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The large scale weather 
events of early 2023 
have given a different 
perspective to climate 
change for a large number 
of New Zealanders.

There is a need now to guide people 
towards a new way of thinking about 
climate to assist them in 
both mitigation and adaptation.

These recent events have heightened attention, providing an 
opportunity to address user needs more effectively and create a 
clear set of principles, language, and tone that will assist people 
to make sense of climate change, and what they need to do.

MfE needs to lead this work by adopting a customer-centric or 
user point of view. While this may require new research, the 
current opportunity is to synthesize existing research, mainly from 
New Zealand but some international research may also be 
relevant. This will surface existing thinking and allow MfE to 
identify any gaps to establish a research plan. 
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Project Methodology This project took a comprehensive approach to 
sourcing publicly available data on New Zealanders’ 
perceptions of climate change.

The collation of data focused on sources that were 
freely available on the internet and is largely survey 
based. Academic articles that analysed systems 
responses or readiness were not in scope.

What is shown here is how the information is 
presented on the internet. As you’ll see, some is very 
easily interpreted, some not so much. This reflects the 
reality of the information that is available to 
organisations trying to make sense of this space, it’s 
messy, rather messy.
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Data Sources – Households
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Source Methodology Timing

IPSOS Survey of 1,003 New Zealanders aged over 18 Feb 2022

Landcare Research Survey of 2,091 New Zealanders aged over 18 Mar-Apr 2022

Stats NZ General Social Survey of 8,500 New Zealanders aged 15 and over April 2018 and March 2019

MfE Survey of 1,001 New Zealanders aged 18 and over Sept 2018

IAG Survey of 1,000 New Zealanders aged 18 and over 2018 - 2022

EECA Survey of 700 New Zealanders aged 18 and over every quarter 2018 - onwards

Radar TRA Radar Media and Social Media collation programme 2019 - onwards

Quality of Life Survey Survey of 7,518 New Zealanders aged 18 and over 2003 - onwards

Auckland Council Climate Personas Unpublished 2022

Auckland Council Sustainable Healthy Food Choices Survey of 1,935 Aucklanders aged 18 and over 2021

Financial Services Council Survey of 2,030 New Zealanders aged 18 and over 2023

Sustainable Business Council Survey of 1,300 New Zealanders aged 18 and over 2023
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In addition, there were numerous publications reviewed from legal, tax, and consulting firms 
informing businesses, at a high-level, of their responsibilities and potential paths to action.

The specific information provided by government bodies was viewed to get a sense of coverage.

7MINISTRY FOR THE ENVIRONMENT

Source Methodology Timing

Stats NZ Business Operations Survey of businesses with 6 or more FTE 2021

EECA Survey of 500 New Zealand business decision makers twice annually 2018 - onwards

He Waka Eke Noa Primary Sector Climate Action
Partnership Literature review and expert interviews within the farming sector 2021

MPI Survey of People working in the rural sector. Sample size of 707 in 2019 2009-2019

Data Sources – Businesses



CONFIDENTIAL @ TRA 2024

MINISTRY FOR THE ENVIRONMENT 8

As a note:

The vast majority of information reviewed focused on Reduce from the 
Reduce/Respond/Recover/Readiness framework. This is a recurring theme across the world.

The other R’s have not been mentioned much in mass media until very recently and has generally not 
been a topic measured in public perception surveys.



