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1. INTRODUCTION 
This section includes a background to the research project, and the objectives of the research and 

of this report. 

 

1.1 BACKGROUND 
Sport New Zealand (Sport NZ) is mandated to monitor New Zealanders’ participation in physical 

activity. One of Sport NZ’s functions is to “promote and advocate the importance of participation in 

physical activity by all New Zealanders for their health and wellbeing”.
1
 This includes targeting 

specific population groups such as Pacific peoples, women, older New Zealanders and people with 

disabilities, as well as ensuring sport, recreation and physical activity are culturally appropriate for 

Māori. 

Sport NZ’s Strategic Plan 2015-20
2
 outlines a new approach to how Sport NZ works with the sports 

sector and across government to increase participation. Sport NZ’s strategic approach is to be: 

 Participant-focused: Sport NZ is focused on the needs and expectations of participants 

 System-led: Sport NZ is focused on the ‘system attributes’ which best impact participation 

 Performance-driven: Sport NZ holds itself and others accountable and seeks continuous 

improvement. 

The Community Sport group within Sport NZ has defined participation as:
3
  

…includes play (age and stage appropriate development opportunities for young people), 

active and outdoor recreation, and competitive sport taking place through clubs and events 

(including talent development). Community Sport does not include passive recreation such 

as gardening or elite (international) competition. 

In December 2014, the Sport NZ Board agreed to change the way annual participation in sport and 

active recreation is measured. Population participation data will now be collected through the Active 

NZ survey on a continuous basis for New Zealanders aged five and upwards. The main survey was 

launched in January 2017 following one year of development. 

Using this new approach, Sport NZ will have access to robust and timely data enabling evidence-

based and evidence-led decision making. The survey tracks participation trends and informs Sport 

NZ’s strategic purpose, its investment strategy and the work Sport NZ does to increase 

participation. It also provides baselines and success indicators for Sport NZ’s reporting 

requirements.  

With the participant front and centre, this report provides the technical details of the data collected 

in 2018 for Active NZ. The following diagram illustrates the five different components that went into 

the development of Active NZ (each component has a separate report with the findings).  

45
 

  

                                            
1
 Sport and Recreation New Zealand Act 2002, section 8(c),  

http://www.legislation.govt.nz/act/public/2002/0038/latest/DLM157117.html  
2
 Available at: http://www.sportnz.org.nz/assets/Uploads/attachments/About-us/Sport-NZ-Group-Strategic-Plan-2015-

2020.pdf 
3
 Available at: http://www.sportnz.org.nz/assets/Uploads/attachments/About-us/Com-Sport-Strategic-Plan.pdf, page 3. 

4
  

5
  

http://www.sportnz.org.nz/assets/Uploads/attachments/About-us/Sport-NZ-Group-Strategic-Plan-2015-2020.pdf
http://www.sportnz.org.nz/assets/Uploads/attachments/About-us/Sport-NZ-Group-Strategic-Plan-2015-2020.pdf
http://www.sportnz.org.nz/assets/Uploads/attachments/About-us/Com-Sport-Strategic-Plan.pdf
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FIGURE 1: THE DEVELOPMENT PHASE FOR ACTIVE NZ AND ACTIVE NZ YOUNG 

PEOPLE 
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1.2 OBJECTIVES 
Active NZ replaced the previous Active NZ survey series (last conducted 2013/14) and the 

inaugural Young People survey (2011). Each year 20,000 adults (and 5,000 young people) are 

targeted on a continuous basis. Specific research objectives for Active NZ are to: 

 Collect information on the ‘who’, ‘what’, ‘how’ and ‘where’ of people’s participation 

 Identify and describe links between participation (and non-participation) and other 

influential factors: the ‘why’ and ‘why not’ of people’s participation 

 Measure the quality of participation and the contribution participation makes to the 

achievement of other government agencies’ outcomes 

 Understand the relationship between participation and high performance sport (HPS) and 

the contribution to New Zealand’s brand identity. 

 

The purpose of this report is to outline the technical details of the survey, including information 

about the:  

 Sampling method and method for achieving response rates 

 Response rates 

 Method for and provision of weighting structures  

 Questionnaires and communications. 
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2. RESEARCH DESIGN 
This research has two components: Active NZ (adults aged 18+) and Active NZ Young People 

(young people aged 5 to 17). This is in order to meet the strategic requirements and to measure 

participation in one programme among New Zealanders aged 5 and over. This section of the report 

provides an overview of the methodology for these two components. 

 

2.1 METHODOLOGY  
ACTIVE NZ METHODOLOGY (ADULTS AGED 18+) 

A Sequential Mixed Methodology (SMM) of online or paper self-completion was used to contact a 

random selection of adults aged 18+ from the electoral roll (please refer to additional information in 

the sampling section, Section 3).  

A maximum of four communications were sent to each individual. The first two communications 

were designed to encourage individuals to complete the survey online. The first two mail outs were 

letters with information about how to access the survey online and a passcode for accessing the 

survey. At the third mailing, a paper self-completion questionnaire was sent out to maximise 

response. A final postcard reminder was sent as the fourth mailing, which included instructions to 

access the online questionnaire or a reminder to return the paper questionnaire. These mailings 

and their approximate timings are outlined in Figure 2.  

Adults were given the chance to win a $500 Prezzy
®
 card as an incentive to take part.  

 

FIGURE 2: SEQUENTIAL MIXED METHODOLOGY PROCESS
6
 

 

 

 

  

                                            
6
 Due to changes in postage rules and costs, the pen in the survey pack stopped being included from Q3 2018 
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ACTIVE NZ YOUNG PEOPLE METHODOLOGY (AGED 5-17) 

An online only approach was used for the survey of 5 to 17 year olds.  

The questionnaire was tailored based on the relevance of each question for the following age 

groups: 5 to 7 year olds, 8 to 11 year olds, 12 to 14 year olds and 15 to 17 year olds.  

