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Executive Summary

Media consumption habits

« Majority of respondents from
Continental European and Middle East,
Latin America and Africa (MELAA) are
heavy users of television (TV) and the
internet. Internet usage is highest
among Asians overall, while Indians
show a greater preference for
traditional media including TV, daily
newspapers and magazines

« Facebook is the most-used app for
Continental European and MELAA,
however its dominance is less
pronounced among Asians, who show a
greater preference for Instagram and
WhatsApp

- News from mobile apps and websites is
the most trustworthy source for all
Ethnic Communities. This is followed by
traditional media like TV, radio, and daily
newspapers

Language and cultural consideration

« While consuming the news in their native
language is important to all Ethnic
Communities, Asians and MELAA
communities find it significantly harder
to access than Continental Europeans,
who are largely satisfied

« Social media is the primary channel for
Asians and MELAA to find native-
language information, while Asians also
prefer to look for information on
government websites

« The preferred style varies by
community. Continental Europeans favor
direct and factual communication, Asians
prefer an action-driven tone, and MELAA
communities value empathetic and
inclusive messaging

- Timeliness and cultural tailoring are major
concerns for Asians, while MELAA
specifically feel that religious and
spiritual beliefs are often overlooked in
government communications

Government communication

« Government communications are

perceived as moderately effective. Key
barriers are language issues and a lack of
cultural sensitivity, particularly for Asian
and MELAA communities

Timeliness and regular updates across
multiple channels are the most important
factors for building trust during a crisis

Natural disasters and public health
emergencies are the top two situations
where all communities seek government
information, however Continental
European communities also place a high
priority on receiving information about
national security threats

TV is a highly rated choice for receiving
critical information across all Ethnic
Communities. However, preferences for
other channels vary; Asians and MELAA
also favour social media, while Continental
Europeans show a stronger preference
for official government websites.
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Backg round and Objective With this in mind, the research explored:

The Ministry for Ethnic Communities sought to: Media consumption habits Communications
- Enhance their digital engagement and, “ )’ Assess the current usage, ® ® ® Assess how Ethnic
[

- Improve government outreach to Ethnic Communities across New preferences and expressed BB Communities currently

trust levels of various media perceive the effectiveness
Zealand platforms among Ethnic and cultural adequacy of

Communities government communications
The core.o.bje.ctlve of the study aimed to un.derste!nd how Ethnic Language and cultural Recommendations
Communities in New Zealand consume media, which sources they trust, - considerations : Identify the most effective
their language preferences, and how the government can effectively S?Jgpslhshgp?h'lnguasitlﬁ fhanr?.e's Et”hd f Orcmats for.t.
communicate with them, particularly in emergencies. N thelr eeds for o T o e for

accessing information government agencies

Research approach

To provide an insightful coverage a multi-mode solution is considered to obtain market coverage, while also
adding a layer of nuanced understanding and insight:

Syndicated Quantitative Qualitative

Using Consumer and Media Bespoke gquantitative market- Moderated in-depth interviews
Insights (CMI) which is a based study covering Asian, were conducted to uncover the
comprehensive view of the New Continental European, Middle nuanced areas of the project
Zealand population across all Eastern, Latin American, and which might not be apparent
areas of daily life: demographics, African, audiences in New from the quantitative data
attitudes, activities, media Zealand to address topics not streams
usage, and product purchases. already covered through in CMI

Sample base n=10,000 Sample base n=573 Sample base n=6

Copyright © 2025 The Nielsen Company (US), LLC. 5
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Research design - quantitative

The sample that was recruited and collected by Nielsen sought to provide more detail around
the nature of communications, needs and touchpoints for the Ethnic Community groups in New
Zealand.

=0 == ...

" 4 o —

Survey design Respondents Audience
- Nielsen conducted a 10-12-minute - Nielsen surveyed respondents * Sample was collected amongst
online survey targeting n=573 ’ using a link which was shared ’ those who are 18+ in New Zealand

Wel\trT pSa:ril \ll'ea c;g:/:g:f;e?et_h'rd' « Estimated feasible audience: Asian
in collaboration with the Ministry party pie P ! = /6%, Continental European =
: . contacted respondents from o : :
for Ethnic Communities, to cover the last two years of Consumer 10%, Middle Eastern, Latin
ethnic media, communication American or African (MELAA) 14%

eferen munit and Media Insights
prererences, community respondents. « The audience was collected
touchpoints, perceptions of

through the multi-modal approach
government, needs. and weighted back to the New
Zealand Ethnic Community
population using reference from
Ministry for Ethnic Communities.

« The questionnaire was developed

PR 2 Nielsen Copyright © 2025 The Nielsen Company (US), LLC.
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Research design and sample profile - qualitative

N=6 online interviews were conducted from

16-22 July 2025, across the following dimensions:

GENDER

1 Female

2 Male

3 Non-binary

4 Male
5 Female
6 Male

<> Nielsen

34 years

25 years

35 years

22 years

42 years

25 years

ETHNICITY

Latin

American

Indian

Italian

French

African

Chinese

Peru

New
/Zealand

Italy

France

Africa

New
Zealand

TRANSLATING

FOR

Mother

Mother,
Grandparent

Friend

Partnher

Daughter

Parents,
Uncle and Aunty

All Residents:
 Live in metropolitan and regional areas of
New Zealand
* Mix of:
» Gender
» Age
» Ethnicities

» English speakers from Non-English
speaking backgrounds
» Residents speak English but have
access to Non-English speakers in
their household, family, friendship
groups or close community, that they
can speak on behalf of with respect
to communication needs and
preferences

Each interview was conducted via Zoom
for 20 mins in duration. Residents were
paid a monetary incentive for their time.

Copyright © 2025 The Nielsen Company (US), LLC.



Respondent profile — quantitative

Gender, Age and Location profiles.

G)

Wellington
region

Auckland 58Y%

region Canterbury [Christchurch: 83%

region Others: 17%]

Others j
Waikato region 5%
Bay Of Plenty region 4%
Northland region 3%
Otago region 4%
Southland region 1%
%
50% Taranaki region 2%
35% Manawatu-Whanganui region 1%
o Nelson region 1%
15% Marlborough region 1%
! Hawke's Bay, Gisborne, West Coast region 1%
18-24 25-44 45+

QAge: What is your age?

QGender: Which gender do you most closely identify with?
Qlocation: Where do you live?

Base n: 573

< : > Nielsen Copyright © 2025 The Nielsen Company (US), LLC. 8



Respondent profile — quantitative

Ethnicity Communities and religious profiles.