The Context of 
New Zealanders’ 
Lives in 2023
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The context in which 
New Zealanders are living 
has a significant influence 
on how they respond to 
climate change:
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There are aspects that have the potential to 
positively impact our response to climate change:

- Our strong connection to nature

- Our belief in social equivalence

However, there are other aspects that will limit 
our response to climate change:

- Cost of living crisis

- Lack of socially visible actions

- Disconnect between the level that 
motivations and barriers act on
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2017
The cultural context 
when we started 
this work

2018 2019
Our first dip into 
quantifying the Kiwi 
cultural codes

2020
Our second dip
into quantifying the 
Kiwi cultural codes
FEBRUARY2020 PRE-COVID-19 BASELINE

2021
Our third dip
into quantifying the 
Kiwi cultural codes
SEPTEMBER 2021

2022
Our fourth dip
into quantifying the 
Kiwi cultural codes
SEPTEMBER 2022

#METOO

We have lived together as a nation through significant local and global 
change. Within this period, TRA has been monitoring the cultural codes that 
make us who we are – Kiwi Codes
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Everynation has 
an enduring sense 
ofwhotheyare

WHAT ARE KIWI CODES?

Cultural codes are deeply rooted 
in out history. But they are not static.
Instead, they evolve as our wider cultural 
landscape changes.

Cultural codes differ from individual 
values. Instead, they reflect the shared 
ways of living together as a nation.
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There are two Kiwi Codes 
that have a strong 
influence on perceptions 
and actions towards 
climate change:
- Connection to Nature
 We need to give back 
 to nature

- Belief in Social Equivalence
 We need to stand up for 
 what matters
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Connection to Nature

Conquering 
nature

From takefromnature
To give back

Nature as 
a refuge

Kaitiakitanga

FROM TO 2022

Belief in Social Equivalence

Jack's as good 
as his master

From levelling up
Towideningthe field ofequality

Poverty as
a problem to solve

Social equity 
beyond dollars

FROM TO 2022
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New Zealanders are facing a very significant cost of living crisis 
that is only now reaching its peak
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To put this is to context, it’s now costing households 13% more to buy the same goods and services than they did in March 2021.
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1. I see others 
taking actions

2. I'm more likely 
to take action

3. More people 
are therefore 
seen taking 

action

4. Positive action 
becomes more of 

a social norm

People respond to social 
norms. What they see 
others doing they’re 
more likely to do 
themselves.

The most impactful 
climate change actions 
such as changing 
transport use and diet, 
are often, not publicly 
visible.
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There is a disconnect between motivations that people have 
towards climate change and the barriers they encounter
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– The main motivations people 
have towards climate change 
are higher-order and long-term, 
e.g. I want to create a better 
future for the next generations

– The main barriers people have to 
acting are personal and 
immediate, e.g. I can’t afford it

MOTIVATIONS

BARRIERS

This creates a two-fold tension. 

1. It’s hard to see how individual 
actions can ladder up to save 
the world. 

2. People will always meet their 
personal needs before meeting 
the broader group’s needs.

Higher order, 
more collective

Lower order, 
more individual
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Behavioural science 
shows us what can 
help and what can 
hinder when trying to 
communicate about 
climate change 

–Social norming

–Quick wins

–Small actions

–Easy actions

–Strong leadership

–Both stick and carrot

–Relying on people to 
motivate themselves

–Talking above people

–Talking about the 
problem as a big 
problem

–Scare tactics

WHAT HELPS ACTION WHAT HINDERS ACTION



Household 
Perspectives
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Knowledge
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What households 
know about 
climate change is 
well covered in 
existing research

All of the data sources converge – there are few 
points of difference in what people know 
between studies.  Because of this we have 
usually shown one source on each, even though 
the knowledge may be duplicated elsewhere.

The following areas are well covered:

- Perception that climate change is real

- Perception that climate change is human influenced

- Perception that climate change is important

- Where climate change falls within life priorities

- Noticing of changes in the weather

- Knowledge of what actions contribute to climate change

- Knowledge of what actions can reduce someone’s impact 
on the environment

- Where people receive information on climate change

20MINISTRY FOR THE ENVIRONMENT
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SOURCE: IPSOS global 2022 survey
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SOURCE: IAG/IPSOS 2022 survery
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SOURCE: Landcare Research 2022 survey

In terms of 
environmental 
issues facing 
New Zealand, 
climate change 
has continued 
to rise and sits first
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New Zealanders 
also think that 
climate change is 
the greatest 
environmental issue 
facing the world