The parent or caregiver was asked to respond on behalf of those aged 5 to 11 (and they were 

encouraged to check responses with the child). Adults with young people aged 5 to 11 in the 

household were automatically directed to the Active NZ Young People survey on completion of their 

own Active NZ adult survey. Adults were incentivised with an entry into a prize draw of a $1,000 

Prezzy
®
 card for each child they responded on behalf of. 

Adults with those aged 12 to 17 in the household were asked to pass on a flyer provided with both 

the invitation letter and the survey pack. This gave instructions for up to three people in the 

household aged 12 to 17 to go online to complete the survey. The young people were given the 

chance to win one of 10 $50 Prezzy
®
 cards to encourage them to take part.  

A copy of all the hardcopy material used for both Active NZ and Active NZ Young People is 

included in Appendix 1. 

The questionnaires are attached in Appendices 2 and 3. The questionnaires were developed from 

extensive literature reviews (including previous Active NZ surveys and other research), 

consultation, the foundational qualitative research and the survey pre-testing.  

 

2.2 TIMING AND SURVEY LENGTH 
In order for the data collection to be continuous throughout the year, the methodology was repeated 

at the beginning of each month. However, analysis was done quarterly based on when respondents 

completed the survey (captured automatically online or included as a question on the paper 

questionnaire).  

Data collected from 5 January 2018 to 4 January 2019 was included in 2018. This cut off ensured 

that responses most accurately captured weekly participation that was most likely to have occurred 

in 2018. 

As in 2017, the average online survey length for adults was 27 minutes and for young people it was 

18 minutes.  
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3. SAMPLE DESIGN 
AND PROCESS 
This section of the report outlines details of the sample design, including: the sample frame, the 

target population, the process taken to draw the sample and the sample sizes which were targeted.  

 

3.1 TARGET POPULATION  
The target population for this research was New Zealanders aged five years and over, located 

across Sport NZ’s 14 Regional Sports Trusts (RSTs, see Table 1 for complete list). The population 

data was based on Statistics New Zealand’s (Stats NZ) 2013 Census. 

 

3.2 SAMPLE FRAME  
The sampling frame for Active NZ and Active NZ Young People was the New Zealand electoral roll.  

The electoral roll records the addresses of the majority of New Zealanders aged 18 and over. The 

Roll is representative of the adult New Zealand population and currently includes approximately 

93% of the eligible population over the age of 18.  

The electoral roll is a database of individuals that includes each individual’s residential and mailing 

addresses. For this survey it was necessary to sample households so as to ensure that the young 

people (aged under 18 years) in the household were not represented more than once. Stats NZ 

defines households as: 

A household is either one person who usually resides alone, or two or more people who 

usually reside together and share facilities (such as for eating, cooking, or a living area; 

and bathroom and toilet) in a private dwelling. 

The sampling frame database was converted to a collection of households rather than individuals. 

Two ways of doing this were investigated during the development phase. One was based on 

mailing address, the other on residential address. It became clear that ‘households’ defined as a 

collection of individuals with the same mailing address would include some ‘households’ who were 

very unlikely to be included in the Stats NZ definition quoted above. Therefore, the second way of 

grouping those individuals who had a common residential address into households was preferred. 

However, it is impossible to guarantee that every ‘household’ as defined would qualify as meeting 

the Stats NZ definition.  

From the database of households, a single individual was randomly selected to act as the 

representative for that household. This individual’s demographic characteristics were used for 

stratification by age and Māori descent.
7
 Individuals with an overseas mailing address were 

excluded from households. Households whose sole member was living overseas were also 

excluded.  

Individual data on the electoral roll used in the sampling process included year of birth (within a 

one-year range), area (based on residential address) and Māori descent. To add to our ability to 

target households likely to have young people, we imputed a gender value for each individual. The 

source of the imputation process was the title field. Only clear gender indicators were used (e.g. for 

                                            
7
 The electoral roll contains a binary ‘Māori descent’ indicator, rather than Māori ethnicity. However, we have found from 

many surveys that being of Māori descent is a very accurate predictor of identifying Māori ethnicity. 
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males – ‘Mr’, ‘Master’, ‘Sir’ and for females – ‘Mrs’, ‘Ms’ and ‘Dame’). Blank title fields and those 

with non-specific titles, such as ‘Doctor’ and ‘Professor’, were given an unknown gender value ‘X’. 

A further categorisation of households was made. This was to flag those residing in a meshblock 

which had more than 50% of the individuals (of any age) living in the meshblock who identified with 

Pacific ethnicity. 

An updated extract of the electoral roll was received twice (February and August). In the August 

extract, the final sample frame comprised 1,518,953 ‘households’.  

 

3.3 SAMPLING PROCESS  
Multi-stage probability sampling was used with 144 strata equal to 18 regions, four age groupings 

and a Māori descent indicator.  

Sport NZ provided a list of meshblocks which defined the boundaries of the 14 RSTs included in 

the stratification (Sport Canterbury was split into two sub-regions: Westland District and rest of 

Canterbury, due to the small population numbers in Westland, Aktive was stratified as follows: 

Harbour Sport, Sport Auckland, Counties Manukau Sport and Sport Waitakere). These 14 RSTs 

provided the geographical frame for all sampling, weighting and reporting. Each household 

represented on the electoral roll whose residential address meshblock matched one of the defined 

RST meshblocks was eligible for selection; the rest were excluded.
8
  

In order to increase the likelihood of a successful response from a young person aged 5 to 17, 

some analysis was done on the pilot data to profile the households most likely to have a child aged 

5 to 17. This analysis led to households with at least two adults of different genders aged 30 to 55 

being oversampled. ‘Different’ gender was defined as at least two people having separate values 

from the set of ‘males’, ‘females’ and ‘X’.  

Those groups with known lower response rates (males, those aged 18 to 24, living in a high 

probability Pacific ethnicity meshblock – see above) were oversampled. Response rates from the 

pilots were used to refine the sampling process.  

 

3.4 SAMPLE TARGETS  
The sample targets were largely based on population proportions. However, five smaller RSTs are 

boosted slightly to target a minimum of 200 young people per year in order to report results for 

these regions individually. The regions that required boosting were Sport Gisborne, Sport Taranaki, 

Sport Whanganui, Sport Tasman and Sport Southland. To account for these increases, the targets 

for Aktive
9
 were slightly lower than their true proportion in the population.

