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Summary
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Kantar conducted the New Zealand Food Waste study in Q3 2025 to provide Rabobank and 

KiwiHarvest with nationally representative collateral for PR purposes   

Overview of Methodology

Kantar conducted n=1,501 online 

interviews from 14th July – 28th 

July 2025

Data collection was nationally 

representative to ensure that 

results could be used to measure 

New Zealanders attitudes and 

behaviours

An additional sample boost was 

included to provide greater 

granularity around rural New 

Zealanders 

Overview of Analysis and Weighting

Data was post-weighted to ensure results are nationally representative 

– with results compared to 2021, 2022 and 2023 where questions were 

consistent 

Key segment perceptions are reported throughout the report using the 

following icons
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Market Context
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Consumers are cost cutting and also want to see action from businesses. Around one-third have cut back on 
grocery purchases, and over a third believe businesses should focus more on local production and sourcing.
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What consumers think brands should do

52%

52%

46%

42%

40%

38%

38%

38%

37%

36%

35%

33%

32%

31%

29%

Pay people decently / a living wage

Strive to hold down costs

Hold or reduce their profits to support customers

Businesses should pay more tax

Businesses should pay less tax

Business should decrease their reliance on fossil fuels

Reward their best customers with lower prices

Downgrade quality to keep same prices

Promote their most cost-effective products / services

Manufacture/source products closer to home / in NZ

Contribute to society by supporting social causes

Share cost increases between  company and customer

Focus on their employees and helping them avoid hardship

Support local communities

Reduce their range and the cost of selling

Source Kantar NZ Consumer Sentiment Barometer, April 2025



How Are Kiwis’ Food 

and Shopping 

Behaviours Changing? 
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After a period of steady increase, average household spending on food stabilises, with shopping habits 

largely remaining unchanged, as most consumers continue to make top-up purchases. 

65%
70% 72% 72%

24%
21% 19% 19%

11% 9% 10% 9%

2021 2022 2023 2025

I/we do a main grocery shop and then do ‘top up’ shopping as we need things

I/we do a main grocery shop only. We don’t do ‘top up’ shopping

I/we don’t do main grocery shopping. We only shop as we need things

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “In an average week how much does your household spend on food? Please include all food regardless of 

how you buy it so include food bought from supermarkets, markets, restaurants, cafes, takeaway outlets etc.”

3. Q “Which statement best describes the way you do your grocery shopping?”

Significantly higher/lower than previous year

7

xx/xx Significantly higher/lower than total

$201 

$218 

$238 $240 

2021 2022 2023 2025

Household Food Spend (Average per Week) Typical Grocery Shopping Behaviour 



After a period of steady increase, average household spending on food stabilises, with shopping habits 

largely remaining unchanged, as most consumers continue to make top-up purchases. It is unsurprising 

that older individuals who are still employed are spending more on food.

2% 1% 1% 2%

12% 10% 9% 8%

25%
21% 20% 18%

26%

27%
23% 24%

23%
25%

27% 30%

10% 13%
18% 16%

2% 2% 3% 3%

2021 2022 2023 2025

$500+

$300-$499

$200-$299

$150-$199

$100-$150

$50-$99

< $50

65%
70% 72% 72%

24%
21% 19% 19%

11% 9% 10% 9%

2021 2022 2023 2025

I/we don’t do main grocery 
shopping. We only shop as 
we need things

I/we do a main grocery 
shop only. We don’t do ‘top 
up’ shopping

I/we do a main grocery 
shop and then do ‘top up’ 
shopping as we need things

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “In an average week how much does your household spend on food? Please include all food regardless of 

how you buy it so include food bought from supermarkets, markets, restaurants, cafes, takeaway outlets etc.”

3. Q “Which statement best describes the way you do your grocery shopping?”

Significantly higher/lower than previous year

Average $201 $218 $238 $240

Gen X (22%)

Baby Boomer 

(10%)

8

xx/xx Significantly higher/lower than total

Household Food Spend (Average per Week) Typical Grocery Shopping Behaviour 

Gen Z (80%)

Baby Boomer 

(63%)



93% 85%

Knowledge of farming and food production increases, especially among men and those living in urban 

areas. Gen Z has shown notable improvement in their knowledge of farming since last wave, while Baby 

Boomers continue to lead overall.

12% 12% 11% 9%

48%
44% 49%

47%

30%
34%

31%
34%

10% 10% 9% 9%

2021 2022 2023 2025

A great deal

Quite a bit

A little bit

Hardly
anything at
all

15% 13% 14% 11%

52%
51%

54%
52%

27% 29%
26%

31%

6% 7% 6% 6%

2021 2022 2023 2025

A great deal

Quite a bit

A little bit

Hardly
anything at
all

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “How much do you feel that you know about farming in New Zealand?”