SOURCE: Landcare Research 2022 survey
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SOURCE: IAG/IPSOS 2022 survery
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SOURCE: Stats NZ General Social Survey 2018-2019
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A very large proportion of New Zealanders 
are seeing changes in weather patterns
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SOURCE: EECA/TRA 2022 survey
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Belief in New Zealand that climate change 
is real is high and stable

There’s a strong, and stable, understanding that 
climate change is important

New Zealanders recognise that climate change will 
impact their lives, particularly through the weather

There is a growing recognition that we will be 
impacted by more severe weather and sea-level rises

The actions that have the least impact, e.g. recycling, 
are those which are seen by the public as having the 
greatest impact

New Zealanders are getting information about climate 
change from media, and wish to hear more from 
environmental leaders
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Although the majority 
of New Zealanders 
understand the 
importance of 
climate change they 
are often misguided 
as to what actions 
are most impactful
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Behaviours
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Behaviours are 
also well covered, 
but at a high level

Similar to Knowledge, there’s a lot of 
duplication of information across the 
different sources, with all measuring 
approximately the same behaviours.

The level of commitment towards actions 
that reduce the impact on climate change

What actions people are taking to reduce 
their impact on climate change

Dietary patterns

30MINISTRY FOR THE ENVIRONMENT

The information on behaviours focuses on:
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SOURCE: IPSOS global 2022 survey
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SOURCE: IPSOS global 2022 survey
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SOURCE: MfE 2018 survey 
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Reflecting a socially 
acceptable response, 
most people say they 
have some commitment 
to the combatting of 
climate change
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SOURCE: Quality of Life 2022 survey 
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People say they are 
most actively managing 
waste, being conscious 
buyers and taking 
broad food actions
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SOURCE: Kantar Better Futures 2021 survey 
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There is a misalignment between what the most 
impactful actions are and what New Zealanders 
think are the most impactful actions

Recycling and waste reduction are the actions 
that people most take to reduce their impact on 
the environment

They do this because they think these have the 
greatest impact

Changing transport habits and diets are the most 
impactful aspects that New Zealanders are 
reluctant to do

36MINISTRY FOR THE ENVIRONMENT

New Zealanders are 
confused as to what 
will reduce their 
climate impact 
and are therefore 
not acting.



Motivations
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There is limited information 
on household’s motivations 
to acting on climate change

What Is Known Within Motivations

There is limited information within motivations:
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What personal, cultural and social factors 
motivate people to act on climate change

How the positioning of plant-based diets 
motivates people to act
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SOURCE: EECA/TRA 2022 survey
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SOURCE: Auckland Council Low Carbon 2021 survey 
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SOURCE: Auckland Council Low Carbon 2021 survey 
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New Zealanders’ motivations to act on climate 
change are predominantly driven by a desire for 
multiple small acts from everyone to make an impact

This can provide an excuse for people to argue 
that others aren’t taking actions so why should they

How climate-change friendly alternatives are 
positioned can have a large impact on 
acceptance and uptake
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There isn’t a 
single motivation 
that galvanises 
the New Zealand 
population
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Barriers
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Barriers are not 
well documented

What Is Known Within Barriers

There is limited information within barriers:
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What the main barriers to acting to 
reduce climate change are
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SOURCE: EECA/TRA 2022 survey
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There are two factors that contribute to cost being 
the main barrier for acting on climate change:

The current economic climate and cost of living 
increases

Climate-friendly alternatives are often more 
expensive than mainstream products
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Cost will aways be a 
barrier to taking 
climate-friendly 
options, the more 
that can be done to 
reduce this the more 
action there will be.