10
 Table 1 shows the 

sample targets by RST. 

 

 

 

 

 

 

 

 

                                            
8
 New meshblocks included in the Roll were adjusted to be comparable with those in the RST listings based on 2013 

Census data. 
9
 Aktive consists of the following four RSTs: Harbour Sport, Sport Auckland, Counties Manukau Sport, Sport Waitakere.  

10
 Weighting corrects these differences.  
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TABLE 1: SAMPLE TARGETS  

RST ACTIVE NZ (ADULTS 18+) 
ACTIVE NZ YOUNG PEOPLE 

(AGED 5-17) 

Sport Northland 714 207 

Aktive 

 Harbour Sport 

 Sport Auckland 

 Counties Manukau Sport 

 Sport Waitakere 

5,297 
1,218 
1,642 
1,695 
742 

1,499 
345 
465 
480 
210 

Sport Waikato 1,819 530 

Sport Bay of Plenty 1,287 375 

Sport Gisborne 608 200 

Sport Taranaki 724 200 

Sport Whanganui 703 200 

Sport Hawke’s Bay 709 206 

Sport Manawatu 756 211 

Sport Wellington 2,183 586 

Sport Tasman 779 200 

Sport Canterbury  2,699 698 

Sport Otago 988 254 

Sport Southland 735 200 

Total  20,000 5,566 

Note: Totals may not appear to sum due to rounding.  
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4. DATA COLLECTION, 
RESPONSE RATES 
AND SAMPLE 
WEIGHTING 
This section of the report includes details of the data collection, response rates and the approach 

taken to weight the adult and young people samples to be nationally representative of the 

population.  

 

4.1 DATA COLLECTION 
The online surveys were programmed in Confirmit (Nielsen’s online survey software) and were 

device agnostic, so respondents saw the best layout for their computer/tablet/phone regardless of 

their device brand.  

As completed paper questionnaires were returned to Nielsen’s Auckland office, the data was 

entered manually. The data entry team had different access to the survey tool from a survey 

respondent. In this set up, the data entry team had the ability to select ‘No response’ for any 

question where a paper respondent had not selected a response.  

Data entry protocols were set up to ensure consistency between team members and will be used 

for consistency between measures. As part of Nielsen’s quality control processes, 10% of data-

entered surveys were verified.  

Great care was taken to assure consistency between the online survey and the paper questionnaire 

wherever possible. The main difference in the two was the randomisation of attitude statements 

and error messages appearing for invalid responses for those completing the survey online.  

 

4.2 RESPONSE RATES  
ADULT RESPONSE RATE 

To calculate the response rates, every individual adult sent an invitation to complete the survey was 

tracked and the outcome of the invitation recorded.  

A call-log tracked which of the letters, postcards or questionnaire packs were returned as ‘Gone no 

address’, as well as any telephone notification of refusal to participate. This log also recorded 

notifications from third parties that the nominated respondent was not available or capable of 

completing the survey due to age, language issues, health reasons, death or other disabilities. 

Every effort was made to remove any ineligible respondent from subsequent samples. 

Table 2 shows the outcome codes. 

 

 



 

Copyright © 2019 The Nielsen Company. Confidential and proprietary.  12 

TABLE 2: OUTCOME CODES 

‘Ineligible’ outcome codes  

Deceased A third party advised that the named respondent was deceased.  

Overseas A third party advised that the named respondent was living overseas. 

Gone no address  A third party advised that the named respondent was no longer living at the 

address, or alternatively the mail was returned to Nielsen by NZ Post. 

Language  A third party or the named individual advised that the named respondent was 

unable to take part due to language difficulties. 

Unavailable/Other A third party or the named individual advised that the named respondent was 

unable to take part as they were on holiday or unavailable for another reason. 

Health/Age  A third party or the named individual advised that the named respondent was 

unable to take part due to health or age reasons. 

Refused  Individual was not willing to take part in the survey.  

Other outcome codes  

Late Individual returned a completed survey after the close date.  

Incomplete Individual did not complete the full survey, though they did make a start. 

If a respondent was having difficulty completing the survey, they were able to call or email Nielsen 

and ask for assistance.  

The return rate was calculated as follows: 

Completed surveys / (total number of invitations mailed out – ‘ineligibles’
11

) x 100 

The response rate was also calculated. In calculating the response rate it is assumed that from the 

unknown outcomes (those not given an outcome code from Table 2) the same proportion of 

ineligibles applies. The response rate was calculated as follows:  

M = total mail outs 

N = number of known outcomes 

E = the ratio of ineligible to known outcomes (N/M) 

B = the number of unknown outcomes who would be excluded if E applies to them (B = 

E*[M-N]) 

Completed surveys / (total number of invitations mailed out – ‘ineligibles’ – B) x 100 

The final response rate for 2018 was 31.4% (the 2017 response rate was 31.7%). Table 3 shows the 

2018 response rate for each of the areas surveyed.  

                                            
11

 ‘Ineligible’ included the ‘ineligible’ codes listed in Table 2. 
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TABLE 3: 2018 ADULT RESPONSE RATES PER REGION 
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Deceased 97 2 3 4 4 1 7 8 4 3 9 4 7 13 6 14 0 3 5 

Gone no address 2,963 161 145 265 309 108 322 176 113 98 119 93 126 286 89 289 25 143 96 

Language 13 0 2 2 1 1 0 1 0 0 1 1 1 0 1 1 1 0 0 

Unavailable 240 12 11 27 19 9 21 15 9 5 8 5 3 28 12 22 4 21 9 

Health/Age 534 26 18 22 29 18 42 40 21 31 31 14 22 61 23 74 5 32 25 

Total ineligibles 3,847 201 179 320 362 137 392 240 147 137 168 117 159 388 131 400 35 199 135 

