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Introduction 
 
The purpose of this report is to assess the efficacy of Zero Waste Taranaki ‘s educational behaviour 
change campaigns, tools and services.  The findings from this research will be used to inform future 
campaigns, programmes and services to increase action in waste reduction to achieve the goal of 
zero waste in Taranaki  
 

Background 
 
New Plymouth District Council (“NPDC”), Stratford District Council (“SDC”) and South Taranaki 
District Council (“STDC”) all share a vision to work towards zero waste. As outlined in each district’s 
Waste Management and Minimisation Plan, behaviour change is a key focus area to achieve this 
vision. Operationally, this has involved the delivery of targeted education campaigns based on 
research and a commitment to review the effectiveness of these campaigns. The ‘On Our Waste to 
Zero Waste’ survey is a leading example of this commitment. 
 
This approach is documented with the Regional Behaviour Change Strategy, which supports a 
consistent application of this methodology across the region. The principles guiding the Regional 
Behaviour Change approach are outlined below.  
 

Circular Economy1 

Figure 1 - Circular Economy 

 

  

 
1 Ōhanga āmiomio - Circular economy | Ministry for the Environment 

about:blank
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The three global principles of a circular economy are: 

Design out waste, pollution, and ideally emissions, from the beginning of a product’s lifecycle – 

Waste is viewed as a design flaw. Loss of materials and energy through the production process is 

minimised. 

Keep products and materials in use – Products are designed to be reused, repaired and recycled. 

Waste materials from one process become an input for another. Requires us to think about systems. 

Regenerate natural systems – Shifts our perspective from minimising environmental harm to 

regenerating natural systems and using nature-based solutions to address global environmental 

issues and climate change. Valuable nutrients are returned to the soil and ecosystems are enhanced. 

Waste hierarchy  

Aligned with the circular economy is the waste hierarchy, a globally recognised framework for 

minimising waste. The waste hierarchy explains which pathways are preferable for managing our 

resources and reducing environmental impacts (figure 2). 

Figure 2 - Waste Hierarchy Model 

 

Zero Waste Taranaki  

NPDC, SDC and STDC are all working towards achieving zero waste. An analysis of the region’s waste 

disposal and minimisation habits show that there are several factors that impede actions and 

successful outcomes in achieving this.   

The NPDC annual recycling audit found a 14 per cent contamination rate in kerbside recycling bins. 
The main contaminants being lids, dirty recyclables and non-recyclable plastics (particularly soft 
plastics). New Zealand’s recycling systems are not straightforward, and it can be quite difficult for 
individuals and households to understand what can and cannot be recycled in their kerbside 
collections. This has driven many of the campaigns targeted at correct kerbside recycling including, 
‘Get Rid of the Lid’ and ‘It’s as Easy as 1,2,5!’ 

The recent Solid Waste Analysis Protocol (SWAP) assessment found 50% of rubbish sent to landfill 

regionally is potentially divertible. This is equal to 204 tonnes per week or approximately 10,765 

tonnes per year in Taranaki. These materials include recyclable, recoverable, and compostable items.  
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These results are consistent with the national findings on contamination and waste diversion2.This 

leads to increasing costs for local government and ratepayers.  Waste Minimisation education 

campaigns, such as “Zero Waste with Rosie”, therefore aim at encouraging waste minimisation 

behaviours beyond recycling. Evaluating the success of the this and other associated campaigns is 

one of the primary goals of this study. 

 

Aim and Objectives of the research project 
• Aim: To assess the efficacy of zero waste educational campaigns which focus on overall 

public awareness and aim to increase action in minimising waste through reducing, reusing 

and recycling. 

This aim is supported by the following four objectives: 

1) To monitor the effectiveness of the behaviour change programme across the following 

communities: 

a. Households and private individuals 

b. Business and commercial organisations, charities & not for profit organisations;  

c. Schools and learning institutes; and  

d. Rural communities and farmers including farm managers and owners.  

2) To monitor over time to establish trends, opportunities and improvements. 

3) To establish the most effective means of engagement for each community of interest.  

4) To establish the key motivators and barriers to change for each group, i.e. ‘what is in it for 

them’ 

 

Methodology 
The information was collected through an online and paper-based survey. It is noted that only a very 

small amount of paper-based surveys (n= 75, 40 collected from WITT, 30 at Farm events and five 

from public libraries) were conducted.  

A core set of questions was asked across all the above groups, with additional targeted questions 

developed to meet the needs of specific groups such as schools, businesses and those who live 

rurally (see Appendix One).  

The online survey was not developed for Iwi and Marae.  As part of the Waste Management and 

Minimisation Planning process, it was decided that a separate engagement process will be 

developed to meet the needs of Iwi and Marae.  It is noted that while there are Māori respondents 

in this survey, they are representing themselves as household members, not as Iwi members or part 

of their Marae.   