Needs
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None of the 
New Zealand data 
sources analysed had 
information on the 
needs of households

What Is Known Within Needs

Nothing
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Sentiment
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Only one data source 
had any information on 
the level of sentiment 
towards climate change

What Is Known Within Sentiment
There is detailed longitudinal information 
within sentiment:
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Daily mentions of climate change through 
media and social media channels going 
back three years

Daily sentiment of articles and comments 
on climate change going back three years
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SOURCE: TRA RADAR Media and Social Media Monitoring
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2020 2021 2022 2023

Mentions of 
climate change 
and related terms 
is sporadic, 
but increasing 
in intensity
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SOURCE: TRA RADAR Media and Social Media Monitoring
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The period that 
generated the 
most discussion 
was the ban on 
high-emitting 
vehicles in 
May 2022

2020 2021 2022 2023
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SOURCE: TRA RADAR Media 
and Social Media Monitoring
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The plan to reduce 
agricultural 
emissions created 
a peak in October 
2022 2020 2021 2022 2023
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SOURCE: TRA RADAR Media 
and Social Media Monitoring
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The mentions of 
climate change 
around the Jan-23 
Auckland floods 
were a lot lower 
than political 
announcements

2020 2021 2022 2023
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SOURCE: TRA RADAR Media and 
Social Media Monitoring
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Similarly, 
Cyclone Gabriel 
didn’t generate 
many mentions 
of climate cange 2020 2021 2022 2023
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SOURCE: TRA RADAR Media and 
Social Media Monitoring
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In contrast, a 
statement by a 
politician can 
generate more 
mentions of 
climate change 
than historical 
flooding

2020 2021 2022 2023



CONFIDENTIAL @ TRA 2024

SOURCE: TRA RADAR Media and 
Social Media Monitoring
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Flooding 
generated quite 
a few mentions 
after the 
Auckland floods, 
more than 
21,500
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SOURCE: TRA RADAR Media and 
Social Media Monitoring
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However, less 
than one in eight 
of those mentions 
also mentioned 
climate change, 
with only 2,500 
mentioning both
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Government announcements and comments by 
politicians are those that generate the most 
mentions and strongest sentiment
For instance, comments by Maureen Pugh on the 
causes of climate change generated more 
mentions and comments than the Auckland floods 
and Cyclone Gabriel
There was only a weak connection between 
flooding events and climate change, for the 
majority of the time, they’re not connected
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There needs to be 
more proactive 
articles on climate 
change with a 
strong link 
between weather 
events and climate 
change.



Social Licence



CONFIDENTIAL @ TRA 2024

Social licence within 
climate change is 
well covered

What Is Known Within Social Licence

The information on social licence focuses on:

61MINISTRY FOR THE ENVIRONMENT

Perceptions of government plans on climate 
change

Perceptions of level of government action 
towards climate change

Degree of responsibility the government (both 
central and local) has towards climate change

Agreement on whether climate change actions 
should be in law
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SOURCE: IPSOS global 2022 survey
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SOURCE: IPSOS global 2022 survey
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SOURCE: MfE 2018 survey 
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Only one in five New 
Zealanders think the 
Government and 
politicians are doing 
enough to prevent 
reduce the impact of 
climate change
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SOURCE: MfE 2018 survey 
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There is strong 
levels of support 
for the government 
setting emission 
reduction targets
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SOURCE: IAG/IPSOS 2022 survey
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Generally less than 
half of New Zealanders 
are expecting to have 
to make a significant 
personal contribution
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SOURCE: IAG/IPSOS 2022 survey
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There’s strong division 
on whether taxes 
should be raised to 
pay for climate change 
responses
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There is a general social licence for government 
to do more about climate change, but there is 
limited detail on what is acceptable
General perceptions are that government is
not doing enough to reduce the impacts of 
climate change
There is strong disagreement on whether 
taxes should be increased to pay for 
climate change initiatives
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There needs to be 
more work done by 
the government to 
increase the degree 
of social licence as it 
pertains to particular 
actions, especially 
taxes.