Refused 488 23 22 24 40 15 42 28 23 21 28 20 26 44 19 71 1 24 17 

Late 79 2 2 3 5 5 5 6 3 0 3 2 5 6 7 12 0 9 4 

Incomplete 1,363 48 67 130 150 57 121 92 45 38 44 53 52 155 54 141 11 62 43 

Unknown – 
Mailed out, no 
info 

59,276 2,222 3,426 5,522 8,148 2,569 5,431 3,438 2,367 1,961 2,095 2,083 2,146 5,507 1,681 5,978 352 2,408 1,942 

Completes  24,947 844 1,476 2,001 2,051 837 2,381 1,564 751 987 858 873 980 2,720 956 3,286 125 1,314 943 

Mail outs 90,000 3,340 5,172 8,000 10,756 3,620 8,372 5,368 3,336 3,144 3,196 3,148 3,368 8,820 2,848 9,888 524 4,016 3,084 

Return rate (%) 27.7% 25.3% 28.5% 25.0% 19.1% 23.1% 28.4% 29.1% 22.5% 31.4% 26.8% 27.7% 29.1% 30.8% 33.6% 33.2% 23.9% 32.7% 30.6% 

Response rate 
(%) 

31.7% 30.8% 31.8% 28.7% 22.1% 26.6% 32.8% 33.3% 26.5% 35.5% 31.7% 31.2% 33.4% 34.9% 37.8% 37.0% 29.9% 37.3% 34.7% 

 
Note: The response rate is calculated as at 31 January 2019. The number of completed responses used to calculate the response rate (n=24,947) does not match the final 
number reported on (n=25,150) because responses received after 5 January 2019 are included in the final data for Quarter 1 2019. This is because the date of completion is an 
important factor for understanding the seasonality of participation.  
 
The region used for the response rate is the region the respondent was assigned to based on their residential address. Some respondents move regions due to their responses 
given in the questionnaire; therefore, the number of completes per region also differs from the final ones that are reported on for 2018. 
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ACTIVE NZ YOUNG PEOPLE RESPONSE RATES 

Response rates for the Active NZ Young People’s component were calculated by matching the 

young person’s data to the adult surveys in order to determine how many young people in the age 

groups were living in the household and were therefore eligible to take part. Young people who had 

no corresponding response from an adult were excluded from the response rate calculation.  

The response rate was calculated as follows: 

Y = number of completed surveys that could be matched to an adult 

A = number of young people in the age group when looking at all the adults who 

responded to the survey 

(Y / A) x 100 

The final response rate was 32.7% (the 2017 response rate was 32.0%). 

 

TABLE 4: ACTIVE NZ YOUNG PEOPLE RESPONSE RATE BY AGE 

 5-11 12-17 TOTAL 

Number of completed surveys that 
could be matched to an adult 

3,651 1,244 4,895 

Number of young people in the 
age group when looking at all the 
adults who responded to the 
survey 

7,997 6,992 14,989 

Response rate 45.7% 17.8% 32.7% 
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TABLE 5: ACTIVE NZ YOUNG PEOPLE RESPONSE RATE BY REGION 

REGION 

NUMBER OF 
COMPLETED 

SURVEYS THAT 
COULD BE 

MATCHED TO AN 
ADULT 

NUMBER OF YOUNG 
PEOPLE IN THE AGE 

GROUP WHEN 
LOOKING AT ALL THE 

ADULTS WHO 
RESPONDED TO THE 

SURVEY 

RESPONSE 
RATE 

Sport Northland 131 489 30.4% 

Harbour Sport 329 940 35.0% 

Sport Auckland 413 1,205 33.7% 

Counties Manukau Sport 441 1,478 31.8% 

Sport Waitakere 195 551 33.0% 

Sport Waikato 470 1,443 29.1% 

Sport Bay of Plenty 297 957 32.8% 

Sport Gisborne 141 470 29.7% 

Sport Taranaki 157 494 32.6% 

Sport Whanganui 139 443 29.1% 

Sport Hawke’s Bay 173 530 30.5% 

Sport Manawatu 164 554 31.0% 

Sport Wellington 569 1,590 36.2% 

Sport Tasman 201 581 31.1% 

Sport Canterbury 683 2,029 32.9% 

Sport Otago 228 683 33.4% 

Sport Southland 164 552 31.9% 

Total 4,895 14,989 32.7% 
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4.3 MODE OF RESPONSE  
For all completed Active NZ surveys, the method of completion (whether online or paper) was 

captured in the survey tool. This allows for the proportion of completed online and paper 

questionnaires to be calculated.  

On average, 72% of respondents chose to complete the survey online, with the remaining 28% 

returning paper questionnaires. 

The proportion of online and paper completes was calculated as follows: 

Online proportion = completed surveys (n=25,150) / number of online completes (n=18,133) = 72% 

Paper proportion = completed surveys (n=25,150) / number of paper completes (n=7,037) = 28% 

As previously stated, the Active NZ Young People survey was only conducted online.  

 

4.4 SAMPLE ACHIEVED  
The table below outlines the sample achieved and the corresponding margin of error based on a 

95% confidence interval. This level is the probability that a margin of error around the reported 

sample percentage would include the true percentage for the population being measured.  

 

TABLE 6: ADULT MARGINS OF ERROR 

RST TARGET SAMPLE ACHIEVED MARGIN OF ERROR 

Sport Northland 714 849 ±3.4% 

Aktive 

 Harbour Sport 

 Sport Auckland 

 Counties Manukau Sport 

 Sport Waitakere 

5,297 
1,218 
1,642 
1,695 
742 

6,437 
1,478 
2,053 
2,061 
845 

±1.2% 
±2.6% 
±2.2% 
±2.2% 
±3.4% 

Sport Waikato  1,819 2401 ±2.0% 

Sport Bay of Plenty 1,287 1564 ±2.5% 

Sport Gisborne 608 742 ±3.6% 

Sport Taranaki 724 989 ±3.1% 

Sport Whanganui 703 855 ±3.4% 

Sport Hawke’s Bay 709 885 ±3.3% 

Sport Manawatu 756 993 ±3.1% 

Sport Wellington 2,183 2,746 ±1.9% 

Sport Tasman 779 963 ±3.2% 

Sport Canterbury  2,699 3,444 ±1.7% 

Sport Otago 988 1,338 ±2.7% 

Sport Southland 735 944 ±3.2% 

Total 20,000 25,150 ±0.6% 
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TABLE 7: ACTIVE NZ YOUNG PEOPLE MARGINS OF ERROR 