 
2 Yates S. 2019. Rethinking rubbish and recycling. Prepared for the WasteMINZ TAO Forum by Sunshine Yates 

Consulting. Auckland: WasteMINZ. 

about:blank
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Question testing/piloting 

The draft survey was piloted with a range of individuals and groups to ensure the questions were ‘fit 

for purpose’.  Changes were made to the survey and then loaded onto ‘Survey Monkey’, an online 

survey platform. 

Data Collection 

The online survey monkey link was open from Wednesday 4 May 2022 to Monday 30 May 2022.  

The survey was promoted using print media, online advertising and email mailing lists.   

Print media  

• Taranaki Daily News (4th May and 7th May) 

• Midweek (25th May) 

• South Taranaki Star (25th May)  

• Stratford Press (25th May) 

 Online Advertising  

• Stuff Advertising (14th May) 

• Google Ad (14th May) 

• Zero Waste Taranaki Blog Post (9th May) 

• NPDC Zero Waste Webpage Access (4th-29th May) 

• Facebook advertising (4th -11th May 22nd-29th May) 

• NPDC Intranet Post 

Direct emails 

• Chamber of Commerce – Chamber Connect Mail Out (20th May) 

• NPDC Schools Mailing list (4th May) 

• NPDC Commercial Mailing list (4th May) 

 

Data analysis 

The data analysis was conducted using the “Survey Monkey – analyse data” function and exported to 

a specialised statistical software package (SPSS Version 28) for further analysis.  All percentages in 

this report are calculated from stated values, i.e. out of the number of respondents who answered 

the question, rather from than the total sample.  At the top of each question, a statement of how 

many respondents who answered the question out of the total respondents in the sample, is given 

to provide an understanding of the data quality of each question.   
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Mean 

A ‘mean’ is the average number (i.e., add up all the numbers, then divide by the total number of 

respondents who answered the question). 

Use of 95% Confident Intervals around the mean ratings 

This is the range of values you expect your estimate to fall between if you redo your test, within a 

certain level of confidence. The confident intervals in this report are calculated at 95%.  This means 

that 95 out of 100 times the estimate will fall between the upper and lower values specified by the 

confidence interval.  

Test of significance 

The sample was first tested as to whether it followed or approximated a normal distribution.  For 

non-normal distribution the following test were used: 

Tests between two categorial variables – chi-square tests. 

Test between a continuous variable (5 point Likert scale) and a categorial variable (age, gender, 

household size, district) – Independent-Samples Kruskal-Wallis Test (tests for if there is an overall 

difference) , followed by post-hoc test using Bonferroni correction for multiple tests, using the 

adjusted significance p value.  Post-hoc tests show the relationship in the categorical variable that 

are statistically different, e.g. between districts, young and old or large and small household groups. 

Limitations of the survey data 

The data has been collected through an online Survey Monkey tool.  The advantages of Survey 

Monkey include it is cost-effective and you do not require specialised training to select a sample or 

develop a questionnaire tool.   

However, online surveys create a number of self-selection biases in the survey sample.  These 

include: 

• Nearly (94.7%) of the respondents completed the survey on-line.  To complete the survey 

on-line, respondents had to have access to electronic devices with internet. It is noted that 

paper-based versions of the survey were available at public libraries throughout Taranaki.  

Only five people completed the paper-based survey available at a public library. 

• People who had an interest in the subject were more likely to click on the survey link and 

complete the survey.  

The key limitation of the survey data in this report is: 

• The sample is not representative of all the groups in the total Taranaki population, i.e. some 

groups are over-represented, and some groups are under-represented.  These included: 
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Over-represented groups in the total individual survey 

• Females - 67.9% of the survey respondents were female.  In comparison, females comprise 

50.4% of the total Taranaki population3. 

•  European - 90.7% of the respondents identified as European.  In comparison, European 

comprise 84.8% of the total Taranaki population. 

Under-represented groups in the total individual survey 

• Men - 30.7% of respondents.  In comparison, males comprise 49.5% of the total Taranaki 
population.   

• Māori - 13.0% of the survey respondents are Māori.  In comparison, Māori comprise 19.8% 

of the total Taranaki population.4 

• People under 20 years of age - 1.9% of the survey respondents are aged under 20 years of 

age.  In comparison, 6.0% of the total Taranaki population are aged between 15 -19 years of 

age and could have completed this survey. 

• People who live in a one-person household in the survey - 9.6% of survey respondents lived 

in a one-person household.  In comparison, people in one-person households comprise 

25.8% of the total Taranaki population. 

For business and schools 

• There are very small numbers of schools and business outside the New Plymouth District in 

the survey sample. These samples only really give information on the views of businesses 

and schools in the New Plymouth District. 