Segmentation
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What Is Known Within SegmentationThere is moderate 
coverage of the ways 
of segmenting people

Base demographic information, particularly:
Age
Gender

Attitudes

Behaviours (high-level and stated)

The information on segmentation focuses on:
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Auckland Council used a framework based 
off Gretchen Ruben’s ”Four Tendencies 
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Sizing the Auckland Council attitudinal segments
72MINISTRY FOR THE ENVIRONMENT
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EECA has taken a beliefs-based approach 
to segmenting New Zealanders
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This resulted in five segments that 
worked on a spectrum
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Sustainable Business Council segments households on 
perceptions towards sustainable actions and values

75MINISTRY FOR THE ENVIRONMENT



CONFIDENTIAL @ TRA 2024

The psychological approaches to 
segmentation are based on trying to shift 
people along a continuum towards action

However, there is only a weak relationship 
between beliefs and action, therefore 
these segmentations will fall short on 
driving action

Looking at the population through simple 
demographics such as age and gender 
provide differences in beliefs, but not 
necessarily action, limiting their 
usefulness
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A different approach 
to segmenting the 
population is needed.



Summary of 
information known
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Information Area Depth of Information Information Gaps

Knowledge High None, it is regularly monitored across a range of different aspects

Behaviours High Focuses on reported, high-level actions. Needs to be more based on detailed 
actions taken recently

Motivations Low Motivations are relatively high-level and there isn’t much depth on knowledge on 
them. Needs more qualitative work to understand them better

Barriers Low Barriers are relatively high-level and there isn’t much depth on knowledge on them. 
Needs more qualitative work to understand them better

Needs Low No coverage, in any form, needs to be collected

Sentiment High None, real time collection and analysis

Social Licence Moderate Needs more detailed, concrete measurement of support towards specific 
government actions

Segmentation Moderate Need to look beyond demographics and attitudes to include segmentations based on
actions. Within actions there is a need to move beyond reported high-level actions



Information Assessed 
vs. Behaviour Change 
Frameworks
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Because behaviour is not always in line with beliefs or motivations we have used two 
frameworks that can acknowledge and account for this. These frameworks allow us to 
structure the current knowledge and our analysis.

An extensively used framework grouping the different 
actions for responding to climate change. 

This framework allows us to identify what types of 
information people know they have access to.

A proven behaviour change framework that is simple, 
yet powerful. 

We will use this framework to understand if the 
information has the ability to influence any of these 
three behaviour change levers:
- I know how to change
- I can change
- I want to change

Response to climate change is complex, 
but ultimately it’s about behaviours
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COM-B REDUCE/RESPOND/RECOVER/READINESS
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Looking through the COM-B framework there are large 
information gaps for Opportunity and Motivation
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Behaviour Change Driver Depth of Information Information Gaps

Capability High None, it is regularly monitored across a range of different aspects

Opportunity Low Opportunities are relatively high-level. Needs more understanding of detailed 
opportunities

Motivation Very Low Motivations are relatively high-level and there isn’t much depth on knowledge on
them. Needs more qualitative work to understand them better
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Looking through the Reduce/Respond/Recover/Readiness 
framework there are very large information gaps
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Response Action Depth of Information Timing

Reduce Moderate Opportunities are relatively high-level. 
Needs more understanding of detailed actions at reduction

Respond Very Low

Up until very recently, global agreements and research has focused on 
reduction. Only very recently has the conversation started to include other 
elements but this hasn’t flown through to research

Recover Very Low

Readiness Low



What Is Known From 
a Māori and Pasifika 
Perspective
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All the studies reviewed 
were based on nationally 
representative samples 
and therefore captured the 
views of Māori and 
Pasifika, but there has 
been no reporting on either 
of these groups.

The focus of the studies has mostly been 
about moving an entire population. This is 
where the greatest gains can be made as 
the majority of people aren’t taking enough 
actions, therefore moving everyone a little 
bit, rather than moving a particular group a 
lot is a more efficient strategy.

Where there is sub-group reporting, it is by 
age and gender, where there are differences 
in attitudes.
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Analysing the 
EECA/TRA research 
programme, Māori 
show slight differences 
to the total population: 
they are more likely to 
think it is an important 
issue but see more 
barriers to acting.