RST 
ACTIVE NZ YOUNG 
PEOPLE TARGET  

SAMPLE ACHIEVED MARGIN OF ERROR  

Sport Northland 207 166 ±7.7% 

Aktive 

 Harbour Sport 

 Sport Auckland 

 Counties Manukau Sport 

 Sport Waitakere 

1,499 
345 
465 
480 
210 

1,602 
363 
495 
530 
214 

±2.5% 
±5.2% 
±4.4% 
±4.3% 
±6.8% 

Sport Waikato  530 553 ±4.2% 

Sport Bay of Plenty 375 329 ±5.4% 

Sport Gisborne 200 157 ±7.9% 

Sport Taranaki 200 180 ±7.4% 

Sport Whanganui 200 159 ±7.9% 

Sport Hawke’s Bay 206 192 ±7.1% 

Sport Manawatu 211 190 ±7.2% 

Sport Wellington 586 643 ±3.9% 

Sport Tasman 200 225 ±6.6% 

Sport Canterbury  698 765 ±3.6% 

Sport Otago 254 252 ±6.2% 

Sport Southland 200 182 ±7.3% 

Total 5,566 5,595 ±1.3% 
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4.5 SAMPLE WEIGHTING  
To account for biases in the sample design (such as RSTs being targeted disproportionately to their 

population proportion, one adult per household being eligible to respond, and households likely to 

have young people in them being disproportionately sampled) and non-response bias, the data was 

weighted before reporting. The purpose of weighting was to adjust the sample to represent the 

overall New Zealand population living across each RST area.  

Weighting was based on the proportions in the population using the Stats NZ 2013 Census results.  

The sample was adjusted to represent the survey population, using standard weighting techniques. 

These included cell-based weighting for some of the dimensions and, where these were not 

appropriate, Iterative Proportional Fitting (IPF/Rim). 

The weighting process for adults was carried out as follows. 

1. Sample distributions for each of the weighting variables were calculated: 

a. Household size was defined by one person in the household, two people in the 

household, three or more people in the household. 

b. In Quarters 1 and 2, ethnicities were defined by Māori versus non-Māori, Pacific vs. 

non-Pacific, Asian vs. non-Asian and Other ethnicity vs. non-Other ethnicity. In 

Quarters 3 and 4, ethnicities were prioritised to level one in the following order: Māori, 

Pacific peoples, Asian, Other, European and Not elsewhere included. For example, if 

a person is both Pacific peoples and Asian, then they were counted in the Pacific 

peoples category.
12

 

c. Household income was categorised into $40,000 or less, $40,001 to $100,000, 

$100,001 or more, Not stated/Prefer not to say. 

d. RST areas by age and by gender were as follows: 

i. RST areas were Auckland, Bay of Plenty, Canterbury, Counties, Gisborne, 

Hawke’s Bay, Manawatu, North Harbour, Northland, Otago, Southland, Taranaki, 

Tasman, Waikato, Waitakere, Whanganui, Wellington and Westland. 

ii. Age groupings were 18 to 24, 25 to 34, 35 to 49, 50 to 64, 65+. 

iii. Gender was defined by male and female (with ‘gender diverse’ grouped with 

female for weighting, as it is the more common gender).  

2. For each of the weighting dimensions defined above, IPF/Rim weighting was used to adjust 

the sample proportions to the population proportions. 

Weighting for the Active NZ Young People sample was carried out as follows. 

1. The sample distributions for each of the weighting variables were calculated: 

a. Ethnicities were defined by Māori versus non-Māori, Pacific vs. non-Pacific, Asian vs. 

non-Asian and Other ethnicity vs. non-Other ethnicity. 

b. RST areas by age and by gender were as follows: 

i. RST areas were Auckland, Bay of Plenty, Canterbury, Counties, Gisborne, 

Hawke’s Bay, Manawatu, North Harbour, Northland, Otago, Southland, Taranaki, 

Tasman, Waikato, Waitakere, Whanganui, Wellington and Westland. 

                                            
12

 The weighting approach for adults was changed in Quarter 3 to improve the weighting efficiency of this complicated 
weighting approach. Please note: no analysis for reporting purposes is done using a prioritised ethnicity approach.  
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ii. Age groupings were 5 to 11, 12 to 17. 

iii. Gender was defined by male and female (with ‘gender diverse’ grouped with 

female for weighting, as it is the more common gender). 

2. For each of the weighting dimensions defined above, IPF/Rim weighting was used to adjust 

the sample proportions to the population proportions. 

The data was weighted each quarter for both the Active NZ and Active NZ Young People surveys. 

Post-weights were then applied to correct any disparities in the sample sizes between the four 

quarters. 

 

Some data cleaning was required for these weighting variables. Table 8 outlines this cleaning. 

TABLE 8: DATA CLEANING REQUIRED FOR WEIGHTING VARIABLES 

Variable Data cleaning 

Age Adults who skipped the age question on the paper questionnaire had their age 

band imputed from the electoral roll using the age data.  

Gender Adults who skipped the gender question on the paper questionnaire had their 

likely gender imputed from the electoral roll using their title or name. 

Ethnicity Adults who skipped the ethnicity question on the paper questionnaire were 

grouped with the most common group (for weighting only). 

Household size Adults who skipped the household size question on the paper questionnaire 

were grouped with the most common group (for weighting only).  

Household income Adults who skipped the household income question on the paper 

questionnaire were grouped with the category ‘not stated’ (for weighting only). 

RST The RST that had been assigned to each respondent during sampling (using 

their meshblock data) was compared with the Stats NZ region that the 

respondent stated they lived in. Those who stated that they lived in the same 

region, or a region neighbouring their RST, were left in the RST they were 

allocated from the electoral roll. Those who stated that they lived in a region 

not adjacent to their RST were assigned to the RST closest to the region they 

lived in. These respondents were assumed to have moved across regions. 