Ethnicity

Continental
E 3
opeer Middle East, Atican I &
Latin America °
and Africa
(MELAA) Middle East - 3%

Latin America [N 3%

o

_____________________________________________

Note: *Continental European ethnicity break up not included in the questionnaire

Qethnicity: Which ethnic community do you identify yourself with?
Qreligion: What is your faith or religion?
Base n: 573

<> Nielsen

o ————— - - —— -

e 30 WERA

Chinese |GG 22%
Asian - Others |GG 16%
Filipino | N 15%

-------------------------------------------

| T ————

N ——————————————— -

No religion

Other Christian (eg. Anglican,
Pentecostal etc)

Catholic

Hindu

Islam

Buddhist

Sikh

Spiritual but not religious
Prefer not to say

Jewish

Others

Religion

I, 2 4%
I, 22%
I 18%
I 10%

N 87

N 57

I 4%

Bl 3%
I 3%
1%

M 2%

Copyright © 2025 The Nielsen Company (US), LLC.
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Respondent profile — quantitative

Migration, occupation and income profiles.

o
Migration Occupation [eo] Income

Professionals |G 29%

| was born overseas and .
. | was born in New
migrated to New Zealand Zealand, but at least

Managers

B 157%

Up to $80,000 - 28%

one of my parents Clerical and Administrative B 0%
migrated here Workers ’ $80,001—$120,000 - 20%
Students |l 8%

Technicians and Trades Workers [} 5%
$120,001—$200,000 - 32%
@ My family has lived in Home Duties [l 6%

New Zealand for

multiple generations Retiree [l 6%
More than $200,000 I 9%
Sales Workers [} 6%

@ Others — mainly @
student visa or | came to New Zealand
o)
work visa as a refugee or through Labourers . o7 Don't k / ; | 09
o . . . on NnOowW / hot sure
a humanitarian visa Community and Personal Service B 4% °
Workers ?

Machinery Operators and Drivers | 1%

Prefer not to say I 9%
Others M 5%

QMigration: Which of the following best describes your or your family’s migration journey to New Zealand?
Qincome: What is your total household annual income before taxes? Consider all income earners in household.
QOccupation: Which of the following best describes your occupation?

Base n: 573

<> Nielsen Copyright © 2025 The Nielsen Company (US), LLC. 10



Media
Consumption
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More than two thirds of Continental European and MELAA communities
are heavy users of television and internet

Internet usage leads in media consumption for Asians, followed by outdoor media. Indians show a greater preference
for traditional media, such as TV, daily newspapers, and magazines. Across Ethnic Community groups, the highest
proportion of people are not engaged with daily newspapers, magazines and cinema.

Consumption of media - By Ethnicity

Asian
Indian: 34%

Continental European

TV 27% 24% 46% 26% A41% 28%
Korean:73%, Japanese:50%, Chinese:48% ]
Internet 41% 32% 43% 31%

Outdoor 39% 30% 31% 26% 37% 25%

Radio 13% 27% 26% 31% 19% 33%

Daily Paper 17% 1% 19% 10% 14% 10%
Indian: 27%
Magazines 20%  21% 15% 26% 17% 23%
6% 4% 7%

Cinema 22%

m Heavy ®m Moderate Light Non-User

23%

TV (H: 23 hrs+, M: 14-23 hrs, L: up to 14 hrs), Daily Paper (H: 4+ p/w, M: 2/3 p/w, L: 1 p/w), Magazines(H: 4+, M-2-3, L — 1), Radio (H: 20 hrs+, M: 7-20 hrs, L — up to 7hrs), Internet (H: 35 hrs+ p/w, M: 14-35 hrs p/w, L: up to 14 hrs p/w hrs, L: up to 14 hrs), Cinema (H: 5+ L6M, M: 2-4 P6M,
L: 1 L6M), Outdoor (H/M/L based on opportunity to see ads due to commuting, travel and retail behaviours)

Source: Nielsen CMI Q1 23 - Q4 24 : CMI Nielsen NZ

PR 2 Nielsen Copyright © 2025 The Nielsen Company (US), LLC.
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Facebook is the most often used app for Continental European and
MELAA, followed by WhatsApp and Instagram

Among Asians, Facebook is the most frequently used application, although its dominance is not as pronounced as it
is with the other two groups. Instagram and WhatsApp are used more by Asians than by their counterparts from
Continental Europe and MELAA. Notably, a significant 57% of Koreans report that Instagram is the app they most
often use.

Most often used app - sy Ethnicity

Continental European

m Facebook
m \WhatsApp
® [nstagram
TikTok
X [ Twitter

®m Snapchat

LinkedIn

12% 8% 9%

2% & 3% 4% 2%

1% ? 1% 2% 1%

Pinterest

Source: Nielsen CMI Q1 23 - Q4 24 : CMI Nielsen NZ
4 L] . .
PR 2 Nlelsen Copyright © 2025 The Nielsen Company (US), LLC. 13



News on mobile apps or websites are the most trustworthy source for

finding information across ethnicities

App/website is followed by traditional media like TV, Radio and Daily newspaper. The order of preference largely remains
the same across the three Ethnic Community groups.

Trustworthy sources for finding information sy Ethnicity

NZ news on mobile app or website

Broadcast TV - free to air or paid

Live broadcast radio

Daily newspaper (printed)

Weekly/local community/suburban newspaper (printed)
Free NZ streaming content

NZ magazine - printed or online magazine content

eNewsletters from company/organisation you have a
relationship with

NZ news brand's social media

Podcast

Short online video

Direct Mail or unaddressed mail

Online radio (streaming) or online music service
Paid, streaming subscription content

Social media

Outdoor advertising

NZ magazine brand's social media

Cinema

Source: Nielsen CMI Q1 23 - Q4 24 : CMI Nielsen NZ

<> Nielsen

Asian

I 34 7%
I 237

N 13%
127
H 10%
I 127%
Il 0%
Hl 8%
H 10%
7%
Hl 9%
7%
M 5%
Il 6%
7%
Il 6%

M 5%

W 3%

Continental European

N 28%
I 24%
I 18%

I 16%
I 15%
B 12%
. 11%
BN 9%
7%
7%

Bl 6%

M 5%

M 5%

M 5%

W 4%

W 3%

B 3%

i 2%

31%
24%
15%
14%
12%
13%
12%
8%
8%
8%
6%
5%
5%
6%
4%
5%
3%
2%

Copyright © 2025 The Nielsen Company (US), LLC.
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Context of media habits and
touchpoints

While Ethnic Communities use a range of sources for their news and
information, including social media, text messages, email, radio and
letters in the post, there are some nuances around how and why they
use these:

Social media and text messages are the most commonly used channels
for news and information.

Letters and emails are highly valued because they allow time for careful
translation, can be referred to multiple times and are seen as more
trustworthy and formal than social media.

Scams are an area of concern, and many are taking measures to protect
those they translate for:

o Monitoring social media feeds

“They struggle with trying to discern what is legitimate and fake ads with
ulterior motives on social media. I'll tell them that doesn’t look right. I try to
look over their shoulder, but it’s difficult at their age to figure these things
out.” (Male, 25, Chinese)

o Avoiding certain channels (e.g. phone calls in their native
language that do not seem legitimate)

Radio and podcasts are less popular by comparison, as some do not
watch free-to-air TV at all. Indeed, some actively avoid certain types of
media (e.qg. Italian TV or print media) to avoid potential exposure to
negative content.

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025

Preferred media channels listed in order of most
to least often mentioned by Residents:

Social media and messenger services:
Facebook, WhatsApp, YouTube,
Instagram, TikTok, X, Reddit

Text messages: Far-reaching, especially
important in emergencies

Emails: Direct, secure, more legitimate
than mass communication

Direct mail: Letters in the post create an
impression of legitimacy and importance

Radio: Less commonly used, although
still a source of news for some

Podcasts: Less commonly used, may be a
potential avenue for news and information

Copyright © 2025 The Nielsen Company (US), LLC. 15



Language
and Cultural
Considerations
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Asians prefer to consume news and

information in their respective native
languages rather than in English

While three in four MELAA have a preference for consuming content

in English, many others still favour their native languages.

