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Concerns & feelings about the state of nature

This survey is about Nature in Australia. Please think of Nature as being only those places
not changed by human development. This means all original ecosystems and habitats
across Australia, including forests, deserts, oceans, rivers, woodlands, wilderness areas and

everything that lives there.




Most Australians perceive the current condition of nature as

positive (70% rate it good)
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4 Q2.1. As far as you are aware, how would you rate the current state and health of nature in Australia?
BASE: TOTAL SAMPLE N=2040



Despite this positive assessment, three-quarters are at least

moderately concerned about its condition
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5 Q2.2. How concerned are you about the state and health of nature in Australia?
BASE: TOTAL SAMPLE N=2040



Positive & negative feelings about the state of nature coexist —

uncertainty & hopefulness dominate

NEGATIVE  Uncertain [N 339 NEUTRAL Neutral 16%
Frustrated G 22% Don’t know 6%
Anxious T 20% None of these 1%

Sad I 18%
Helpless I 18%

Distressed I 11% POSITIVE Hopeful I 329
Scared T 9% Proud I 17%
Angry I 8% Curious I 16%
Disgusted M 8% Happy I 15%
Shocked M 7% Inspired I 13%

Resigned M 7% Determined M 9%
Guilty W 6% Relieved 1M 4%
(o}

Exhausted I 6% 0% 25% 50% 759%
Lost M 5%
Bored W 2%

0% 25% 50% 75%
6 Q2.3. Which of these words best describe how you're currently feeling in relation to the state and health of nature in Australia?
BASE: TOTAL SAMPLE N=2040



Most believe humans are severely abusing nature, yet a

majority remain optimistic about its future

Describes me

letely (9-10
Does not describe me (0-4)  ® Neutral (5) Describes me (6-10) completely ( )

Humans are severely abusing nature 77% 33%
Optimistic about future of environment 58% 11%

0% 25% 50% 75% 100%

Qé6.1. To what extent do each of these statements describe you and your beliefs?
BASE: TOTAL SAMPLE N=2040



Top concerns include species extinction, health of

iconic environments & deforestation

Native plant and animal species at risk of extinction 27%

Health of iconic natural environments like Great Barrier Reef 23%

Deforestation 17%

Protecting the natural environment in my local area 14%

The expansion of fossil fuel projects 13%

| I

Don’t know %

0% 25%
8 Q4.1. Which of these issues are you most concerned about? Please rank the top 3 issues that concern you.
BASE: PARTICIPANTS WHO ARE CONCERNED ABOUT THE STATE AND HEALTH OF NATURE IN AUSTRALIA N=1912
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Responsibility for doing more to protect nature is seen as

widely shared

Governments total 46%
Business & industry total 49%
Community members total 23%
Environmental groups/ charities 13%

None of these I 2%

Don't know . 5%

0% 25% 50% 75%
9 Q5.1. Which groups should take more action to protect nature in Australia?
BASE: TOTAL SAMPLE N=2040



Government performance on protecting nature is rated

moderately
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10 Q5.2. How do you rate the performance of current governments on protecting nature in Australia? Your state/territory / Australian federal government

BASE: TOTAL SAMPLE N=2040



Connection to nature




Australians share philosophical beliefs about nature’s

importance & value

Describes me
completely (9-10)
® Does not describe me (0-4) ® Neutral (5) = Describes me (6-10)

Time in nature important for young people 8% 38%

Everything in nature is connected /¥ 29%

Human wellbeing depends on nature 577/ BeIeFA 28%

0% 25% 50% 75% 100%

12 Qé6.1. To what extent do each of these statements describe you and your beliefs? \1/I/‘V\/

BASE: TOTAL SAMPLE N=2040



Similarly, high proportions of the population feel personally

connected to nature

Describes me
® Does not describe me (0-4) ® Neutral (5) = Describes me (6-10) completely (9-10)

Feeling connected with nature helps me with stress | <17/ KPS 29%

Feel a strong emotional connection to nature | 10}/ BN 28%

Very concerned about care of nature | [0/ IS 24%

Relationship to nature is big part of my identity 14% 17% 21%

0% 25% 50% 75% W
13 Qé6.1. To what extent do each of these statements describe you and your beliefs?

