use similar logos
(24% of businesses)

It is important that in addition 
to the primary goal of each of 
our comms, that they also 
serve to build long term brand 
equity.

This will give us a head-start in 
future communications if 
people already like the brand 
and know what it stands for.

This way each time people see 
the brand in the future it will 
get them thinking in the way 
we want them to, rather than 
the impact being limited to 
seeing a full advertisement.
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Interestingly, those who have seen the campaign are also 
more likely to be bothered by the removal of incandescents.

EECA 28

This is largely a function of who we have been reaching 
with the campaign.

Total Seen Gen Less 
Bulbs

Haven’t seen Gen 
Less Bulbs

Dependent on incandescents 16% 25% 14%

GENLESS_BULBS_RECALL. Before today, has you seen any of this material, or something similar? (n=484).

Gen Less Bulb recognisers over-index 
on being younger, from Auckland, and 

non-NZ European. 

These demographic groups are the 
same ones more that have shown 

concern around the removal of 
incandescent lightbulbs.
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There is an appetite for emissions reduction information, 
however few know where to find it

EECA 31

78%
are interested in information 

about how to lower the 
carbon emissions of the 

business

22%
actively seek it out

27%
know where to find 

this information

16%
have done so in the 

last 3 months

INFO_ABILITY: How much do you agree/disagree that you know where to access information about how to reduce your business's carbon emissions?
INFO_INTEREST: What best describes your level of interest in finding informa ion or advice that can help you lower your business's carbon emissions?
INFO_SEEK: In he past 3 months, have you looked for information or advice that can help you lower your business's carbon emissions?
Base: Total Sample n=515. Source: EECA Business Monitor 
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Gen Less is effectively riding a wave of cultural momentum

EECA 34

New Zealanders have reacted well to the campaign.

They also see themselves to be taking more actions 
related to reducing their emissions.

Business decision makers also are onboard with the 
message, although this hasn’t yet filtered through to 
their day to day operations.

So what will be the key 
principles to remember in 
guiding our actions over 

the coming months?







Appendix Five: Gen Less Intervention Logic and Impact Monitoring – Д.В Results 
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We see the impacts of COVID are still felt, but they’re fading and  
are much less pronounced among consumers compared to business

IMPACT OF C19 ON NEW ZEALAND CONSUMERS

C19_CURRENT - And in which of these ways is the COVID-19 situation impacting your business currently? (Some impact / Significant impact / Huge impact) Base: Total Sample -  (n=623).
C19_CURRENT - And in which of these ways is the COVID-19 situation impacting you currently (Some impact / Significant impact / Huge impact)  Base: Total Sample – (n=762)

IMPACT OF C19 ON NEW ZEALAND BUSINESSES

68%

68%

68%

67%

64%

61%

61%

60%

58%

51%

45%

43%

42%

42%

29%

Although concerns are diminishing, still well over half of New Zealanders  
feel the impact of COVID-19 on their financial situation.

My financial situation

Mental health

The way in which I work

Job security

Physical health 

The amount I drive  

My children’s education

Our focus on reducing cost

Our focus on overall  
business performance

Mental health of our staff

The way in which we work

Our focus on retaining customers

Physical health of our staff

Forcing us to think more locally

Job security for our staff

% point difference  
vs. Jan-Mar 21

-1%

-1%

-2%

-3%

-1%

-3%

-4%

% point difference  
vs. Nov 2020

-6%

-4%

+3%

-6%

-9%

+2%

=

-3%
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Younger people, men and those identifying as Asian  
show strong conversion down the EV funnel

EV CONVERSION FUNNEL – APR-JUN 21

EV_FAMILIARITY How would you rate your familiarity with Electric Vehicles? / EV_FAVOUR How favourable or unfavourable is your overall opinion or impression of Electric Vehicles? /   
EV_CONSr Thinking about your next vehicle purchase, how likely are you to consider the following vehicles? / Q160c. What type of cars or other passenger vehicles (excluding motor bikes) do you currently own within your household?   
Base: 3MR n= 83 - 527

64%

52%

42%

Familiar (T3B)

Favourable (T2B)

Consideration (T2B)

Currently using 4%

AGE GENDER ETHNICITY

18-39 40+ Male Female NZ European Māori/
Pasifika Asian

67% 63% 76% 54% 62% 61% 83%

58% 48% 59% 45% 52% 52% 59%

51% 37% 50% 35% 39% 47% 59%

5% 3% 4% 3% 3% 2% 5%

Statistically significant difference to average
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After cheaper running costs, environmental benefits 
are strongly perceived