3. Q “How much do you feel that you know about food production in New Zealand?”

91% 88% 88% 94%

89% 94%

xx/xx Significantly higher/lower than total

Know about 

farming
(Top 3 Box) 

88% 88% 89% 91%
Know about food 

production
(Top 3 Box) 

85% 87% 86% 89%
Know about farming

Significantly higher/lower than previous year
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Know about food production

89% 87% 87% 91%

88% 91%

93% 88%

Knowledge of Farming in New Zealand Knowledge of Food Production in New Zealand 



2025 2023 2022 2021

77% 78% 76%

38% 42% 41%

32% 31% 33%

25% 26% 25%

35% 37% 32%

26% 23% 24%

17% 15% 16%

% 7-10 

Important

95% 98% 95% 98%

94% 96% 96% 99%

2% 2% 1% 1%
8% 6% 4% 3%

27% 28% 22% 22%

63%
64% 73% 74%

2021

75%

39%

38%

35%

35%

29%

20%

Farming and food production are important in New Zealand, especially for rural residents and Boomers, 

with supporting the local community as the top reason for buying local. Environmental concerns follow, 

while taste and transparency have become more valued.

2022

NOTES:

1. Sample Agree to Buy Direct 2021 (n=748), 2022 (n=715), 2023 (n=946), 2025 (n=1004)

2. Q “Why do you prefer to buy food that has been produced locally?”

3. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

4. Q “How important would you say farming and food production is to New Zealand?”

2023

I prefer to support local growers 

and farmers

I’m conscious about how far food 

has travelled to reach my plate 

and the environmental impact

I think it tastes better

I think its healthier/ has more 

nutrients

I prefer to know how the food 

was raised and harvested

I think its safer/ less likely to be 

contaminated

I tend to find its cheaper

% 7-10 

Important
90% 92% 95% 96%

xx/xx Significantly higher/lower than total Significantly higher/lower than previous year
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2025

Reasons for Locally Produced Food Preference (Agree Would Like To Buy

Direct From Grower / Farmer More Often)
Perceived Importance of Farming and Food Production to New Zealand

%9-10

%7-8

%5-6

%1-4



93%
90%

93% 95%

5% 5% 4% 3%

2%
5% 3% 2%

2021 2022 2023 2025

No No – Have been Yes

Since 2022, the number of vegetarians and vegans has decreased. Only 14% of vegetarians have kept the 

diet for a year, while twice as many vegans have maintained theirs. There are fewer vegetarians and 

vegan among the older generation.

81%
79% 81%

84%

12% 12%
10% 10%

7% 9% 9%
6%

2021 2022 2023 2025

No No – Have been Yes

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Sample Vegetarian 2021 (n=286), 2022 (n=282), 2023 (n=273), 2025 (n=244)

3. Sample Vegan 2021 (n=109), 2022 (n=116), 2023 (n=96), 2025 (n=83)

4. Are you a vegetarian?/ How long have you been a vegetarian 

5. Are you a vegan?/ How long have you been a vegan 

Significantly higher/lower than previous year
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xx/xx Significantly higher/lower than total

Food Behaviours – Vegetarian Food Behaviours – Veganism

Within L12M: 14% (2025), 19% (2023)

Within 2 years: 18% (2025), 20% (2023)

Longer: 68% (2025), 61% (2023)

Within L12M: 29% (2025), 25% (2023)

Within 2 years: 26% (2025), 27% (2023)

Longer: 45% (2025), 28% (2023)

Gen Z (79%)

Baby Boomer (90%)

Gen Z (89%)

Gen Y (92%)

Baby Boomer (98%)



2025

The majority of New Zealanders continue to consume similar amounts of meat, but Gen Z is increasing 

their intake. Those who are eating less do so primarily for health-related reasons while environmental 

factors are becoming less influential.

9%

65%

22%

Increase Maintain Decrease

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Sample Decrease Meat 2021 (n=453), 2022 (n=410), 2023 (n=366), 2025 (n=330)

3. Would you say you are currently trying to change the amount of meat in your diet?

4. What are your reasons for trying to consume less meat in your diet?

Significantly higher/lower than previous year

Gen Z (23%)

Gen X (5%)

Baby Boomer 

(3%)
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xx/xx Significantly higher/lower than total

75%
70%71%

74%

38%
42%

43%
42%

45%46%

41%

28%

20252021 2022  2023

Its better for my health

To reduce the impact on the environment

Its too expensive

Gen Z (53%)

2023 9% 62% 25%

2022 7% 60% 29%

2021 5% 60% 30%

Desired Changes in Meat Consumption Reasons for Eating Less Meat 

Baby Boomer 

(57%)



80%

68%

81%

89%
87% 89%

92% 92%
97%

93% 95% 97%

99% 97% 97% 98%

2021 2022 2023 2025

Gen Z Gen Y Gen X Baby Boomer

While Gen Z still has a higher proportion of vegetarians and vegans, their numbers are decreasing. This 

generation has generally eaten more meat than previous ones.