Primary language for news and information consumption

By Ethnicity

Continental European

English

Hindi
Mandarin
Tagalog
Cantonese
Panjabi
Korean
Others

(mainly Japanese,
Malay, Somali)

6%
8%
6%
6%
4%
3%

7%

French
German
Others

D

Other primary languages -

4%
1%
2%

Afrikaans
Arabic

Spanish
Others

(mainly Portuguese)

QLP1: What is your primary language for consuming news and information? Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)

QLP2: Do you regularly consume news or information in languages other than your primary language? Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)

QLP3: Which other languages do you use for consuming news/information? Base n: 395 (Asian: 323, Continental European: 24, MELAA: 48)

<> Nielsen

1%
7%
4%
3%

(o)
Overall, 69 /0 of Ethnic Communities
consume news or information in languages other
than their primary language

Secondary language for news and information
consumption - By Ethnicity

Overall Top 4 languages

English
Asian Hindi
0,
74% Tagalog
Mandarin
_ English
Continental German
European '
robea French
Spanish
English
MELAA Afrikaans
60% Spanish
Arabic

*Low base < 30 use with caution

Copyright © 2025 The Nielsen Company (US), LLC.
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Communication: Language

When communicating in English, it should be basic to make it easier for whom it's a second language and for those
translating for relatives and friends, as information that is converted into different languages is often difficult to find.

The more difficult part is
Interpreting words we don’t

Basic English (Plain English): Use simple
English, slow

speech and enunciate clearly to aid
understanding without being condescending
Colloquial translation over literal translation:
Explain concepts in a culturally familiar way
Native language options: Provide information in
multiple languages (e.g. Hindi, Spanish,
Chinese) especially for key services like
healthcare, voting and emergencies

One thing that makes a huge difference is trying to translate

What Doesn’t Work

Untranslatable words: Some English words are
difficult to translate, highlighting the need for
basic English

Literal translations that don’t convey meaning
properly due to a lack of equivalent words
Untranslatable phrases (idioms): Some English
phrases don’'t make sense in other languages
English-only communication can leave older
generations dependent and confused
Untranslated government documents particularly
during COVID where alert level changes were not
understood

We have a lot of ways of saying things

things not in a one-to-one transilation but finding ways to
explain it that makes sense with the colloquialisms of that
language. In a dental context, there’s no specific word for
root canal in Hindl. Finding slang or colloquial terms in the
root language that translates the essence of what you're
trying to say if there’s no direct translation. (Male, 25, Indian)

Something simple, something

: ) in ltalian, which | can’t really translate
easy to read in terms of the size

, ] word by word, so it’s finding more
of the text and laid out in colourful ways of saying things without

layman's terms. (Male 25, having no sense at all. (Non-binary, 35,
Chinese) Italian)

use in the every day. The
easliest message you can
send is a simple message
with simple words. (Female,
42 African)

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025

Copyright © 2025 The Nielsen Company (US), LLC. 18



Asian and MELAA communities use social media most often to find
information in their native languages

Traditional media is also a preferred source for Asians and MELAA, while Asians also look for information in government
websites.

Sources to find government information in languages other than English

By Ethnicity
| Filipino —72% |
Social media (FB, TikTok, Instagram, Snapchat, X) I 51 B 34% 60%
Government websites [(MEC), (DIA) etc.] B 3% B 24% 21%
Traditional media (1v, radio) B s B 21% 38%
Individual Government agency websites [(NEMA?\]eInV;n;ieg]ar;t;%r; B 23 B 8% 29
[ Indian — 31% E Local ethnic social media channels B 22 B 7% 1%
Text messages (WhatsApp/WeChat/Telegram) | PARA B 6% 36%
Community centres/groups B 6% B 4% 13%
Regional councils 2% B 8% 9%
Community leaders, organisations % B 4% 4%
Religious newsletter [l 9% B 6% 0%

QLP5: Where do you typically go to find government information in languages other than English?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80) Others — Asian: 7%, Continental Europe: 30%, MELAA: 9%

PR 2 Nielsen Copyright © 2025 The Nielsen Company (US), LLC.



Native language (

It works better when
Given the valuable nature of the social touchpoints, the role it’s closer to the [talian
of messaging in native languages should do more than culture, which is really
translate words, it should be clearly structured to reflect friendly and
cultural understanding to feel relevant and trustworthy. passionate. When that

Many of the same rules apply to native language messaging as with CO/??GS through, the
communicating in English, with some minor adjustments: writing then becomes

Use everyday vocabulary for clarity, simplicity and impact easier

° . . . . . t r o
Avoid literal translations and convey intended meaning using 0 absorb ,

. ) ) : (Non-binary, 35, Italian)
culturally appropriate language (e.g. using colloquial terms in the
native language if a direct translation does not exist)

Apply elements of native culture to make it easier to absorb (e.g.
Italian friendliness, passion)

A warm, empathetic and respectful tone is preferred across
communities and the formality level should match the context

Be mindful that tone and phrasing in one language may not
translate well (e.g. Humour in English may sound condescending in
another language)

Infographics and simple visuals are universally helpful across
languages

Pre-educate communities about the types of alerts they might
receive (e.g. weather alerts) to reduce fear or confusion

Deliver the message via trusted media sources (e.g. WhatsApp) to
improve reception and sharing

Native language communications reduce dependency on family
members, giving the recipient more independence and confidence
in understanding and acting on the message

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025

Copyright © 2025 The Nielsen Company (US), LLC. 20



Continental European and Asian ethnic groups deem it important to get

government information in their native language

Continental European communities deem their native language requirements as critical and appear to have this need
well met, with 70% finding it easy to locate government information in their preferred native language. For Asian and
MELAA Ethnic Communities, accessibility appears harder by comparison.

Importance of finding government information

in native language - By Ethnicity

op2Box | [38% 59% 20%

Important)

4%

Filipino —
40%

Asian Continental MELAA
European

QLP4: On a scale of 1to 5, how important it is for you to access government information in your native language?
QLP6: How easy is it for you to find government information in your preferred language(s)?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)

<> Nielsen

Top 2 Box
(Very Easy
+Easy)

47%

2%

m Crucial

m VVery important

® Somewhat important

= Not important

Asian

Accessibility of finding government
information in native language - By Ethnicity

70% 42%

m \Very easy

m Easy

m Neutral

m Difficult

m | can't find it in my
preferred language

Continental MELAA
European

Copyright © 2025 The Nielsen Company (US), LLC. 21



Preferred
communication
style for receiving
government
information

<> Nielsen

Three quarters of Continental Europeans prefer
direct and concise style of communication

Asians and MELAA also favour communication styles that are detailed and
explanatory and visual or illustrative (the latter being higher among Filipinos).

70%
Detailed and explanatory 41%

Direct and concise

Action oriented and practical

Visual or illustrative

Interactive or conversational

Story-based or narrative

Empathetic and relationship-focused

QCPC1: Which communication style do you prefer for receiving government information?

Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)

50%

29%

32%

22%
21%

38%<{ Filipino — 51% ]

17%
30%
28%
10%
24%
21%
9%
18% .
m Asian
19% .
10% m Continental European
10% MELAA

Copyright © 2025 The Nielsen Company (US), LLC. 22



Communication: Style

Communication style should be simple, direct and factual.