Feel slightly more strongly that the issue 
of climate change is important

Are less likely to think that a lot of small 
actions can add up

More likely to think action will impact 
their quality of life

More likely to think they can do more

See cost as the main barrier to acting

Are more likely to hear about climate 
change through friends and family
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Analysing the EECA/TRA 
research programme, 
Pasifika differ to the total 
population in that they feel 
it is more important and 
have a greater motivation, 
but are restrictedd by cost 
as a barrier to acting.

Feel slightly more strongly that the 
issue of climate change is important

More likely to think that they have a 
part to play in system change

Are more motivated by helping New 
Zealand meet its targets

More likely to believe they can meet 
their actions can make a difference

See cost as the main barrier to acting

More likely to get their information 
from media and social media
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Business 
Perspectives
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There are two sides to understanding 
Business perspectives
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What business decision 
makers’ attitudes towards 
climate change are and what 
actions they believe they are 
taking.

What advice business decision 
makers are receiving, either paid 
for or free, from Central and 
Local Government, 
Consultancies, Lawyers, 
Insurance Companies, etc.
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What is Known About Business 
Decision Maker Perceptions
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There are only two sources on Business 
Decision Maker perceptions of climate change

MINISTRY FOR THE ENVIRONMENT 90

EECA/TRA twice annual 
survey of business decision 

makers from any sized 
organisation and any industry

StatsNZ 2019 Business 
Operations survey of business 

decision makers of 
organsiations with 6 or more 

FTE
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These two sources provide us with reasonable 
coverage of the key information areas
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Information Area EECA/TRA StatsNZ

Knowledge Covered Covered

Behaviours Covered Covered

Motivations Covered Covered

Barriers Covered Covered

Needs Not covered Not covered

Sentiment Not covered Not covered

Social Licence Not covered Not covered

Segmentation FTE? Size (as per FTE) and Industry



Knowledge
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SOURCE: EECA/TRA 2022 survey
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SOURCE: EECA/TRA 2022 survey
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Most businesses are aware of the 
potential impact of climate change
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There is also high awareness of government 
policies to reduce greenhouse gases
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SOURCE: EECA/TRA 2022 survey
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While generally believing of climate change, business 
decision makers are more less convinced than the 
general population
There is limited knowledge of the most impactful 
actions, with less impactful actions being the ones 
most thought of as having a large impact
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There is a need to 
focus on business 
leaders as an 
influential group that 
lags the general 
population



Behaviours
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SOURCE: EECA/TRA 2022 survey
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Very few businesses are acting in response to climate change
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There’s only moderate desire to act in the next five years
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SOURCE: Stats NZ Business Operations 2021 survey
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SOURCE: EECA/TRA 2022 survey
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Very few business are taking meaningful 
actions to limit their emissions
The actions that are being done are those that 
have the lowest impact on emissions
A large number perceive that many of the 
actions all businesses can take are not 
applicable to their situation
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Similarly, there is a 
need to focus on 
communicating the 
actions businesses 
can take to reduce 
their emissions.



Motivations
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Businesses are mostly driven to act on 
climate change by external pressure
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External demand and pressure 
are the main motivations 
businesses have rather than 
internal, intrinsic motivations
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Getting business 
decision makers to see 
that there’s a benefit of 
being proactive in 
reducing emission is 
important.
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Businesses are mostly driven to act on 
climate change by external pressure
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Barriers
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As businesses don’t think they 
need to act, they don’t see any major barriers
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A large number of businesses don’t think that 
taking actions to reduce their emissions are 
applicable to them and therefore don’t see any 
barriers
Outside of this group, cost is the main perceived 
barrier to taking action
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Barriers amongst 
business decision 
makers will start to 
reduce once they’ve 
been convinced of 
the need for action.