68%

57%

65%

79%74% 72%

79% 80%

83%
80%

82% 83%

90% 91%
87%

90%

2021 2022 2023 2025

Gen Z Gen Y Gen X Baby Boomer

NOTES:

1. Sample Gen Z 2021 (n=165), 2022 (n=175), 2023 (n=193), 2025 (n=297)

2. Sample Gen Y 2021 (n=453), 2022 (n=441), 2023 (n=467), 2025 (n=396)

3. Sample Gen X 2021 (n=329), 2022 (n=291), 2023 (n=349), 2025 (n=329)

4. Sample Baby Boomer 2021 (n=542), 2022 (n=551), 2023 (n=535), 2025 (n=479)

Significantly higher/lower than previous year

13

xx/xx Significantly higher/lower than total

Food Behaviours – Not Vegetarian Food Behaviours – Not Veganism Increase in Meat Consumption

11%

23%

17%

23%

6%
9% 14% 11%

2%
5% 5% 5%

2% 1% 3% 3%
0%

20%

40%

60%

80%

100%

2021 2022 2023 2025

Gen Z Gen Y Gen X Baby Boomer



100% vegetarian meat and tofu remain the most recognised meat alternatives, with nearly half the 

population also showing interest in algae-based foods, while tofu is highly regarded.

Significantly higher/lower than previous year
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xx/xx Significantly higher/lower than total

84% 84%
82% 83%

83%
81% 81%

83%

62%
64% 65%

61%

56%
54%

56%

51%

30%
28% 27% 26%

2021 2022 2023 2025

45%
47% 47% 46%

35%
32% 33%

35%34% 35% 34% 34%
37%

33%
35% 35%

45% 45% 46% 47%

2021 2022 2023 2025

25% 24% 23%
19%

35%
33% 33% 34%

10% 11% 10%
8%8% 8% 7% 6%

11% 11% 11%
8%

2021 2022 2023 2025

Awareness of Meat Alternatives to Diet Openness to Meat Alternatives to Diet

Burgers, sausages etc. that are 100% vegetarian Tofu

Meat-like products grown in a laboratory Edible insects / foods produced from insect-based ingredients

Foods produced from algae

Definitely Consider Meat Alternatives to Diet

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Before today, have you heard of any of the following? 

3. How open are you to including these things in your diet?



38%

19%

11%

7%

6%

19%

Cost

Not having enough 
time to prepare 

them

Not being able to 
get to the shops 

often enough

Don't know how to 
prepare them in an 

appealing way

Don't like the taste 
or texture

Other

2023 2022 2021

48% 51% 33%

16% 13% 21%

8% 10% 13%

7% 5% 7%

8% 9% 8%

14% 13% N/A

Top 2 Box
(Always + Most of the time) 

61% 57% 61% 64%

More New Zealanders are reaching the recommended 5+ daily servings of fruits and vegetables, with 

almost two-thirds eating them always or regularly. While cost is still the main barrier, convenience is 

becoming a bigger issue, especially for Gen Y and rural residents.

6% 6% 5% 4%

33% 37%
34% 32%

48% 44%
46% 50%

13% 13% 15% 13%

2021 2022 2023 2025

Always

Most of the time

Occassionally

Never

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Sample Obstacles 2021 (n=1315), 2022 (n=1314), 2023 (n=1299), 2025 (n=1304)

3. Q “It is recommended that you eat a minimum of 3 servings of veges and at least 2 fruit each day. 

How often would you say you do this?“

4. Q “What is the primary obstacle to you eating more fruits and vegetables?”

62% 66%

66% 58% 59% 70%

62% 66%

Top 2 Box

xx/xx Significantly higher/lower than total Significantly higher/lower than previous year

Rural (15%)

15

Gen Y (25%) 

Baby Boomer (12%) 

Rural (13%)

Frequency Eating a Minimum of 3 Servings of

Veggies and at Least 2 Fruit Each Day

Key Obstacle to Eating More Fruits and Vegetables 

(Amongst Those Not Always Getting 5+ a Day)

Baby Boomer (31%)

Gen Z (14%)

Baby Boomer (4%)



1% 1% 1% 1%

51% 53% 49% 49%
39% 35% 37% 39%

2% 3% 4% 3%

34% 33% 36% 32%
42%

43% 44% 39%

4% 5% 6% 5%

9% 8% 10%
11% 12% 16% 12% 15%

19% 19%
19%

18%

5% 5% 3% 6% 5% 4% 5% 7%

44% 46%
48%

46%

1% 1% 1% 1% 1% 1% 2% 1%

30% 27% 22% 27%

1% 1%

2021 2022 2023 2025 2021 2022 2023 2025 2021 2022 2023 2025

0 1 2 3-4 5-7 7+

Home-cooked meals remain popular, especially among women, Baby Boomers, and rural residents, likely 

due to higher living costs. Meanwhile, dining out and takeout during the week are growing in popularity, 

mainly among younger people and urban dwellers.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n= 1501), 2025 (n= 1501)

2. Q “In a typical week, how often would you say you or your household does the following?”

Significantly higher/lower than previous year

7+ times: Female (32%)

Gen Z (16%)

Baby Boomer (36%)

Rural (39%)
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xx/xx Significantly higher/lower than total

Frequency of Food Consumption (Per Week)