Young people who could be linked to an adult respondent were given the 

same region as the adult (as young people were not asked their region) or 

else their RST from the electoral roll was used.  

Note: Weighting matrices are included in Appendix 4.  
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5. DATA ANALYSIS  
This section of the report includes details relevant to the analysis of the data. 

5.1 CODING OPEN ENDED ANSWERS 
The verbatim answers given to open ended questions were analysed, with recurring themes 

forming the codeframes. Each verbatim comment was then coded into the applicable theme.  

A number of questions with an existing codeframe for respondents had an ‘other specify’ response 

for any missing categories. These comments were either coded back into an existing code (if 

appropriate) or a new code was created. These new codes are analysed ahead of the next round of 

questionnaire changes and added if necessary.  

 

5.2 DATA CLEANING  
Some data cleaning and back coding was required for accurate and consistent results. This was 

required for both Active NZ and Active NZ Young People.  

Back coding was required for the activities participated in during the seven days prior. 

 After selecting the activities participated in during the seven days prior, respondents were 

asked more detailed questions about their participation in those activities (e.g. their reason 

for doing it, the number of times they did it and whether it was done as a sport or 

recreational activity). 

 Some respondents noted at this question that they had in fact not done the activity in the 

seven days prior. They were not asked any of the follow-up questions and responses were 

back coded to remove their participation in the activity in the seven days prior.  

 In other instances, respondents noted on the paper questionnaire additional activities not 

selected previously as having been done in the seven days prior. These respondents are 

back coded as having taken part in the activity. To improve the consistency between 

online and the paper questionnaire, an additional question is included online to check 

whether the respondent had done any activities in the seven days prior other than those 

they had selected. 

Data cleaning was necessary for some of the questions that required a numeric response. As is 

typical with surveys, some respondents entered invalid or unlikely responses to these questions. 

Online, a prompt was included for the respondent to check their answer. For the paper 

questionnaire there was no such prompt. During analysis, outliers and invalid responses from 

respondents were removed. Only extreme outliers were removed. These were determined based 

on conservative rules set by the research team. For example, a maximum height of 251cm was set 

based on the measurements of the tallest person.  

Standard exclusions have been set to ensure comparability over time. These are shown in Table 9. 
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TABLE 9: SURVEY OUTLIERS  

Active NZ question Outliers set as 

Number of adults in the household 21 or more 

Number of children/young people in the household 21 or more 

Frequency of activities in the 7 days prior 22 times or more 

Number of time active for transport 22 times or more 

Number of hours spent being active (total, light, 

moderate and vigorous intensity) 

51 hours or more 

Duration of walking in last 7 days 51 hours or more 

Duration of gardening in last 7 days 51 hours or more 

Number of visits to the gym in the 7 days prior 36 or more 

Number of hours spent volunteering  101 or more 

Number of hours active while volunteering 101 or more 

Screen time at work or school  151 hours or more 

Screen time outside of work or school  151 hours or more 

Screen time for gaming 151 hours or more 

Hours of sleep per night 24 hours or more 

Height 64cm or under, or 251cm or over 

Weight 30kg or under, or 251kg or over 

Active NZ Young People question Outliers set as 

Number of hours spent being active 76 hours or more 

Number of active hours in last 7 days (questions asked 

only of 15-17 year olds; total, light, moderate and 

vigorous intensity) 

51 hours or more 

Number of visits to the gym in the 7 days prior 36 or more 

Hours of sleep per night 24 hours or more 

 

A small number of respondents completed both an online and a paper questionnaire for the survey. 

Only their online response was used.  

A small number of respondents completing the paper questionnaire skipped questions that were set 

as compulsory online. These responses were excluded from that question alone, so results represent 

those who provided an answer. The same approach was taken for some of the questions which were 

more sensitive and set as non-compulsory (such as quality of life, height and weight).  

Additional cleaning required is outlined in Section 4.5 (for the variables required for weighting). Of 

particular importance is how respondents were assigned to a final RST.  
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5.3 REPORTING  
The following are notes on the analysis used in any reports using the data. 

SIGNIFICANT DIFFERENCES 

Within the two data sets, reported differences between the total result and various subgroups (or 

two subgroups) are statistically significant at the 95% confidence level. Significance testing means 

we can be sure that the differences reported are not due to sample error i.e. because we are using 

a particular sample and not the entire population. 

Every sample selected from a population of interest has sampling error. Sample error is a measure 

of the uncertainty arising in survey results because we have only using a sample. It is measured by 

calculating the standard error i.e. a measure of the variability of the actual survey estimate. 

When testing two results to see if they are statistically significantly different, we take into account 

that both results will have a standard error. Suppose that a survey estimate of 70% was calculated 

from a survey and that the standard error of this estimate was 2%. Statistical theory says that 95 

times out of 100 a randomly drawn sample will have a mean value within 2 standard errors of the 

actual population value i.e. the population mean value is in the range 70%+/- 4% (66%-74%). 

Knowing a difference is statistically significant does not mean the difference is important, and the 

absolute value of the percentage point difference needs to be taken into consideration. As the 

sample size increases more results are likely to be statistically significant. An extreme example is a 

Census where every difference is statistically significant, but many are not important e.g. 78% of 

males do X whereas 'only' 77% of females do X.  

Differences reported between total and sub-groups are significant at the 95% confidence level 

using the effective base. The sub-group is tested against the total minus the sub-group so that the 

two are independent. The effective base is used to account for weighting when the significance test 

is run. The effective base = (sum of weight factors)² / sum of squared weight factors. 

When two sub-groups are compared, the differences are tested at the 95% confidence level using 

the effective base. However, the two groups are treated as two independent groups.  

For example, when a significance test is run comparing those aged 18-24 against the total, those 

aged 18-24 are compared to those not aged 18-24 (i.e. total minus those aged 18-24). However, 

when males aged 18-24 are tested against females aged 18-24 the two are treated as independent 

samples and directly compared. When gender is tested overall, it is done in comparison to the total 

i.e. females are tested against those who are not female (total minus female). As the survey 

includes a ‘gender diverse’ category this means that it is not a direct comparison of males versus 

females.  