EV BENEFITS

Q178. What is it about electric vehicles that would make you likely to consider them the next time you buy a vehicle?
Base: n=710

SIGNIFICANTLY HIGHER FOR SIGNIFICANTLY LOWER FOR

Gender Age Region Income Ethnicity Gender Age Region Income Ethnicity

They're cheaper to run
Auckland (55%) > $140k (63%) Non-Akl. (48%) < $60k (46%)

They’re cheaper to maintain
Males (38%) Auckland (43%) Females (32%) Non-Akl. (31%) < $60k (46%)

The produce less air pollution
Wellington 
(61%)

They save fuel resources
Wellington 
(53%)

> $140k (55%) NZ Euro. (47%)

They produce fewer greenhouse 
emissions

NZ Euro. (42%)

They use renewable energy
Males (41%) Wellington 

(52%)
Females (35%)

They can be charged at home
Males (52%) Females (44%)

They can be charged independent of 
petrol companies

Age 40+ (34%) NZ Euro. (31%) Age 18-39 
(22%)

< $60k (25%)

They are quiet when driving
Male (35%) Asian (38%) Female (27%)

They use an innovative technology
Males (27%) Age 18-39 

(29%)
Auckland (29%) Asian (31%) Female (19%) Age 40+ (19%) Non Akl. (20%)

They accelerate faster than petrol cars
Male (14%) Age 18-39 

(15%)
Auckland (17%) 
Wellington (19%)

> $140k  (24%) Asian (22%) Female (9%) Age 40+ (9%) Non-Akl. (9%) < $60k (8%) NZ European 
(10%)

51%

35%

49%

44%

40%

38%

48%

29%

31%

23%

11%

Performance Charging Environment Cost
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Initial cost is a universal barrier, regardless of income
EV BARRIERS

Q179. What is it about electric vehicles that would make you unlikely to consider them the next time you buy a vehicle?
Base: n=710

SIGNIFICANTLY HIGHER FOR SIGNIFICANTLY LOWER FOR

Gender Age Region Income Ethnicity Gender Age Region Income Ethnicity

They are not available  
at an affordable price

40+ (62%) RONI (64%) NZ Euro. (60%) 18-39 (52%) ROSI (47%) Māori/Pasifika 
(43%)

Uncertainty about the battery life  
and replacement

Female (54%) 40+ (56%) RONI (57%) NZ Euro. (52%) Male (46%) 18-39 (40%) Auckland (39%) Māori/Pasifika 
(40%), Asian 
(43%)

I don’t know enough about them  
to consider them

Female (36%) 40+ (31%) <$60k (35%) Male (20%) 18-39 (23%) Auckland (21%) >$140k (18%) Asian (17%)

They are not tried & trusted yet
NZ Euro. (27%) >$140k (13%) Asian (17%)

Im unsure about their  
environmental benefits

40+ (18%) 18-39 (13%) Wellington 
(10%)

Asian (11%)

They have a driving range that is not 
suitable for long distance travelling

40+ (44%) NZ Euro. (41%) 18-39 (28%) Auckland (32%) Māori/Pasifika 
(25%), Asian 
(27%)

Public charging stations  
are not easy to find

RONI (30%)

It takes a long time to charge them

They are difficult to service
18-39 (24%) 40+ (14%) <$60k (12%)

They dont perform as well as petrol cars
Female (19%) Male (13%) Auckland (12%)

They have a driving range that is not 
suitable for my typical day-to-day needs

40+ (17%) 18-39 (12%) Wellington (9%)

There is not a wide range of body types/
models available

<$60k (15%)

They are not easily found for purchase
18-39 (16%) Wellington 

(20%)
<$60k (16%) 40+ (11%)

There isn't the vehicle type  
to meet my needs

40+ (13%) >$140k (23%) 18-39 (9%) <$60k (9%)

They are odd looking
18-39 (17%) 40+ (8%) ROSI (5%)

58%

50%

28%

24%

16%

38%

35%

32%

18%

15%

15%

18%

13%

11%

11%

Range/AvailabilityLooks/Aesthetics Performance Uncertainty Price
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Appendix Six: Gen Less Е.В Interim Results  
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Background

3

The objective of the Gen Less campaign is to 

emotionally engage and inspire all New 

Zealanders so they:

• Are open to change

• Demand change

• And take action in ways that have the 

greatest impact on our carbon emissions.

We know 80% of New Zealanders believe in 

climate change, however only 40% are taking 

action.

This campaign is designed to address 

complacency, showing that everyone has a part 

to play by asking the question “will you be on 

the right side of history?”

Gen Less 3.0: stimulus seen by respondents

Question: Before today, had you seen any of this material, or something similar?






















