Cook or prepare a meal Eat a meal in a restaurant or café Eat a takeaway meal / meal delivered from a 
restaurant

3 – 4 times: Urban (9%)

Rural (1%)

Gen Z (16%)

Gen Y (10%)

Gen X (2%)

Baby Boomer (1%)

3 – 4 times: Urban (9%)

Rural (1%)

Gen Z (16%)

Gen Y (10%)

Gen X (2%)

Baby Boomer (1%)

Twice: Urban (20%)

Rural (5%)

Gen Z (29%)

Gen Y (22%)

Baby Boomer (3%)



24%

12%

11%

9%

8%

4%

3%

3%

Uber Eats

Doordash

HelloFresh

My Food Bag

Delivereasy

Food Panda

World on a Plate
(WOOP)

Food Ninja

The number of food delivery service users drops to less than half. Among those who still use these 

services, Uber Eats remains the most popular, with just under a quarter of users choosing it, followed by 

DoorDash and Hello Fresh.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n= 1501), 2025 (n= 1501)

2. Q “Have you ever used any of the following food delivery services in the last 12 months?”

2023 2022 2021

30% 31% 31%

DoorDash Added in 2025

32% 33% 27%

18% 20% 17%

10% 8% 6%

3% 4% 3%

3% 4% 1%

2% 1% 1%

Usage of food delivery services 

are significantly higher among 

urban dwellers, Gen Z, and Gen Y

Significantly higher/lower than previous year

17

xx/xx Significantly higher/lower than total

Usage of Food Delivery Services (Used Last 12 Months) 

55%

62%
58%

42%

2021 2022 2023 2025



Base n = 164 371 136 126 179 65 47* 39*

6%
1%

6%
0 1% 0 2% 0

41%

23%

30%

22%
26%

3%
11%

3%

6%

13%

10%

10%

13%

6%

9%

3%

7%

15%
8%

12%

17%

5%

6%

8%

11%
21% 19%

20%

20%

35%

26%

31%

19% 18% 18%

23%

16%

25%

34%

28%

9% 11% 9% 13%
8%

26%

13%

28%

HelloFresh Uber Eats My Food Bag Delivereasy DoorDash Food Panda World on a Plate
(WOOP)

Food Ninja

More than once per week

Once per week

A couple of times per
month

Once per month

Every couple of months

Less often than every
couple of months

Unaware

Hello Fresh and Uber Eats continue to be the leading food delivery services.

* Caution low base sizeNOTES:

1. Sample User of Delivery App 2025 (n=625)

2. Q How often do you use restaurant delivery services such as Menulog, Uber Eats etc? 

18

Frequency Using Delivery Services (Amongst Users)



65%

10% 8%
3% 2%

12%

Food should not
be eaten this date

as it may be
unsafe

Food is still safe
to eat after this

date as long as it
is not damaged,
deteriorated or

perished

Food must be
sold at a discount

after this date

Not really sure
what it means

I have no idea
what it means

Other

67% 9% 8% 4% 1% 9%

66% 11% 8% 8% 4% 3%

67% 7% 9% 11% 5% 2%

Over 60% of people continue to believe that food labelled with ‘best before’ dates remains safe to 

consume after the date, whereas food should not be eaten past its ‘use by’ date.

8%

65%

12%

2% 2%

11%

Food should not
be eaten this

date as it may be
unsafe

Food is still safe
to eat after this

date as long as it
is not damaged,
deteriorated or

perished

Food must be
sold at a

discount after
this date

Not really sure
what it means

I have no idea
what it means

Other

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “What is meant by the ‘best before’ date as it relates to food and drinks?“

3. Q “What is meant by the ‘use by’ date as it relates to food and drinks?”

Significantly higher/lower than previous year

19

2023 8% 63% 17% 2% 2% 8%

2022 9% 57% 19% 8% 5% 2%

2021 6% 55% 20% 11% 5% 2%

Understanding of ‘Best Before’ Sticker Understanding of ‘Use By’ Sticker



Household Food Behaviours

More people now use shopping lists for groceries, and over half always think about portion sizes when 

cooking. Slightly more are planning meals ahead, which could explain the decrease in leftover 

consumption. As the population ages, the prevalence of these behaviours increases.

7% 7% 7% 5% 7% 8% 7% 6% 3% 2% 4% 2%
7% 8% 7% 8% 9% 8% 8% 7%

14% 13% 15% 12% 14% 13% 12% 11%
17% 15% 17% 17%

31% 34% 33%
31%

40% 40% 39% 41% 46% 46% 42% 49%

60% 57% 58% 59% 58% 58% 55% 54%

58% 57% 55% 58%

73% 74%
70% 74%

78% 80% 76% 77%

62% 59% 60%
64%

53% 53% 54% 53% 52% 52% 54%
48%

33% 36% 35% 33% 33% 34%
36% 39%

28% 30% 29% 30%

13% 13%
18% 15%

5% 5% 7% 6%

2021 2022 2023 2025 2021 2022 2023 2025 2021 2022 2023 2025 2021 2022 2023 2025 2021 2022 2023 2025 2021 2022 2023 2025 2021 2022 2023 2025 2021 2022 2023 2025

Always

Sometimes

Never

Use a shopping list 

when you buying 

groceries

Think about portion 

size when preparing 

food/ cooking

Eat leftovers from a 

previous meal

Use leftovers to 

make a new meal 

the next day

Plan your meals in 

advance

Freeze food that 

doesn’t get eaten

Eat food that is past 

it’s ‘best before’ date

Buy food instead of 

eating or cooking the 

food at home

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “And how often does the following occur in your household?” 