BASE SIZES 

All base sizes shown on charts and on tables (n=) are unweighted base sizes. Please note that any 

base size under n=100 is considered small and under n=30 is considered very small and therefore 

results should be viewed as indicative only. 

REPORTING ETHNICITY  

In all reports, total ethnicity was reported. This means a person with multiple ethnicities may be 

counted in more than one ethnic group and summed ethnicity percentages equal over 100 percent. 

DEFINING SPORT AND RECREATION 

In the reports, the term ‘sport and active recreation’ is used. In this context, activities considered to 

be sport can be undertaken in a competition or tournament or informally, and individuals differ in 
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their degree of competitiveness irrespective of how they participate. ‘Active recreation’ is a term 

used by Sport NZ to capture all activities not considered to be sport. During development these 

terms needed to be rephrased for adults as physical activity done specifically for the purpose of 

sport, exercise or recreation. For young people the word ‘recreation’ was changed to ‘fun’ and PE 

was also included. Respondents were asked to exclude time spent being active for other reasons 

such as work, chores or volunteering. Physical activity while volunteering in sport and active 

recreation is captured separately, as is physical activity done for work by people in the sport and 

recreation sector (e.g. personal trainers).  

DEPRIVATION 

In the reports we have analysed results by deprivation, based on the NZDep2013 index of 

socioeconomic deprivation. NZDep2013 combines census data relating to income, home 

ownership, employment, qualifications, family structure, housing, and access to transport and 

communications. It provides a deprivation score for each meshblock
13

, NZDep2013 groups 

deprivation scores into deciles, where 1 represents the areas with the least deprived scores and 10 

the areas with the most deprived scores. A value of 10 therefore indicates that a meshblock is in 

the most deprived 10% of areas in New Zealand. It is important to note that NZDep2013 estimates 

the relative socioeconomic deprivation of an area, and does not directly relate to individuals. 

NZDep2013 cannot be used to look at changes in absolute deprivation over time as 10% of areas 

will always be the most deprived, relative to other areas in New Zealand. The NZDep2013 Index of 

Deprivation is available on the Otago University website.  

7 DAY VERSUS 12 MONTH PARTICIPATION 

For adults, participation in the various sports and activities is captured based on what respondents 

have done in the last 7 days and 12 months. The 12 month timeframe is included to provide a more 

robust profile of who has participated and how they have done so. The 7 day timeframe is included 

as this is the most accurate recall of activities done, particularly in terms of number of times it has 

been done and their motivations why.  

COMPARISONS TO PREVIOUS SURVEYS 

Findings cannot be compared directly with previous Active NZ and participation trends reports 

because of factors such as: 

 Methodological differences in the way the survey questions were asked and the method in 

which the data was collected 

 Differences in the duration of data collection for the different surveys. 

 

                                            
13

 Meshblocks are the smallest geographical area defined by Statistics New Zealand, with a population of around 60-110 
people.  

http://www.otago.ac.nz/wellington/departments/publichealth/research/hirp/otago020194.html
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APPENDICES 
 1. Survey communications 

 2. Active NZ Quarter 4 2018 questionnaire  

 3. Active NZ Young People Quarter 4 2018 questionnaire 

 4. Weighting matrices  
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APPENDIX 1: 
SURVEY 
COMMUNICATIONS



 

Copyright © 2019 The Nielsen Company. Confidential and proprietary.  26 

1.1. MAIL OUT 1 – INITIAL LETTER 
 
ENVELOPE:  

 

 
  



 

Copyright © 2019 The Nielsen Company. Confidential and proprietary.  27 

ADULT INVITATION LETTER (FRONT) FREQUENTLY ASKED QUESTIONS (BACK OF LETTER) 
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ACTIVE NZ YOUNG PEOPLE’S FLYER (FRONT): 

 
ACTIVE NZ YOUNG PEOPLE’S FLYER (BACK): 
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1.2. MAIL OUT 2 – POSTCARD 1 
 

FRONT 

 
BACK 

 

 

 

<Date> 

<Mailing Address 1> 

<Mailing Address 1> 

<Mailing Address 2> 

<Mailing Address 3> 

<Mailing Address 4> 

<Mailing Address 5> 

<Mailing Address 6> 

 
User name: <username> 

Survey code: <survey code> 
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1.3. MAIL OUT 3 – SURVEY PACK 
 
ENVELOPE: 

 

 
PEN: 
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LETTER (FRONT): 
 

 

FREQUENTLY ASKED QUESTIONS (BACK OF LETTER): 
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ACTIVE NZ QUESTIONNAIRE (FRONT COVER): ACTIVE NZ QUESTIONNAIRE (BACK COVER): 
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ACTIVE NZ YOUNG PEOPLES A4 FLYER (1 SIDED):  

 

 



 

Copyright © 2019 The Nielsen Company. Confidential and proprietary.  34 

1.4. MAIL OUT 4 – POSTCARD 2 
 
FRONT: 

 
 

BACK: 

  

<Date> 

<Mailing Address 1> 

<Mailing Address 1> 

<Mailing Address 2> 

<Mailing Address 3> 

<Mailing Address 4> 

<Mailing Address 5> 

<Mailing Address 6> 

 
User name: <username> 

Survey code: <survey code> 
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APPENDIX 2: ACTIVE NZ 
QUARTER 4 2018 
QUESTIONNAIRE 
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APPENDIX 3: ACTIVE NZ 
YOUNG PEOPLE Q4 2018 
QUESTIONNAIRE 
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APPENDIX 4: WEIGHTING 
MATRICES
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WEIGHTING OF THE ADULT DATASET 

 

NUMBER OF ADULTS AGED 18+ IN 
THE HOUSEHOLD  

POPULATION 
PROPORTION 

1 adult 31% 

2 adults  53% 

3 or more adults  17% 

  

ETHNICITY  
(PRIORITISED) 

POPULATION 
PROPORTION 

Māori 11% 

Pacific  5% 

Asian  11% 

All other  73% 

 

