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The Kiwifruitindustry



Our Purpose
To help people, communities and the 

environment around the world to thrive 
through the goodness of kiwifruit.



PEOPLE planet communities

What Sustainability means for us 



What’s on People’s Mind? 
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% people mentioning as one of 3 things happening in the world that they are most concerned about right now

Source: Kantar Global Barameter, May + Sept 2022
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Future-led Sustainable 
Industry
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Can we add more 

value in economic 
hard times? Future-led Sustainable 

Industry



The business case for sustainability

71. The comprehensive business case for sustainability, HBR, Whelan & Fink, 2016; accessed 20 January 2022
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Consumers: Intent vs

Action

CONSUMERS
58% OF CONSUMERS

are looking for brands that have social and 
environmental purposes. They are prepared to invest 
time and money to support companies that do good. 

53% HAVE STOPPED
buying products / services that have

a negative impact on the environment
and society.

Source: Kantar Asia Sustainability Foundational Study 2021



Retailers: Seeking 
Differentiation

Retailers
17% OF RETAILERS

globally are known to have done a 
lot to reduce plastic waste. 

There has been increasing initiatives 
from retailers and manufacturers to drive 
shopper habits, innovate and be known for 

sustainability. They are prepared to re-think 
systems and face cost challenges, especially in 

France.

Source: WCWD, GRK, Europanel & Kantar research study



Government: Regulating 
Change

GOVERNMENT
66% OF countries

have at least some aspect of restrictions on 
plastic bags with their import, manufacture or 

distribution. 

The list of countries banning single-use plastic 
items will grow longer in 2021. Many other 

countries, U.S. states and cities are also 
working on similar legislation.

Source: https://www.statista.com/chart/17318/share-of-
countries-that-have-enacted-plastic-bans-restrictions-and-

the-types-of-restrictions/



Packaging
MATTERS
Why there is urgency in 
meeting our commitments

Our consumer insights show 
that plastic waste is a top 
environmental concern 
globally, second only to 
climate change.

Sustainability continues to be 
a concern across all our 
stakeholders. Consumers and 
retailers want better 
packaging and governments 
are legislating restrictions on 
packaging materials.



Bringing our work programme to life
Successes and challenges

Executing change in 
market

Investing in new 
solutions

Designing packaging for 
the future
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Zespri  Sustainable Packaging in 2023 for 
Key customers



Climate 
change has 

become the number

one concern for 
our consumers



Climate Change  Strategy





Kiwifruit climate 
Change   Pathway

Climate 
Change

Adaptation plan

RESPONDING TO RISKS & 
OPPORTUNITIES

FOR A THRIVING KIWIFRUIT 
INDUSTRY
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Thank you!

Carol ward 
Chief Grower, INDUSTRY & 
Sustainability OFFICER
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