Significantly higher/lower than previous year

20

xx/xx Significantly higher/lower than total



The preference for less expensive imperfect fruits and vegetables compared to the pricier, visually 

perfect ones has slightly declined. Less than half prefer it and it is less popular among the younger 

demographic.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “Please see below for images of two carrots. Both carrots are exactly the same on the inside, Carrot A costs $3.99 per kilogram, 

Carrot B costs $1.30 per kilogram. Which carrot would you be more likely to purchase? 

Significantly higher/lower than previous year

21

39%

45%

37%
39%

43%
40%

47%
45%

18%
15% 16% 17%

2021 2022 2023 2025

Carrot A Carrot B No Preference

$3.99 per kg $1.30 per kg

Carrot B:

Gen Z (29%)

Gen X (56%)

Preference for Vegetables



Are Kiwis Becoming 

More Waste 

Conscious? 

4

22



Food Attitudes

Food waste continues to frustrate New Zealanders, who remain committed to minimising it. There has 

been a notable rise in individuals packing their own fruits and vegetables, viewing food as fuel, and 

showing a greater preference for purchasing locally grown products.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “To what extent do you agree with the following statements?” 

2025 2023 2022 2021

It annoys me when I waste food 84% 85% 83% 82%

I care about reducing food waste 82% 81% 80% 79%

I prefer to pack my own fruit and vegetable 80% 74% 75% -

I care about reducing waste (e.g. Avoiding single use plastic, recycling where possible, etc.) 78% 78% 78% 79%

It annoys me when I see other people wasting food 73% 72% 70% 70%

I would like to be able to buy produce directly from the grower/farmer more often 73% 72% 70% 68%

I see food as fuel to satisfy hunger 71% 67% #N/A -

I’m more likely to buy food that has been produced locally 67% 63% #N/A -

I enjoy the social and cultural aspects of eating/sharing food 66% 67% 65% 66%

It annoys me when people don’t think about their impact on the environment 62% 61% 59% 59%

I consider myself an ethically conscious consumer 54% 52% 51% 49%

I’m willing to pay more for food that has been produced locally 52% 46% 48% 50%

I always check where the food has been produced before I buy it 50% 38% 38% 36%

I want to learn more about how to reduce food waste 49% 49% 52% -

I will pay more for food that is produced humanely, hormone free or organically 47% 43% 40% 44%

I am willing to pay more for food items that I know are environmentally sustainable 43% 41% 40% 43%

I am willing to pay more for food in supermarkets if I know the extra amount will be going to the producer 42% 38% 38% 36%

I prefer to purchase food at the supermarket pre-packaged 23% 17% 17% -

1%

1%

1%

2%

2%

1%

2%

2%

2%

4%

2%

6%

7%

5%

7%

7%

7%

14%

2%

3%

3%

4%

5%

4%

7%

5%

6%

8%

9%

12%

19%

12%

14%

16%

15%

29%

46%

48%

43%

45%

42%

47%

51%

47%

40%

41%

39%

40%

35%

36%

34%

34%

32%

18%

38%

33%

37%

33%

31%

27%

20%

20%

26%

21%

15%

12%

15%

12%

13%

9%

11%

5%

Strongly disagree Somewhat disagree Somewhat agree Strongly agree

Total Agree

Significantly higher/lower than previous year
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Produced locally 

(Total Agree):

Baby Boomer (72%)

Learn more about food waste 

(Total Agree):

Gen Z (64%), Gen Y (59%)

Baby Boomer (36%)

Purchase pre-packaged 

(Total Agree):

Gen Z (47%), Gen Y (29%)

Gen X and Baby Boomers (11%)



Since 2022, more New Zealanders have embraced these leading food habits, with a growing trend of 

packing their own fruit and vegetables.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “To what extent do you agree with the following statements?” 

Significantly higher/lower than previous year
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26% 26%

30%

38%

20% 20%

23%

33%

19% 19%

37%

27%

25%

27%

33%

21% 21%

23%

31%

2021 2022 2023 2025

It annoys me when I waste food I care about reducing food waste

I prefer to pack my own fruit and vegetable I care about reducing waste (e.g. Avoiding single use plastic, recycling where possible, etc.)