What Doesn’t Work

« Simple: Offer simple, straightforward « Wordy content: Long, wordy content is often

information to clarify the message and reduce
the potential for confusion

Direct: Clear, concise information that gets
straight to the point: Explain the subject and
why the communication is being sent

Factual: Information based on fact, not
emotion

I'm quite instructional with the

information, not emotional. To the point
and direct, because I'm just relaying

Explain it well so we know what is

ignored as it is too difficult to understand
Small text: Dense information in small text is
difficult to see and absorb, especially for the
older generation

Complex information: Avoid complex or
complicated communication

Metaphors: Can create confusion when not
familiar to the person’s native culture
Emotive language: Keep it unemotional

happening next. Explain what is the
subject of the mail. Even If it takes
more words to explain it, the more it

Coming from an immigrant
background, something that’s easy
to understand, that puts things in
simple terms, nothing too
complicated. (Male, 25, Chinese)

If it's something that's a wee bit
longer or perhaps really in-
depth, very wordy, people kind
of don't take the time to even
look at it. (Male, 25, Indian)

information to my mother. It’s nothing
personal to me so there’s no feelings

that would accompany what I'm is explained, the more it's easily

translating, especially if it’s from the understandable for us. (Male, 22,
government. (Female, 34, Latin French)

American)

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025
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Preferred Continental Europeans usually prefer an
communication informative and factual tone of communication

Other than an informative and factual tone, Asians also like an action driven

tone for recei\ling tone of communication while MELAA groups have a high preference for
government
information

empathetic and inclusive qualities.

[ Filipino —74% 7~ Informative 20%

58%

47%
40%

(Filipino — 55% [~ Factual 59%

23%

1
—_
©
X

Conversational
14%

1
N
_L|
NN
1N
o

Reassuring

Action-driven 19%
— 1%
Inclusive 21%
Instructional 16%
F 27% — Indian—36% |
Inspirational 7%
_ 23% -
Empathetic M—15% = Asian

] . m Continental European
Humorous =1O%14A MELAA

4dp H QCPC2: When receiving information from the government, which communication tone would you prefer the most? Copvright ® 2025 The Nielsen Company (US) LLC. 24
“w Nlelsen Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80) Pyrg pany (US),



Communication: Tone

Communication tone should be informative and helpful, while also being empathetic, warm and
respectful.

What Doesn’t Work
« Informative: Focus on logical, actionable « Humour: Can be lost in translation and may
information (e.g. Explain the background, why create the impression of condescension
they are receiving the message, what to do « Tonal mismatches: Avoid tones that could be
next) misinterpreted as sarcastic, cold or casual tones
« Helpful: State that government is here to help that do not match the context
« Empathetic: Coming from a place of « Overly formal or informal: Formality should be
understanding and wanting to connect adapted to the type of message (e.g. formal tone
« Warm: Friendly and approachable for legal matters, informal tone for community
« Respectful: Communication that is considerate events)
of others’ feelings and perspectives, avoiding « Lack of empathy: Being too factual or clinical
language that is dismissive or condescending during sensitive situations like a natural disaster
response

A lot of Kiwi messaging is pretty humorous.

The friend | translate for is so Something that's warm, empathetic It can get lost in translation or come across It’'s from the government,
Structural. So, definitely logical and comes from a place of “We want as condescending. If my mum doesn’t quite so shouldn’t be humorous.
and clear cut information - no to help”. | find that makes a really get the humour she might think “Are they It should be more formal
metaphors and stuff like that. big difference. Keep it simple and trying to make fun of me? Am | missing but not too complex.
(Non-binary, 35, Italian) keep it friendly. (Male, 25, Indian) (Male, 25, Chinese)

something?’. (Male, 25, Indian)

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025
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Nearly six in ten Asians want government communications to be

culturally respectful

However, one in four Asians feel a lack of timeliness and cultural tailoring is often overlooked in government
communications. In contrast, MELAA groups have highlighted ‘not considering religious and spiritual beliefs’ as a

concern.

Importapce of government communications Asian Continental European
respecting cultural background

| Filipino - 71% >

- Crucial
- Very important
Somewhat important

- Not important

Cultural aspects that are often overlooked in
government communications

Lack of timeliness in communication I 25

(_Indian - 29% > Not considering religious and spiritual beliefs 1%
Verbose - text heavy | YAA
Lack of cultural tailoring B 5%

[ Filipino- 31% F Communication is not multilingual B 23%

Not considering historical context and trauma B 20%

Not communicating about safety Bl 4%
Not considering diet B 1%

QCPC3: How important is it that government communications respect your cultural background?
QCPC4: Are there any cultural considerations you feel are often overlooked in government communications?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)

<> Nielsen

. 17%
B 16%
N 18%
B 13%
B 12%
B 20%
B 10%

W 4%

Others — Asian: 7%, Continental Europe: 31%, MELAA: 18%

an

23%
29%
8%
1%
25%
12%
13%
4%
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Communication: Cultural Preferences

In addition to providing timely and culturally nuanced communication, another bridge to understanding could come
from sharing local cultural context to Ethnic Communities. To ensure an understanding of NZ practices and customs
(‘what’ and ‘why’) and apply elements of native culture to make the information contextually relevant.

« New Zealand cultural context: Provide local cultural
context to ensure understanding of local practices
and customs for diverse cultural backgrounds

« Explain why the message is being communicated

« Apply elements of native culture to make it easier to
absorb (e.g. Italian friendliness, passion)

« If messaging is in a native language, it is important
to apply the correct tone (e.g. using formal Hindi in
legal documents or using informal language in an

email)

We took the weather alert message
way too seriously. | don’t know if
there was some people who died
auring this. If there was another
message before saying that weather
alerts happen sometimes, that would
have been perfect for us. (Male, 22,
French)

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025

Whether it's formal or informal, Hindi changes the
context of the way you view the communication. If
it was a legal document but there were informal
Hindi terms that would seem inappropriate, like
something’s amiss. If it was a general email the
inverse is true. If it was informal, it would feel
Strange and sort of cold. (Male, 25, Indian)

What Doesn’t Work

Lack of New Zealand cultural context: Without
this context, individuals from diverse
backgrounds may not understand local
practices and customs (e.g. the “Why” behind a
voting letter~ what it is, the purpose of it and

why they are receiving a letter)

Lack of awareness of the native culture
Using contextually inappropriate tone when

using native languages

When we receive voting letters
from the government | don’t think
it’s communicated why we need to
vote and why it's important, so /
have translated those for my
mother and filled in the information
gaps. (Female, 34, Latin American)

Don’t assume everyone
understands cultural context in
Nz, especially when it comes to
the way things are run on a
day-to-day basis. It might be
very different in another
country. (Female, 34, Latin
American)

Copyright © 2025 The Nielsen Company (US), LLC. 27



Government
Communications
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Approximately four in ten Asians find
government communications
effective

While Asian and Continental European ethnic groups believe the
government's communication is effective, results for MELAA
indicate that improvements can be made, with six in ten
respondents remaining neutral in their assessment.

Effectiveness of government communications with Ethnic

Communities - By Ethnicity At least 39% Asians and Continental Europeans agree that
government agencies consider their cultural background while
Top 2 Box S 5 . communicating important information. An opportunity exists to lift
o) © 39% 37% 31% this sentiment with the MELAA community by increasing cultural

NUances even more So.