BASE: TOTAL SAMPLE N=2040




But just 3 In 10 select ‘nature connection and protection’ as a

core personal value

I, 6%
I, 2%
Pursuing health and wellbeing | KGNG5>
Learning, growing and being open |GGG 55

Having harmony and stability || KGN -2
Seeking enjoyment and reward |GGG £ 0%
Nature connection and protection || GGG 252
Being modest and restrained || EGTNGNGGEGEGEGEGEGEGEGEGEE 25
Having freedom to express || EGTNTGNGNEEEGEGEGEGEGEGE 25
Respecting customs and traditions || GGG 27
Promoting peace and tolerance || GGG 24

Achieving success and recognition || TEKGTNRNG 21%
Having leadership, status or influence | 9%

Showing care for people

Having meaning and purpose

0% 25% 50% 75%

14 Q1.1. Which of these values are most important to you personally and reflect how you live your life?
BASE: TOTAL SAMPLE N=2040

100%



Desire to spend more time nature is strong but many have

practical limitations

Describes me

® Does not describe me (0-4) ® Neutral (5) = Describes me (6-10) completely (9-10)

Get outdoors whenever | can |57/ B} 35%

| would like to spend more time in nature |5/ ENEFA 34%

| don't have time to get out into nature 7%
It is difficult for me to access nature 53% 7%
0% 25% 50% 75% W
15 Qé6.1. To what extent do each of these statements describe you and your beliefs?

BASE: TOTAL SAMPLE N=2040



And almost half spent time in nature intermittently or not at all

in the last year

75%

NET

At least monthly

51%

50%
26% 26%
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Not in last year Once or twice Every few months Once month Every week or two Every few days/ daily

16 D1. Which of the following best represents how often you spent time in nature in the last year? W

BASE: TOTAL SAMPLE N=2040



Information Sources on the State of Nature

TRADITIONAL NEWS MEDIA NET

64%
News organisations viaTV

T ; . e All sources are used by those who donate to TWS and those
News organisations online (websites, apps &email) = 32%

News organisations via print (newspapers) [ 21% who intend to vote on nature-related policies at next election.
News organisationsviaradio || 18%

40%

e Traditional news media is more likely to be used by older
SOCIAL & DIGITAL MEDIA PLATFORMS NET I 5 . . . . .
Facebook I 23% people, people without children, people with a university

veulube I 20y degree and people who vote for progressive independents.
Instagram | 17%

TikTok = 11% . . .
By, == e Social media platforms are more likely to be used by younger
X (Twitter) [0 7% people, those who live in inner cities, people with a university

DOCUMENTARY & LONG-FORM CONTENT NET NG 35 degree and Greens voters.

Documentaries about nature or theenvironment | 36%

Books/audiobooks [ 7% e Documentary and other long form content is more likely to be
used by older people, people without children, people with a
PERSONAL & COMMUNITY NETWORKS NET I 7% . . .
Friends and/or family [0 27% university degree and people who vote for progressive
Local environment or community groups | 18% independents.

CREARRICRS L NI TION T<T  —— = e Personal and community networks are more likely to be used
Government departments/websites = 18% = ala u y S I Y us

Environmental advocacy organisations/charities [/ 13% by women, people who live outside of cities and people who
vote Greens or for progressive independents.

OTHER H 2%
NONE OF THESE | 9%

0% 25% 50% 75% 100% \!/I/V\/
17 Q10.1 From what sources do you typically get your information about the state of nature in Australia?