Summary of 
Information Known
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Information Area Depth of Information Information Gaps

Knowledge High None, it is regularly monitored across a range of different aspects

Behaviours High Focuses on reported, high-level actions. Needs to be more based on detailed 
actions taken recently

Motivations Low Motivations are relatively high-level and there isn’t much depth on knowledge on 
them. Needs more qualitative work to understand them better

Barriers Low Barriers are relatively high-level and there isn’t much industry depth on them

Needs Low No coverage, in any form, needs to be collected

Sentiment Low There’s an inability to split business sentiment from general population sentiment, 
which means it can’t be collected

Social Licence Low Needs to be assessed

Segmentation Moderate Size and Industry provide a practical approach to understanding differences and 
targeting, so there’s limited need for different perspectives



Information Assessed vs. 
Behaviour Change Frameworks
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Because behaviour is not always in line with beliefs or motivations we have used two 
frameworks that can acknowledge and account for this. These frameworks allow us to 
structure the current knowledge and our analysis.

An extensively used framework grouping the different 
actions for responding to climate change. 

This framework allows us to identify what types of 
information people know they have access to.

A proven behaviour change framework that is simple, 
yet powerful. 

We will use this framework to understand if the 
information has the ability to influence any of these 
three behaviour change levers:
- I know how to change
- I can change
- I want to change

Response to climate change is complex, 
but ultimately it’s about behaviours
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COM-B REDUCE/RESPOND/RECOVER/READINESS
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From a business decision maker perception perspective the COM-B 
framework shows large information gaps for Opportunity
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Behaviour Change Driver Depth of Information Information Gaps

Capability Moderate Only regularly monitored through one source. 
Needs more detail on industry- specific capabilities.

Opportunity Very Low No information captured.

Motivation Moderate
Motivations are relatively high-level and there isn’t much depth on 
knowledge on them. Needs more qualitative work to understand them better. 
Only regularly monitored through one source.
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From a business decision maker perception 
perspective the Reduce/Respond/Recover/Readiness 
framework shows very large information gaps
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Response Action Depth of Information Information Gaps

Reduce Moderate There is a high-level understanding of the actions needed to reduce emissions, 
but there is a lack of detail about industry and size specific actions.

Respond Very Low

Research to date has only focused on reduction.Recover Very Low

Readiness Very Low
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The publicly available information targeted at businesses 
provides detailed advice across the 4R’s framework

The publicly available information covers the 4R’s and falls in to two types:
• Detailed ‘how to’ information from local councils, government agencies, industry bodies, etc.
• High-level guidance from legal firms on a business’s legal responsibilities and guides on how to incorporate and respond to the challenges from consultancies
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Response Action Depth of Publicly Information 
Available to Businesses Information Gaps

Reduce Very High Very little for those who are interested in searching.

Respond Moderate Awaiting MfE’s information portals.

Recover Moderate Information in this space requires case by case information, 
which is difficult to provide freely.

Readiness Very High Very little for those who are interested in searching.



Local Government 
Perspectives
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From a formal information point of view, there is 
little known about how local council 
representatives view climate change, but the 
organisations produce plans and guidance on the 
topic for themselves and others. 

The Auditor General audited all local 
government 2021-2031 long-term plans, 
with a section devoted to climate change. 
This document has been summarised here.
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From the Auditor General’s report on local council’s 2021-
2031 long-term plans:

all councils included a disclosure about climate change 
effects in their long-term plan
our auditors did not raise any significant concerns 
about the climate change assumptions in the 2021-31 
long-term plans (but suggested improvements in some 
instances);
our auditors did not draw attention to any climate-
related matters or concerns in their audit reports.

Councils take a fairly standard approach to setting out their 
climate change assumptions. The climate change 
assumption often involves a description of the likelihood and 
impact of climate change, with supporting information about 
forecast district- or region-specific climate effects. It then 
sets out possible impacts on council infrastructure, 
activities, or communities.
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Local councils are 
moving in the right 
direction in terms of 
both mitigating and 
responding to 
climate change.
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