Very effective Do government agencies consider cultural background
when communicating important information?
= Effective By Ethnicity
Continental MELAA
= Neutral European
(o)
m Ineffective 467%
m Very ineffective 24%

Asian Continental European MELAA

QPGC1: How would you rate the effectiveness of government communications with your Ethnic Community?
QPGC2: Do you feel that government agencies adequately consider your cultural background when communicating important information?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)
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Access to government information is less challenging for Continental
European communities

While all groups felt that the volume of information was sometimes overwhelming, language barriers and a lack of cultural sensitivity
appears to be a challenge among the Asian and MELAA communities, of note for Filipino and African speaking peoples.
In these instances, translation tools are being used to bridge this gap, especially by Asian and MELAA communities.

Barriers to accessing government information - By Ethnicity Usage of translation software or Al to understand
government information - By Ethnicity

Sometimes the volume of information is =7£j1%
overwhelming 37%
30% 0
Difficulty finding relevant information 28%
20%
' , : 27%
Don't know where to find specifc government 16%
information 17% ®m Yes
17%
Distrust in government sources 19%
30%
] 94%
21%
Language barriers 6% == ======== 74%
JHe9 13% I Higher among : 67%
i __ | African and ; No
22% L __Filipino
_ Lack of cultural sensitivity @ 5% | T 777
® Asian 23%
m Continental European %I- - =
None 1 41%! . .
MELAA 26% L _ _ . Asian Continental MELAA
il European

QPGC3: What are the main barriers you face in accessing government information?
QLP7: Do you use any translation software or Al to understand government information?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)
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Challenges to receiving government communication include delays,
limited access, language barriers, and cultural insensitivity

Close to nine in ten people, could not recall any challenges faced while receiving government communication during

past crises.

Themes (challenges experienced while
receiving government communications during
past crises)

% Responses

Verbatim

Timeliness and Access Gaps

Sometimes communication is a bit late ~ "Flooding in Auckland airport, communication was poor*;
Did not receive the most recent Tsunami alert on 30 July 2025 ~ "yes, when they sent emergency
alerts about storms AFTER the time they mentioned it was passing by"

Language and Clarity Barriers

“Yes, | don’t always have the vocabulary they use, and even though I'm reading or listen to what
they said, it sounds like gibberish to me*; use of complicated language ~ “Mixed language in
Statements, .e. Maori and English”; too much text and complex wording ~ "Again, English-
language communication should be in English only.”

Trust and Cultural Insensitivity

Insufficient cultural sensitivity ~"Government messaging is very biased to the govt of the day,
Withholding facts, one dimensional approach, perception that politicians don’t always tell the truth

Other/Unclassified

Don't Recall / None

Open ended responses are analyzed and grouped into the themes

QPGC7 Have you experienced any challenges while receiving or understanding government communications during past crises? If yes, please explain. By government, we mean the central Government, not local Councils. Base n:573

<> Nielsen
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Natural disasters and public health emergencies are the top two
situations requiring government information

Continental European communities deem it important to receive information on national security threats, when
compared to their Asian and MELAA counterparts.

Types of crises when Ethnic Communities seek government information

By Ethnicity
Natural disasters (earthquakes, floods) I 62 % R 79% 60%
Public health emergencies (pandemics, outbreaks) NG 63% N 63% 62%
National security threats (terrorism, cyberattacks) GG 52 % D 65% 53%
Environmental emergencies (wildfires, pollution) GGG 47% D 57 % 47%
Civil unrest, social conflict |GGG 42% S 57 % 30%
Infrastructure failures (power outage, water contamination) NG 42% N 53% 43%
[ Filipino- 63% } Economic crises (recession, job market) |GG 51% B 38% 48%
Medical emergencies [IIIEGEGEGN 48% B 37% 40%
Power cut and water outages | 39% N 50% 57%
Political crises (election disputes) N 34% BN 39% 22%

QPGC4: During which types of situations/ crises would you actively seek information from government sources?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)

< L] . .
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Emergency situations

Timeliness is key in emergency situations, which reinforces the
importance of making information immediate, trustworthy and
accessible.

During emergency situations such as natural disasters and health
emergencies, the trusted source narrows to government agencies, the
police force and community organisations

The preferred channel changes from a variety of sources to one. The
emergency text messages that are sent out to all New Zealand
residents by the government

o Text messages allow Residents to identify key words (e.g. flood,
fire), triage information and respond appropriately

o While some appreciate phone calls during emergency situations, one
resident suggested they may not be appropriate due to unreliable
phone networks or comprehension difficulties

In emergencies use texts because the

The tone shifts to more formal, firm and directive to help convey the network is getting flooded with calls, so a
urgency of the message phone call may not be so reliable. A text is
- Concise, to the point information is crucial here (rather than pretty simple, it’s just words.
long text messages) and life-threatening information should Communication should be formal but with a
be listed first pretty firm tone, so it’s like

‘Yes, pay attention, this is important.
(Male, 25, Indian) , ,

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025
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Trusted Sources

Trusted sources include Government departments, health
professionals and community group leaders.

New Zealand Government: Government agencies are very trusted
(particularly credible during emergencies) as they are familiar, governed
by law

and communicate on matters of importance

Entities they’ve interacted with over a long period of time (e.g. Banks)
Healthcare Providers: The regular GP, medical centre, vax clinic
Small local businesses: Trusted as they show care and connection

Bilingual staff: Trusted and valuable during complex or sensitive situations
where clarification is important

Educational institutions (e.g. universities, schools)
Community groups and religious leaders

Less trusted sources include social media (unvetted influencers,
unverified information shared on WhatsApp) and companies that regularly
send advertisements (seen as having ulterior motives)

I I The family members | translate for trust the
government and entities they've interacted
[ We trust the NZ government. if it was & N/ ™ with for a long period, like the bank. It’s the

_ ) Small businesses that put in an effort to iars i ’,
go %n%/n;hgﬁig group ;ha;hi ;V% //7«;? wn we oot the communit, The Hindl youth oroups familiarity of those entities and you wouldn’t
corrupt. They don't send ads like ot her places and food stores that do communications in expect the government to have any

suspicious activities.

do, 50 we trust that if they're sending other languages. Religious or community
(Male, 25, Chinese) , ,

. . groups are also a really good way to
something it's for a reason. (Female, 34, Latin disseminate information. (Male, 25, Indian)

ﬁmen’can) / K /

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025
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More than half of Asians and MELAA
consider collaborating with community
leaders as important

The importance of community leader collaboration is lower among
the Continental European community (~22%).

Importance of collaboration with community leaders - By Ethnicity

Asian Continental European

7% Filipino— 62% 6%
8% L

MELAA
4%

- Crucial
" Very important
Somewhat important

B Not important

QBPC3: How important is it for government agencies to collaborate with community leaders or organisations when communicating with your ethnic group? | <3 4
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80) L s "' )
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Timeliness is a key factor in increasing trust in government
communication

Regular updates through multiple channels about a crisis is also an important criteria across Ethnic Communities.

Trust in government communication during a crisis would be increased by

By Ethnicity
:_|'Ti9_he_r_: Timely communication I 54 % N 64 % 48%
I among |
| Filipino 1 Regular updates through multiple channels I 56% D 58% 39%
Subject matter expert, professional expert B 30% B 35% 32%
Local politicians B 24% B 16% 23%
Culturally considerate messaging I 27 % 1% 19%
Community groups I 25% B 10% 17%
Information in my native language I 05% 1% 9%
Use of familiar community figures B 19% B 15% 17%
[ Higher among Indian F Religious, social leaders Bl 15% M 5% 17%
Social media influencers B 7% B 5% 17%

QPGC6: What would increase your trust in government communications during a crisis?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)
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Television is one of the leading choices across Ethnic Communities

While Asians and MELAA groups also prefer social media, Continental Europeans have a stronger preference for official
government websites, such as the Ministry for Ethnic Communities (MEC) or the Department of Internal Affairs (DIA), for
receiving critical information.