BASE: TOTAL SAMPLE N=2040



Action & barriers




Australians support nature protection primarily through
individual, low-barrier actions

Change shopping habits

Sign petition

Encourage family/friends to take actions
Donate money

Vote based on environmental policies
Initiate a conversation

Speak up/take action if witness harm (local)
Speak up/take action if witness harm (Australia)
Sponsor Australian animal

Join campaign to protect/restore nature
Share on social media

Become member of advocate org

Citizen science program

Change super fund

Contact or discuss with MP

Change banks

Engage in political activism

Organise event to raise money

Organise event to raise awareness

Never done any of these

19 Not open to doing any more in future

12% 51%

17% 48%

16% 42%

12% 37%

10% 36%

14% 34%

15% 29%

17% 29%

16% 28%

16% 27%

10% 24%

12% 20%

13% 19%

11% 18%

11% 18% m Ever done
12% 17% Open to doing

8% 14%

6%  10%

6%  10%

I —— 287
I 5%




Lack of time, uncertainty about impact, and discomfort with
activism are the most common barriers

Don't know what would make a difference 21%
PSYCHOLOGICAL CAPABILITY Don't know enough about relevant issues 16% NET 37%
Not aware of groups/organisations to support 10%

PHYSICAL CAPABILITY Have no skills or experience 22% NET 22%

Don't have the time or energy 24%
PHYSICAL OPPORTUNITY No opportunities to positively impact systems 9% NET 36%
No reliable info available on this topic 8%

Want to avoid conflict or confrontation 16%
Don't see many other people taking action 6%
SOCIAL OPPORTUNITY Don't want others to link me with activism 5% NET 28%
Worried | might offend someone 5%
Not my place to intervene on this issue 4%

Activism of any kind is not for me 21%

AUTOMATIC MOTIVATION It feels too hard 12%

NET 30%

Don't believe my actions will make a difference 16%

Other issues are more of a priority 13% %
REFLZCITVE Mo uTAien Don'’t believe there's an issue with health of nature 4% NIEI 205

Don'’t care enough about nature in Australia 2%

None of these I 16%

20 Q7.3. What prevents you from, or makes it difficult for you to, take action to support or improve the state and health of nature in Australia?
BASE: TOTAL SAMPLE N=2040



Audience segmentation

7 distinct audience segments identified in community based
on perceptions about nature and level of concern for nature




Q 47% of the population is already aligned with values of nature/environment movement
(Empowered Advocates & Concerned Carers)

A 30% represent potential growth segments (Emerging Allies & Everyday Moderates)
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EMPOWERED
ADVOCATES

// v’
-
>
o
* ’
\ \?

of Australians

Highly engaged with the issue of the protection of
nature in Australia

Feel a mix of anxiety, frustration, hope and determination

Strong personal connection to nature, spend time in
undeveloped environments and see nature as part of their
values and identity

Believe action is needed and take the most determined steps
across all nature-protection behaviours (88% have advocated
or acted for nature)

Nature policy strongly shapes their vote
Active information seekers who learn from many sources

Highly aligned with TWS and the environment sector

More likely to be women, parents, culturally diverse, and living
outside major cities

State & Health of Concern about
Nature Nature

71% 84%

rating of 6-10 rating of 6-10
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CONCERNED
CARERS

of Australians

Highly emotionally engaged but sometimes lack
confidence about their knowledge or impact

Strong concern for nature’s future but a greater sense of
helplessness than other segments

High personal connection to nature drives strong activism
(second only to Empowered Advocates), with high
awareness of and alignment with the environment sector.
(84% have advocated or acted for nature)

Value caring for others, meaning and purpose

More highly educated; prefer long-form nature content
and have votes strongly influenced by nature policy

More likely to be women and retired empty-nesters, and
slightly more regionally based



Emerging Allies are distinguished by their positive view of

nature & reluctant disconnection from it
EMERGING

{\
ALLIE& 2 > : Hold positive views of nature’s current health but are still
// - concerned, believing it is under threat
. - Take some action but tend to see government and industry as
- primarily responsible
- Less connected to undeveloped nature due to time, access and
g J Q urban living

:

Willing to take action but limited by competing priorities and
reluctance to “rock the boat”. (77% have advocated or acted
for nature)

Strong likelihood their vote is influenced by nature policy

’,\ L3

Ay
sl - Typically young, male, employed, highly educated, with young
children; engage most via social and digital media

State & Health of Concern about
Nature Nature

of Australians 9 5% 84%

rating of 6-10 rating of 6-10




Sympathetic, but not driven to act.