HOUSEHOLD INCOME 
POPULATION 
PROPORTION 

$40,000 or less 20% 

$40,001 - $100,000 35% 

$100,001 or more 29% 

Not stated 16% 

 

 
GENDER WITHIN RST 

POPULATION PROPORTION 
MALES 

FEMALE + GENDER 
DIVERSE

14
 

Sport Northland 1.7% 1.8% 

Aktive – Harbour Sport 3.7% 4.1% 

Aktive – Sport Auckland 5.0% 5.4% 

Aktive – Counties Manukau Sport 5.1% 5.6% 

Aktive – Sport Waitakere 2.2% 2.4% 

Sport Waikato 4.3% 4.6% 

Sport Bay of Plenty 3.0% 3.3% 

Sport Gisborne 0.5% 0.5% 

Sport Taranaki 1.2% 1.3% 

Sport Whanganui 0.8% 0.8% 

Sport Hawke’s Bay 1.6% 1.8% 

Sport Manawatu 1.7% 1.9% 

Sport Wellington 5.4% 5.9% 

Sport Tasman 1.8% 1.9% 

Sport Canterbury (excluding Westland) 6.3% 6.6% 

Sport Canterbury – Westland only 0.3% 0.3% 

Sport Otago 2.4% 2.6% 

Sport Southland 1.1% 1.1% 

 

  

                                            
14

 Gender diverse is grouped with female for weighting as it is the most common gender in the population. 
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AGE WITHIN RST 
POPULATION PROPORTION 

18-24 25-34 35-49 50-64 65+ 

Sport Northland 0.3% 0.4% 0.9% 1.0% 0.9% 

Aktive – Harbour Sport 0.9% 1.2% 2.3% 1.9% 1.5% 

Aktive – Sport Auckland 1.6% 2.3% 2.8% 2.2% 1.4% 

Aktive – Counties Manukau Sport 1.6% 1.9% 3.1% 2.5% 1.6% 

Aktive – Sport Waitakere 0.6% 0.9% 1.4% 1.1% 0.7% 

Sport Waikato 1.1% 1.4% 2.4% 2.2% 1.8% 

Sport Bay of Plenty 0.6% 0.8% 1.7% 1.7% 1.5% 

Sport Gisborne 0.1% 0.1% 0.3% 0.3% 0.2% 

Sport Taranaki 0.3% 0.4% 0.7% 0.7% 0.6% 

Sport Whanganui 0.2% 0.2% 0.4% 0.4% 0.4% 

Sport Hawke’s Bay 0.3% 0.5% 0.9% 1.0% 0.8% 

Sport Manawatu 0.5% 0.5% 0.9% 0.9% 0.8% 

Sport Wellington 1.6% 1.9% 3.2% 2.7% 1.9% 

Sport Tasman 0.3% 0.4% 1.0% 1.1% 0.9% 

Sport Canterbury (excluding Westland) 1.6% 2.0% 3.5% 3.3% 2.6% 

Sport Canterbury – Westland only 0.1% 0.1% 0.1% 0.2% 0.1% 

Sport Otago 0.8% 0.7% 1.2% 1.2% 1.0% 

Sport Southland 0.2% 0.3% 0.6% 0.6% 0.5% 
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WEIGHTING OF THE ACTIVE NZ YOUNG PEOPLE DATASET 

 
ETHNICITY  

(MULTIPLE RESPONSES INCLUDED) 
POPULATION 
PROPORTION 

Māori 23% 

Pacific  12% 

Asian  12% 

All other  73% 

 

AGE WITHIN RST 
POPULATION PROPORTION 

5-11 YEARS 
MALE 

5-11 YEARS 
FEMALE 

12-17 YEARS 
MALE 

12-17 YEARS 
FEMALE 

Sport Northland 1.0% 1.0% 0.9% 0.9% 

Aktive – Harbour Sport 2.0% 1.9% 1.9% 1.8% 

Aktive – Sport Auckland 2.3% 2.2% 2.1% 2.0% 

Aktive – Counties Manukau Sport 3.7% 3.5% 3.2% 3.0% 

Aktive – Sport Waitakere 1.4% 1.3% 1.1% 1.1% 

Sport Waikato 2.6% 2.5% 2.3% 2.2% 

Sport Bay of Plenty 1.9% 1.8% 1.7% 1.6% 

Sport Gisborne 0.4% 0.3% 0.3% 0.3% 

Sport Taranaki 0.7% 0.7% 0.6% 0.6% 

Sport Whanganui 0.4% 0.4% 0.4% 0.4% 

Sport Hawke’s Bay 1.0% 1.0% 0.9% 0.9% 

Sport Manawatu 1.0% 0.9% 0.9% 0.9% 

Sport Wellington 2.9% 2.8% 2.5% 2.4% 

Sport Tasman 0.9% 0.9% 0.8% 0.8% 

Sport Canterbury (excluding Westland) 3.1% 3.0% 2.9% 2.7% 

Sport Canterbury – Westland only 0.1% 0.1% 0.1% 0.1% 

Sport Otago 1.1% 1.0% 1.0% 1.0% 

Sport Southland 0.6% 0.6% 0.5% 0.5% 
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RST
15

 
POPULATION 
PROPORTION 

Sport Northland 3.8% 

Aktive – Harbour Sport 7.5% 

Aktive – Sport Auckland 8.6% 

Aktive – Counties Manukau Sport 13.3% 

Aktive – Sport Waitakere 4.9% 

Sport Waikato 9.5% 

Sport Bay of Plenty 6.9% 

Sport Gisborne 1.2% 

Sport Taranaki 2.6% 

Sport Whanganui 1.7% 

Sport Hawke’s Bay 3.8% 

Sport Manawatu 3.7% 

Sport Wellington 10.5% 

Sport Tasman 3.4% 

Sport Canterbury (excluding Westland) 11.8% 

Sport Canterbury – Westland only 0.5% 

Sport Otago 4.1% 

Sport Southland 2.2% 

 

     

                                            
15

 An overall RST weight was required due to the small sample size in some of the interlocked RST, age and gender cells, resulting in the 
collapsing of some cells across RST. This step was not required for the adult sample due to the larger sample size. 
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