Platforms they would prefer to receive critical government information

By Ethnicity
Asian Continental European

I Filipinos have higher preference towards Social |
I media, individual govt. websites, community I
| centre/groups and community leaders I

e i e ! TV I /8% I 1% 34%
Government websites [(MEC), (DIA) etc.] I 43% N 47% 29%
Social media (FB, TikTok, Instagram, Snapchat, X/Formerly Twitter) B 48% B 30% 46%
Radio B 31% BN 39% 25%
[ Higher among Indian F Text messages (WhatsApp/WeChat) I 43% I 29% 31%
Individual Government Agencies websites [(NEMA')\] Immigration I 4% B 36% 179%
ew Zealand)
Community centres, groups B 26% B 20% 32%
Regional councils B 05 B 21% 30%
Community leaders, organisations B 23% B 4% 14%
Phone calls (mobile, landline) I 22% 1% 8%
Religious newsletter B 13% B 7% 12%
None of the above B 10% e 2% 21%

QPGCS5: Where do you prefer to receive critical government information during crises?

Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)

<> Nielsen
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Recommendations

« Channels and formats used
- Best practices




Preferred formats

Written communication is generally preferred, as it allows for
self-paced translation and provides a record of what has been
communicated.

o  Written communication (e.g. letters, emails, SMS) allows residents
to read at their own pace, identify and record important
information, and refer anything they are unsure of, to translators or
Google Translate

o  Separating out topics into easily digestible chunks and drawing
attention to poignant information with bright colours works well

“Having topics separated and if a word is particularly important have it written in

red so she could scan the document and know this is the most important thing, let
me really understand that and get the bigger picture” (Non-binary, 35, ltalian)

o  Larger text helps cater to the older generation

“My parents are of the older age bracket so their sight is not as good, so if you
have lots of little letters and a page full of very useful information but it’'s small and

dense, they won't be able to see it” (Male, 25, Chinese) I I /pre fer written over audio because even

o  Some prefer printed materials in their native language: Ethnic | though my translation for my mother may -
newspapers or flyers (e.g. Indian grocer handouts) create the be person to person, | have something to ’4
feeling of “This is for me” rather than “This is for everyone” reference and,can be sure I’'m \

“There was an Indian grocer in Wellington that used to hand out newspapers that Communicating the ri I:ght thfng. /f it ‘s aUd/O
were NZ news translated into languages like Punjabi and Hindi. My dad used to /'m I:gh t without realisin g, a adad more
/ /

read those quite a bit, it was nice to have something in print in a country he didn’t . g
grow up in, that would remind him of his roots.” (Male, 25, Indian) information or not enough. , ,
(Female, 34, Latin American)

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025
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Preferred formats (continued)

Digital communication is very helpful, especially short, sharp
formats such as short-form videos and infographics with simple,
colourful designs.

Digital communication: Short-form videos and infographics provide
easily digestible content that is more likely to be shared, especially
on WhatsApp

Short videos allow ease of sharing and prevents viewers from
getting lost in reading long sections of text

Infographics are an effective way to convey information in a
manner that is universally understood and should include
checklists, icons and simple designs to aid easy comprehension
at a glance

Subtitles are a popular way of increasing comprehension while
practicing listening and reading in English

While some appreciate a phone call when it comes to more urgent
government messaging, this may create a barrier for those who are
unable to keep up with the pace of speech

Short-form video, like reels, if they're quick
and simple, it'll spread like wildfire. The way
they communicate on WhatsApp is through

One Resident suggested a phone call from the government in forwarding, so /fsometh.//zg/.? 5/70’?' simple
their native language may create the impression of a scam and easy to forwarqj /t's disseminated
quickly. If it's longer, in-depth and wordy,
“We don’t expect the government to communicate in Chinese, so if someone’s

/,
calling saying they're from the government but for some reason they're speaking P 90,0/ ecantbe b 0 thered. , ,
Chinese, it could create suspicion that they're a scammer” (Male, 25, Chinese) (Male, 25, Indian)

A \ .o

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025
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Currently Asians and Continental Europeans use traditional media to
access government information

Furthermore, Asians and MELAA have a strong preference for social media platforms when seeking information.

Current vs. Preferred Channel Usage for accessing government information - By Ethnicity

Government websites 18% 23% 16%
Individual government agencies websites 20% 32% 25%
Social media platforms 19% 44% 22%
Email newsletters 25% 38% 32%
Community meetings  BE& 48% 8‘ 77% 1“ 67%
Print materials 39% 56% 54%
Text messages (WhatsApp/WeChat/Telegram) 27% 54% 25%
Phone calls (mobile/landline) 47% 8 62% 38%
Community leaders/organisations 43% 69% 49%
_____________ Traditional media (TV, radio) 19% 23% 25%
: . Currently use : Religious newsletters 55% ' 81% 1% 64%
: Prefer o use : Regional councils 36% 40% 25% 40%
I Don’t use/Won't prefer 1 7% 12%
(O I Community centres, groups 44% 7’ 76% ] 42%
Local ethnic social media channels 43% 8’0 79% 37%
Church community WhatsApp group/Facebook page B 54% ] 78% 46%

QCF1: Which channels/ formats do you typically use or would prefer to use for accessing government information?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)
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Six in ten Continental Europeans and MELAA groups
find written texts as the most effective format

For Asians, public announcements and written text formats are the most
effective followed by videos, which is similar to their preference towards visual
and illustrative styles of communication.

Most effective formats for understanding government information
By Ethnicity

m Asian m Continental European = MELAA

I Higher among Filipino |
%mong Indian ] i J

61% 59%
%
53% >°% 53% 52%

39%

32%

18%
13%

Written text Public announcements Videos Visuals/Infographics Posters/ Billboards

QCF2: Which format do you find most effective for understanding government information?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)

<> Nielsen

22%

19%  17% 16% 18%

5%

Audio messages Translated documents
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A quarter of Asians believe Immigration New Zealand communicates
effectively with their Ethnic Community groups

12% Asians also feel Ministry for Ethnic Communities effectively communicate with their community. However, to become
a more trusted source, they can further tailor their communication tone and style preferences while keeping in mind
cultural nuances for each community.

Agency most effective in communicating with Ethnic Community groups

By Ethnicity . .
Asian Continental European

Immigration New

Immigration New Zealand, Ministry of Health, Ministry of Health, 19% Zealand, 17%

24% 18%

Ministry of Health,
Ministry for Ethnic Immigration New Zealand, 35% 24%

Communities (MEC), Individual Police, 12% -
12% Government Regional ' Glc?\?el\rlllqdriljglnt A
Agencies, 10% |Councils, 9% naividua
Regional Agencies, Governm
Councils, 10% 9% ent

Agencies,
Department of 59,

Internal Affairs |Civil defence |l Civil defence /| NEMA, Regional Councils,
Police, 10% (DIA), 6% /| NEMA, 5% 1% DIA, 3% EQC, 3% 12% Police, 7% |DIA, 2%

QBPC1: Which government agencies do you feel communicate most effectively with your ethnic community?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)
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Government gaps

Residents appreciate communication from the government
around their civic duties, however more emphasis should be
placed on the “why” behind them.

o,

e
S o

Not explaining the “Why” behind civic duties and rules

7

Voting and jury duty: Letters from the government around voting
and jury duty fail to explain the “Why” behind these civic duties.