{L L ] EVERYDAY Nature is not central to values or identity
,_R — MODERATES

* Generally believe nature is in good shape, with modest
concern and some hope

* Spend little time in undeveloped environments and have a
weaker personal connection to nature than previous segments

« Around two-thirds take some protective actions (67% have
advocated or acted for nature)

* Reluctant to engage in activism due to limited time, energy,
skills and confidence, but many intend to vote based on
nature policy

* Demographically mixed, though many are working parents in
mid-life with older children

State & Health of Concern about
Nature Nature

72% 74%

rating of 6-10 rating of 6-10




QUIET
INDIFFERENTS

of Australians

Disengaged and neutral, with low
awareness, concern, or activity

Show little engagement with the state of nature, feeling
neutral and uncertain about its health and protection

Weak personal connection to nature across all measures

Lowest levels of advocacy and action (41% have advocated
or acted for nature)

Value harmony and stability and are not inclined toward
activism

Demographically mixed but tend to have lower educational
attainment and consume very little nature-related
information

State & Health of Concern about
Nature Nature

50% 37%

rating of 6-10 rating of 6-10




UNM()VED

Distant relationship with nature
& little interest in deepening this connection

Have a distant, low-interest relationship with nature;
feelings are mostly neutral or uncertain

See nature as in moderate condition and show low concern

Advocacy and activism levels are minimal due to skepticism
about activism'’s effectiveness " (53% have advocated or
acted for nature)

Show signs of issue fatigue and lack time or energy to
engage more

Sometimes view nature transactionally—valuing it mainly
for what it provides to people

More commonly younger men without dependent children,
with strong preference for enjoyment and reward

State & Health of Concern about
Nature Nature

57% 47%

rating of 6-10 rating of 6-10




BUSH
ENTHUSIASTS

of Australians

Deeply connected to the outdoors but not worried about
human harms to nature

Believe the condition of nature in Australia is sound and not
under threat, that adequate protections are already in place, and
that there is nothing to worry about

Feel hope, pride and happiness and a strong personal connection
to nature, spending more time outdoors than any other segment

Celebrate nature’s beauty and experiences; disengage from
messages about threats, harm or responsibility of
governments/industry

Rarely take protective actions, are not influenced by nature
policy when voting, and are generally averse to activism (48%
have advocated or acted for nature)

More often older men who value caring and purpose, and mainly
consume traditional news media for nature information

State & Health of Concern about
Nature Nature

96% 25%

rating of 6-10 rating of 6-10




Conclusions & opportunities




31

Conclusions

Australians strongly value nature

Nature protection is seen as morally important and tied to the wellbeing of future generations

But they feel unsure how to protect it or make a personal impact

Actions to protect nature often don’t match beliefs due to lack of time, confidence, and beliefs about their
likely impact

Seven distinct audience segments have been identified

Showing varied concerns and connections to nature, creating multiple engagement opportunities



32

Opportunities

1. Strengthening perceived agency and action pathways to support confidence in demonstrating care
through effective action

2. Broadening perceived definition of action/activism to include ‘non-confrontational’ contributions

3. Tailoring messages to emotional and motivational drivers that connect nature protection to human
wellbeing, legacy for future generations, and moral responsibility

4. Reinforcing sense of collective effort, shared responsibility and impact - how all contribute to greater
whole

5. Positioning nature-relating voting considerations as integral to national wellbeing and civic identity



33

Opportunities

6. Deepening engagement with core supporters, Empowered Advocates and Concerned Carers, by
nurturing their passion and leveraging their energy to mobilise others

7. Activating latent supporters, and Everyday Moderates, by responding to the time,
confidence, or social inhibitors to their action

8. Focusing where support can be found and away from and :
where there is little potential for engagement

9. Embedding segment insights into communications strategy by applying the model to speak in a voice for
the protection of nature that reflects where people are on their own journey
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