It annoys me when I see other people wasting food

Top 5 Food Attitudes – Strongly Agree



Estimated Percentage of Food Waste (% of Household Spend)

The estimated rate of food waste keeps decreasing and remains lower among rural residents and Baby 

Boomers. While the average food waste per household has decreased by approximately $200 this year, 

the country still generates about $3 billion in food waste annually.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “Thinking about how much your household spends on food each week, what proportion do you estimate goes to waste? Please type a percentage in the box 

below. Enter number from 0% to 100%

3. Based on 2.041 million New Zealand households 2025 (Stats New Zealand) 

% Wasted

Average 2025

11.5% 10.3% 12.4% 7.8%

17.5% 13.1% 8.7% 6.7%

25

8.6%

13.4%
12.2%

10.9%

2021 2022 2023 2025

$896 

$1,516 $1,510 

$1,364 

2021 2022 2023 2025

This amounts to $ of food 

waste for each household 

per year…

$2.4 

$3.1 
$3.2 

$3.0 

2021 2022 2023 2025

or $ of food waste annually 

($ billion) across the whole 

country

Rabobank and KiwiHarvest Food 

Waste Initiatives Awareness

Familiar: 16.8

Not Familiar: 8.52

billion

billion
billion

billion



Under 30% are aware of the Rabobank and KiwiHarvest programs, with younger people and city 

residents showing greater familiarity.

NOTES:

1. Sample Total 2025 (n=1501)

2. Q “Prior to this survey, how familiar were you with the initiatives by Rabobank and KiwiHarvest to increase public awareness about food waste in New Zealand?”
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xx/xx Significantly higher/lower than total

4%

25%

71%

Very familiar Slightly familiar Not familiar at all

Rabobank and KiwiHarvest Food Waste Initiatives Awareness

Familiar

29%

29%

53%

31%

17%
21%

34%

19%

Total
Familiar

Gen Z Gen Y Gen X Baby
Boomer

Urban Rural



16.4%

14.9%
15.5% 15.5%

13.6%

16.1%

8.3% 8.5%
7.7%

2022 2023 2025 2022 2023 2025 2022 2023 2025

Gen Z and Y still waste the most food, but fewer waste over 15% of their food budget. Food delivery apps 

users slightly increase waste, as younger generations use them more.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “Thinking about how much your household spends on food each week, what proportion do you estimate goes to waste? 

Please type a percentage in the box below. Enter number from 0% to 100%

3. *Hello Fresh and My Food Bag

65%

46% 48% 50%

19%

24% 23%
26%

5%

8% 7%

7%

11%

22% 22%
18%

2021 2022 2023 2025

+16%

11-15%

6-10%

0-5%

Users of any food delivery 

apps
Users of meal-kit services* Non-users

Significantly higher/lower than previous year

Gen Z (19.7%)

Gen X (10.6%)

Baby Boomer (8.9%)

Rural (11.2%)

Baby Boomer 

(64%)

Rural (62%)

Gen Z (30%)

Gen Y (43%)

Gen Z (33%)

Gen Y (24%)

Gen X (13%)

Baby Boomer 

(6%)

Gen Z (24.9%)

Gen X (10.2%)

Rural (9.9%)
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Grouping of Estimated Percentage of Food Waste 

(% of Household Spend)

Estimated Percentage of Food Waste Among Food Delivery App Users 

(% of Household Spend)



45%

33%

21% 21% 20% 19% 16%
9% 6% 4% 3%

8%

Food going off
before you can

finish it

Food going off 
before its ‘use 
buy’ or ‘best 
before’ date

Not planning
sufficiently

Food not being as
good as you

expected it to be
when you bought

it

Not being able
finish what goes
on to your plate

Buying too much Children not
eating food that is
prepared for them

Not knowing what
to do with
leftovers

Not preparing
food properly and
not eating it as a

result

We can't store
food properly

We aren’t sure 
how to store food 

properly

Others

Key Reasons for Wasted Food

2023 50% 32% 21% 20% 18% 17% 18% 8% 7% 4% 3% 7%

2022 50% 34% 20% 23% 15% 18% 16% 8% 5% 3% 3% 8%

2021 63% 28% 16% 18% 17% 16% 16% 8% 6% - 1% 6%

Food going off remains the top reason. This drops to less than half of the population while a third waste 

it due to it going off before its ‘use buy’ or ‘best before’ date. Additionally,  1 in 5 are still not planning 

sufficiently, food not being as good as expected and not being able to finish what’s on the plate.

NOTES:

1. Sample Those Who Waste Portion of Their Food Spend 2021 (n=1333), 2022 (n=1412), 2023 (n=1381), 2025 (n=1390)

2. Q “What are the main reasons why food is wasted in your household? Please choose your top three from the list below.”

Lack of proper food storage knowledge and uncertainty about 

handling leftovers are still common causes of food waste 

among Gen Z and Y.

Additionally, a higher number of Gen Z individuals struggle 

with preparing food correctly, leading to uneaten meals and 

improper storage.

xx/xx Significantly higher/lower than total Significantly higher/lower than previous year

34



Almost half the population has thrown away food without tasting it in the past year, showing a decline 

since 2022, though it happens less than once every three months. It is still more prevalent in urban areas, 

but it is also declining.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “Have you ever purchased food that you ended up throwing away without having tried or eaten it in the last 12 months?”