-
 —
-_—

Why are they important and why should Residents participate? ,gh

&

: : : \ C

o This leads to misunderstanding and places the onus on ) & 5‘5:
those translating to explain and fill in the information gaps EEE
S — =

“If there is something the NZ government does as standard practice that isn’t 85 tb
standard practice where we’re from, like jury duty, have a brief intro in the jury "I 88 a,

L

auty letter of what that is and the purpose, so people who aren’t acclimatised
to the culture here have a better understanding of social roles that are
compulsory” (Female, 34, Latin American)

474 gL

OPPORTUNITIES

Spell out the “Why”:
Ensure future messaging includes information about the “Why”
behind civic duties such as jury duty and voting:

What it is, why we do it, why you are receiving this letter

Create open channels to answer questions:

Consider creating a centralised support hub (e.g. An online forum
or WhatsApp group) where questions can be submitted and

o COVID Comms: Infographics helped explain the main rules
surrounding the pandemic, however further detail on the “Why”
behind the rules would have helped with more detailed
information like lockdown rule changes —

“My grandparents get the gist of things with the infographics: Stay in your
bubble at home and isolate, masks, that sort of thing. But the minutiae of the

situation is harder for them to understand, because nothing was sent out in ! -
Hindli, so they get it that there is a pandemic, and they have to do these small - ?:nflwere: In natlve Ian%uagej X Ethnic C y e
things but when it was levels of lockdown it wasn't easy for them to ar?F?:gt e answers and send them out to Ethnic Communities as .

understand and know why it was changing. (Male, 25, Indian)

Facilitate two-way communication so Ethnic Communities can
seek clarification, not just receive messages

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025
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Government gaps (continued)

Residents would benefit from more information on the context
and purpose behind communication and extra language supports
to reduce language barriers.

Lack of context, especially about weather events

Weather alerts: For the uninitiated, government messaging around
weather events like a minor storm may be interpreted as an
emergency situation requiring extreme measures

o It is only through experience and time that Residents learn
this is a standard message for information purposes

“When we received this weather alert message, first it was scary for us,
we didn’t know that we receive it each time there was bad weather. We
thought there was a storm happening, we went to the house because we |
were afraid.” (Male, 22, French)

, OPPORTUNITIES -

\-, Government ‘Starter Pack’
j - Invest in services to support new migrants, including cultural

Lack of language support:

@ o Subtitles: Lack of language support on important broadcasts

(e.g. a press conference with the Prime Minister on COVID - induction and access to translated public service resources
. . - When migrants first arrive in New Zealand, help them understand
lockdown rUIeS) where speech is often hurried and cultural nuances and what to expect from the government (e.g.
circumstances may seem chaotic to the viewer They will start to receive information like weather warnings: Here's
what to do, here’s how to interpret those messages)
o Workplaces, universities: Lack of language support for those Introduce extra language supports:

Add subtitles to important information broadcasts to allow Ethnic
Communities to hear it, read it and absorb it

Create opportunities for new working adults or university students
to volunteer and gain work experience and exposure to the English
language to help them integrate into the New Zealand work and
study environments.

entering the New Zealand workforce or university system

|
>

“In the work environment, communication must not be a barrier. If you
speak slowly, | can hear you, | can do what is required. But just because
you are too fast, | have to fail the interview. You have to start
somewhere. They must give us a chance.” (Female, 42, African)
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Almost half of Asians and Continental Europeans suggest government
communications should provide more transparency and clarity

Additionally, improving the frequency and timeliness of updates during emergency situations is also a suggestion to
improve government communications, which is higher among MELAA and Asian communities.

Suggestions from Ethnic Communities on improving government communication
By Ethnicity

® Asian

m Continental European

Filipino — 61% ] MELAA
46% 46% % Filipino — 42% ]
2% 45% R/
38% 36% o
52 31% ; 29%
26% 26% 549 239, 27% 249% 25% 26% 25%

21% 20%

20%
16%
10% 10%

Greater transparency Improved frequency More opportunities for Early engagement in Consistent and reliable Direct engagement Use of community Relevant to my culture

and clarity regarding and timeliness of  two-way dialogue and development of presence in through community specific or local media
decision-making  updates (especially for feedback communication community events and leaders and trusted
critical information) gatherings figures

QBPC2: What suggestions do you have for improving government communications with your ethnic community?
Base n: 573 (Asian: 436, Continental European: 57, MELAA: 80)
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Positive experiences from multi-channel delivery, tailored
outreach and timely communications

While seven in ten respondents couldn't spontaneously cite effective government communication, of those who did,
successful strategies included using multiple channels such as social media and TV (8%), and tailoring messages

culturally and linguistically (4%).

Themes (Effective government o .
communication which resonated with their % Responses Verbatim

Ethnic community)

“Announcements on Facebook, Billboards, Flyers, E-mail, Emergency alerts during occurrence of

Multi-Channel Information Delivery strong winds, immunisation on ministry health website, Short Police videos, TV updates during
covip’

“I think consistent announcement was good, detail information from the Covid 19 public health

Past Effective Communications campaign, the 1Tom updates during Covid, voting reminders”,” Covid times and the Christchurch
mosque attack, vaccinations”

" “All have been effective, they are fit for purpose”,” Good, building bridges”,”Yes govt has good
General Positive Feedback policy for immigrants and we like pm approach’”

“Multilingual information releases during covid, it was in all languages”, "Yes, during COVID-19,

: - : translated info, ethnic media, and trusted community leaders helped my community understand

Culturally andOLl?gws:]lcally Tilored and trust government messages®, “l was able to disseminate information based on own
Ll language, providing information in the community's native language and have access to

transilation for better understanding”

“Appointing leaders from our community to share messages provided by the government,
ST ee B R Recruitment of police officers and using our Ethnic people to front the ads. Hold a community
y gag consultation meeting, Religious and reasonable, Chinese or Asian police officers on TV and
internet’

Don't Recall / None

Open ended responses are analyzed and grouped into the themes
QE1: Can you recall any particularly effective government communication strategies that resonated with your Ethnic community? Base n:573

<> Nielsen
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Government wins

General sentiment towards the government is positive, however
recall of communication is low, suggesting it is not resonating,
standing out or capturing attention.

Most Residents are unable to recall a time when the Government has
communicated effectively, however when prompted, the following
examples are offered:

Christchurch earthquake: Keeping residents up to date and
informed while offering an empathetic tone

Immigration Department: Offer prompt responses, will send an
email to confirm information and encourage Residents to call back
if further clarification or information is required

“If | have any questions, they respond very quick. Let’s say they said something
and | didn’t quite get it, | asked them to send me an email then they will. They
will always say ‘If you need me to explain more, please don’t hesitate to call’
“(Female, 42, African)

There was an earthquake in Christchurch.
A lot of people passed away and one of
them was my aunt, so we did receive a lot
“It was a pamphlet that had multiple languages and there was one in Chinese. 0 f commun /’catio n fI'O m the go vernment. It
From that pamphlet my parents were able to give it a read and get a good grasp i . . . ’
of important information.” (Male, 25, Chinese) ‘ was empathet/c, K eeping us in the /00,0 of
the investigations they were doing via

letters in the post and phone calls.
(Female, 34, Latin American) , ,

COVID Comms: A health information pamphlet at a vaccination
centre offered in multiple languages, including Chinese

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025
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Best practice

The common threads between best practice case studies
provided by respondents include using simple vocabulary,
showing empathy and offering language supports.