3. Sample Those Who Throw Awat Food Without Trying 2021 (n=635), 2022 (n=775), 2023 (n=780), 2025 (n=742)

4. Q “How often does this happen?”

6%
13%

23%
18%

41%

Weekly Fortnightly Monthly Quarterly Less often than
quarterly

8% 12% 25% 18% 38%

8% 14% 22% 19% 37%

5% 12% 22% 22% 40%

2022

50% 48%

61% 53% 52%
38%

51% 47%

2021

xx/xx Significantly higher/lower than total Significantly higher/lower than previous year
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2023

42%

53% 52%

49%

2021 2022 2023 2025

Proportion of New Zealanders who have purchased food that you ended up throwing away 

without having tried or eaten it in the last 12 months
Frequency of Throwing Away Food (Amongst Those 

Who Have Done It)



36%

56%

7%

35%

60%

5%

Decreased

Stayed the same

Increased

2025 2023

60% of New Zealanders think their food waste has stayed the same, up from last year. Fewer believe it 

has increased, especially older Gen X, Baby Boomers, and rural residents.

NOTES:

1. Sample Total 2023 (n=1501), 2025 (n=1501)

2. Q “In comparison to the last 12 months, do you think the proportion of food you waste in your household has increased, 

stayed the same, or decreased?” [New Question in 2023]

4% 6% 14% 7% 2% 1% 7% 3%

66% 54% 53% 58% 64% 63% 61% 56%

30% 40% 33% 36% 35% 36% 32% 41%

xx/xx Significantly higher/lower than total Significantly higher/lower than previous year
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Food Waste Increase / Decrease 



Reasons for Food Waste Increase / Decrease

A third of New Zealanders cite food spoilage as the main cause of food waste, followed by children not 

finishing meals and over a quarter not finishing what’s on the plate. While among those who have 

reduced their food waste, over half do so by planning sufficiently, and nearly half eat leftovers. 

NOTES:

1. Sample Increased 2023 (n=100), 2025 (n=79), Decreased 2023 (n=552), 2025 (n=526)

2. Q. “What are the reasons for the increase/decrease in your food wastage?” [New Question in 2023]

34%

33%

27%

24%

24%

21%

15%

14%

13%

13%

10%

7%

Food going off before you can finish it

Children not eating food that is prepared for them

Not being able finish what goes on to your plate

Buying too much

Food going off before its use by or best before date

Not knowing what to do with leftovers

Not planning sufficiently

Food not being as good as you expected it to be when you 

bought it

Not preparing food properly and not eating it as a result

We can’t store food properly

We aren’t sure how to store food properly

Other

56%

47%

43%

43%

30%

23%

20%

19%

19%

15%

10%

10%

Planning sufficiently

Eating leftovers

Finishing food before it goes off

Buying fewer

Finishing food before its use by or best before date 

Able to store food properly (having the right 

storage)

Knowing how to store food properly (knowledge)

Finishing everything on my plate

Preparing food properly (carefully following 

recipes, instructions, etc. when cooking)

Only buying food that I have tried (knowing what it 

tastes like)

Children finishing their food that is prepared for 

them

Other
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2023

27%

25%

9%

20%

25%

11%

31%

14%

11%

4%

5%

8%

2023

55%

50%

39%

46%

27%

20%

17%

16%

14%

15%

7%

9%

xx/xx Significantly higher/lower than total Significantly higher/lower than previous year



Foods Wasted The Most

Vegetables, bread, and fruits remain the foods most frequently wasted in similar amounts to 

2023.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “What food do you waste the most?”

Significantly higher/lower than previous year
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39%
41%

38%
39%

27%
26%

29%
28%

28%

24%
25%

24%

2%
4% 4%

3%
2% 2% 2% 2%
1%

2%
1%

2%2% 2%
3%

2%

2021 2022 2023 2025

Vegetables Bread Fruit Poultry Red meat Pork Seafood



50%

11%
6% 8%

3% 6% 4% 4% 3% 1%

13%

15%

12% 8%
11% 7%

6% 6% 4%
2%

10%

11%

10% 11% 11%
6%

6% 5%
3%

2%

73%

37%

28% 27% 25%

19%
16% 15%

10%
5%

The wasted money Feelings of guilt that
there are people

going without food
around New Zealand

The wasted effort of
buying the food

Feelings of guilt that
there are people

starving around the
world

The wasted effort
preparing the food

The impact the
disposal/

decomposition of the
food has on the

environment

The wasted effort of
New Zealand farmers

The impact producing
the food had on the

environment

I/ my children might
develop bad eating

habits

The wasted effort of
farmers outside of

New Zealand

Main reason 2nd reason 3rd Reason

Food waste issues for New Zealanders largely persist, with financial losses continuing to be the primary 

concern. Although guilt is the second most common worry, a growing number also believe that buying 

the food is a wasted effort.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “What concerns you the most when you waste food? Please rate from 1 to 3, with one being 

the aspect that concerns you the most”

Concerns of wasted money as the main reason is more evident 

among Gen X, Baby Boomers and the rural population.

Significantly higher/lower than previous year
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74% 35% 23% 25% 22% 19% 14% 16% 11% 3%

74% 33% 24% 30% 20% 20% 12% 16% 8% 5%

75% 37% 21% 30% 21% 19% 11% 18% 7% 4%2021

2022

2023

Concerns Around Food Waste



Perceived Impacts of Food Waste

62%

40% 39%

24%
19% 17% 15% 14%

4%
14%

Landfill Pollution Carbon dioxide
emissions /
greenhouse

gasses

Climate change Deforestation /
land clearance

Water shortages Loss of animal
habitat

Loss of animals /
animals becoming

extinct

Other None of the
above

63% 44% 41% 31% 22% 21% 20% 17% 5% 13%

64% 43% 41% 25% 22% 20% 18% 16% 3% 12%

62% 37% 35% 21% 20% 17% 17% 15% 3% 18%

Landfills continue to be seen as the primary area affected by food waste while other related impacts are 

notably decreasing. Landfills is the impact that New Zealanders also caring more about. 

Most cared about 31% (+5%) 15% (+1%) 11% (NC) 10% (-6%) 4% (NC) 4% (NC) 3% (NC) 4% (-2%)

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “What do you believe are the impacts of food waste?” 

3. Q “And which of these impacts do you care about the most and the least?”

2021

2022

Significantly higher/lower than previous year

Urban (28%)

Gen Y (34%)

Baby Boomer (18%)
Baby boomer 

(11%)
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2023

xx/xx Significantly higher/lower than total

Gen Z (22%)

Gen Y (20%)

Baby Boomer (5%)

Gen Y (20%)

Gen Z (55%)



56%

56%

47%

42%

9%

I cook with or encourage my family to 
cook using all the edible parts of the 

vegetables

I put my food scraps in a compost bin 
or worm farm

I grow fruits and vegetables

I eat most vegetables with the skin on

None of the above

More individuals are composting food waste or maintaining worm farms—practices that are especially 

common among women, Baby Boomers, and those living in rural areas—while also preparing meals that 

use all edible portions of vegetables and promoting this habit to others.

NOTES:

1. Sample Total 2021 (n=1509), 2022 (n=1502), 2023 (n=1501), 2025 (n=1501)

2. Q “At home, do you do any of the following to help reduce food waste?” 

55% 56% 61% 57% 53% 53% 57% 54%

50% 61% 47% 47% 58% 66% 49% 68%

41% 53% 31% 38% 56% 59% 36% 70%

38% 45% 40% 41% 39% 44% 40% 45%

10% 7% 8% 11% 9% 6% 10% 5%

2025 2023 2022 2021

53% 52% 47%

51% 52% 51%

47% 52% 51%

41% 44% 43%

11% 9% 10%

xx/xx Significantly higher/lower than total Significantly higher/lower than previous year
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Actions Taken to Reduce Food Waste



6%

13%

39%

28%

4%

10%

Yes, enough is being done

Yes, a good among is being done

Yes, some efforts are being made 
but more needs to be done

No, very little is being done

No, nothing is being done

Don’t Know

Less than 20% of New Zealanders believe enough is being done to educate about food waste. Older 

generation and rural residents feel more effort is needed. Most think the government and schools should 

lead, with the food industry and parents also playing key roles.

NOTES:

1. Sample Total 2025 (n=1501)

2. Q “How much do you feel is currently being done to educate New Zealanders about the harmful impacts of food waste and ways to reduce it in Kiwi households?”

3. Q “Who do you believe should have primary responsibility for improving education about reducing food waste in New Zealand? (Please rank from most responsible 

1 to least responsible 7)”
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xx/xx Significantly higher/lower than total

Yes

19%

No

71%
Gen Z (55%)

Baby Boomer (77%)

Rural (76%)

Food Waste Education

Gen Z (36%)

Urban (23%)

Gen X (11%)

Baby Boomer (12%)

Rural (11%)

Responsibility for Improving Food Waste Education

73%
66% 65%

41%
28%

16% 12%

12%
16%

12%

19%

18%

15%

7%

16%
18%

23%

39%

54%

69%

81%

Government and
education system

(schools)

Food industry
participants

(supermarkets,
food producers,
restaurants, etc.)

Parents/caregivers
educating future

generations

Local councils and
regional authorities

Media outlets (TV,
radio, newspapers,
online platforms)

Charities and
community

organizations (e.g.,
Garden to Table,

KiwiHarvest)

Influencers and
public figures

1 to 3 4 5 to 7

Most 

Responsible
28% 21% 34% 8% 5% 2% 2%

Least 

Responsible
4% 4% 5% 8% 8% 21% 50%

Gen Z 

(33%)

Gen Y 

(29%)

Rural

(17%)

Baby 

Boomer 

(15%)

Baby 

Boomer 

(47%)

Gen Z 

(73%)

Gen X 

(11%)
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