Residents offer a range of case study examples of best practice
when it comes to communicating with Ethnic Communities. The
common elements from these case studies include:

Using simple vocabulary

Tailoring language and delivery respectfully to match the
listener’s English proficiency (e.g. enunciating words, slowing
speech)

Using a helpful and empathetic tone

Acknowledging diverse, lived experiences and the fact that many
newcomers may not share assumed local knowledge

o  Explaining local context and requirements
Offering bilingual staff to reduce pressure on translators

Offering direct access, quick responses and multiple platforms to
communicate

Source: Nielsen Qualitative Interviews n=6, 16-22 July, 2025

(I With the GP, their communication was
effective from the tone that they used, you
could tell that they just were trying to be

helpful and communicate effectively
(Female, 34, Latin American) ’ ,
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Media consumption habits

Key findings

O Ethnic Communities use a variety of sources for news and information, including
electronic broadcast media, internet and social media.

O Over two-thirds of Continental European and MELAA communities are heavily invested
in television and the internet. For Asians, internet usage leads in media consumption,
followed by outdoor media.

O Facebook is the most used app for Continental European and MELAA communities,
followed by WhatsApp and Instagram. Among Asians, Facebook is also the most
frequently used app, though Instagram and WhatsApp are used more by them than by
their counterparts.

O News mbile apps and websites are considered the most trustworthy sources for
information across all ethnicities.

Way forward

» Leverage a multi-channel approach that includes both digital platforms like social
media and websites, and traditional formats like emails and letters, to reach diverse
Ethnic Communities effectively.

> Tailor the platform strategy to the specific community, for example, by prioritising
Facebook for Continental European and MELAA Ethnic Community groups while
focusing on Instagram and WhatsApp for Asians

>
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Language and cultural considerations

Key findings

0 Communication should be in basic English to facilitate translation. Also, English is the
most frequently opted language for all ethnicities. However, the Asian community also
prefers news and information in their native languages like Hindi and Mandarin.

0 Messaging in native languages should go beyond a literal translation and be clearly
structured to reflect cultural understanding.

O A warm, empathetic, and respectful tone is preferred across many communities.
Infographics and simple visuals are universally helpful across languages.

O The preferred communication style for government information is simple, direct, and
factual. While Asians also favour a detailed and visual communication style.

Q A significant portion of Asians want government communications to be culturally
respectful.

Way forward

» Provide information in both basic English and relevant native languages, to improve
comprehension and reduce dependency on translators/Al

» Ensure native language content reflects cultural understanding, uses everyday
vocabulary and a respectful tone to feel relevant and trustworthy

» Use infographics and simple visuals to enhance understanding across different
languages and cultural backgrounds

< Nielsen



Government communications

Key findings

O Approximately four in ten Asians find government communications effective.

O Access to government information is less challenging for Continental European
communities, but language barriers and a lack of cultural sensitivity are concerns for
Asian and MELAA communities, particularly those of Filipino and African descent.

O During emergencies, timeliness is key. The preferred channel shifts to emergency text
messages. The tone for these messages becomes more formal, firm, and directive to
convey urgency.

Q For critical government communications, TV is the top choice for Asians and
Continental Europeans while social media is also preferred by Asians and MELAA

O Trusted sources for information include government departments, health
professionals, and community group leaders. Timely communication and regular
updates across multiple channels are crucial for building trust.

Way forward

» Address language barriers and cultural insensitivity by providing multilingual
information and tailoring communication to specific cultural backgrounds, especially
for Asian and MELAA communities.

» During emergency situations, utilise the preferred channel like text messages, TV,
social media and adopt a formal, firm and directive tone to ensure the message is
acted upon promptly.
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Best practices

for communicating with Ethnic

Recommendations Communities include

I

Channels and formats

O Written communication (letters, emails, and SMS), is a usually preferred
channels. Additionally, Government websites and individual agency websites
are also favoured for accessing information across all communities.

O Additionally, MELAA communities prefer to access information via text
messages. While six out of ten Continental Europeans find written texts most
effective, for Asians, public announcements and written text are most
effective, followed by videos

a A significant majority of respondents (74%) could not recall effective
government communication, but for the minority who could, successful
strategies included using multiple channels like social media and TV, and
tailoring messages culturally and linguistically.

Government gaps and wins » Using simple vocabulary, showing a
helpful and empathetic tone, offering
Q A perceived area for improvement in government communication is explaining bilingual staff, and providing direct
the "why" (e.g., civic duties, such as voting, jury duty or weather alerts) of access and quick responses across
events, not just the “what”. multiple platforms.

d Lack of language support, including subtitles on important broadcasts where
appropriate.

O Despite these gaps, the general sentiment towards the government is positive.

O Examples of successful communication include the empathetic updates during
the Christchurch earthquake, the prompt responses from the Immigration

Department, and a multi-language health information pamphlet provided
during COVID-19.

To become an even more effective and
trusted source, Ministry for Ethnic
Communities can focus on tone, style,
and cultural nuance for each
community.
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Audience Is Everything™

For enquiries on this report: Shagnika Sen shagnika.sen@nielsen.com | Nitish Bhardwaj nitish.bhardwaj@nielsen.com

For new research enquiries: Kirsten Riolo kirsten.riolo@nielsen.com
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Glossary

Consumer & Media Insights (CMI)

Nielsen's Consumer and Media Insights (CMI) is a comprehensive solution that offers a deep
understanding of the New Zealand market. Based on a survey of 10,000 New Zealanders with four
updates per year, it provides a wide range of data including demographics, lifestyle, purchasing
behaviours, attitudes, and media habits.

Media Index Definitions (Usage)

Outdoor

Based on the opportunity people have to view outdoor advertising and results are broken into Opp
To See Outdoor Adv-Heavy (Q4-Q5), Opp To See Outdoor, Adv-Moderate (Q3), Opp To See
Outdoor Adv-Light (Q1-Q2)

Television
Time spent watching television (all formats), both daytime and evening, at home and away from
home on an average weekday between Monday - Friday/Saturday/ Sunday.

Internet
Time spent using the internet during an average week, excluding emails, on any device.

Newspaper
Based on the total number of daily newspapers read in the last 7 days. Excludes Sundays, weeklies
and community newspapers.

Magazines
Based on the total number of publications a respondent has read within the publishing period i.e.
read 2 monthly magazines within the last month and 1 weekly magazine within the last 7 days.

Radio

Claimed time personally spent listening to commercial radio, both daytime and evening, at home
and away from home on an average weekday between Monday and Friday, an average Saturday
and an average Sunday.

Cinema
Based on the total number of visits to cinemas in the last 6 months.

Public announcement

A public announcement (PA) system is an electronic device for amplifying and distributing sound to
a large audience. They are used as a medium for communicating safety information, advertising,
and emergency alerts. Unlike a broadcast service, Public announcement systems are typically
limited to a specific area.

Copyright © 2025 The Nielsen Company (US), LLC.
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