• Under-representation of early childhood services (21% in survey and 54% in Taranaki region) 

in the school sample. 

•  An over representation of primary schools (54% in survey and 36% in Taranaki region) and 

secondary schools (14% in survey and 6% in Taranaki Region) in the school survey sample.   

Small sample sizes of sub-groups within the sample 

• The small sample size of sub-groups in the data, i.e. such as Stratford District, which only had a 

sample size of 64 respondents in the individual sample, means it is difficult to see statistically 

significant findings between districts.   

  

 
3 Statistics New Zealand, Data from the 2018 Census, Place Summaries | Taranaki Region | Stats NZ, retrieved on 

7/06/22. 

4 Statistics New Zealand, data from the 2018 census, Ethnic groups for people in Taranaki Region, 
2006–18 Censuses, Place Summaries | Taranaki Region | Stats NZ, retrieved on 7/06/22. 

 

about:blank#population-and-dwellings
about:blank#ethnicity-culture-and-identity
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Table 1 - Margin of error by district for individual respondents 

Where individual 
respondents lived 

Survey 
Respondents 
(n) 

2018 Census 
population 
(N) 

Margin of 
error (at 
95%) of the 
sample size 5  

New Plymouth District 782 80,679 ±3.49% 

Stratford District 64 9,474 ±12.21% 

South Taranaki District 223 27,534 ±6.54% 

Taranaki Region*  1,175 117, 561 ±2.84% 

*Taranaki Region includes all individual respondents.  It is noted that 106 of the total individual respondents did not 

state which district they lived in.   

• It is noted that the sample size for Stratford District has a very large margin of error at ±12.21%.  

To have a margin of error of ± 5.0 for Stratford District the sample size required was 370.  To 

have a margin of error of ± 5.0 for South Taranaki District the sample size required was 379. 
 

•  Having very few respondents under 20 years of age means comparison between younger and 

older respondents are limited.  The under-representation of males in the sample means it is 

difficult to see trends and patterns based on gender.  Additionally, under-representation of 

single-person households means it is difficult to see trends in household sizes.   

Data quality issues 

• The online survey was self-completed, and respondents were able to skip questions they did not 

want to answer.  The completion rate of the survey is 78%.  It is estimated that the survey took 

an average of 10 minutes to complete.  Questions at the end of the survey had a lower 

completion rate than those at the start.  For example, the demographic questions at the end of 

the individual survey had a response rate of 86.4%.   

• The data also shows a number of people have only answered the first question, then exited the 

survey.  It is not evident why this happened, but suggests they clicked on the link, answered the 

first question and then decided not to carry on with the survey.  The sample sizes have been 

adjusted to remove people who only answered the first question from the sample.  The adjusted 

sample sizes are as follows: 

Table 2 - Sample Size 

Sample  Answered only first question 
(unadjusted sample size) 

Answered at two or more 
questions (adjusted sample) 

Individual 1,265 1,175 

Business/organisation       66      57 

School/Kura       42      35 

Farm       49      45 

Total  1,422 1,312 

 

  

 
5 https://www.calculator.net/sample-size-

calculator.html?type=2&cl2=95&ss2=223&pc2=50&ps2=27534&x=52&y=13#findci 
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Summary of Key Findings - On Our Way to Zero Waste Survey 
 

Nearly all (89.6%) of the respondents who answered the survey chose to do so as individuals or on 

behalf of their households. The summary of the key findings is to be read alongside the following 

reports: 

• Findings for the total individual respondents 

• Findings for school respondents 

• Findings for businesses/organisations respondents 

• Findings for farm respondents 

• Findings for individual respondents who live in the New Plymouth district 

• Findings for individual respondents who live in the Stratford district 

• Findings for individual respondents who live in the South Taranaki district. 

Concern about the impacts of waste on the environment 

Findings show that individuals were more likely to show a high rating of concern about their impact 

on the environment, than those respondents who were answering as part of a business, school or 

farm. This may be due to those respondents who answered as part of a business or school having 

less control over the impact of the waste it produced on the environment, than individual 

respondents.   

For individual respondents, females rated higher levels of concern about the impact of waste on the 

environment than males.  This finding is statistically significant with p=0.015. There was no 

statistically significant differences due to district, age or household size. 

Figure 3 - Concern regarding impact of waste on the environment 
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Committed to recycling  

The findings show that schools show the least commitment to recycling, with individuals and 

businesses having a much higher rating regarding their commitment to recycling.  Respondents aged 

70 years of age and over rated higher levels of commitment to recycling than those aged under 30 

years of age (p=0.23) or those aged 30-49 years of age (p=.012). Findings also show that respondents 

who lived in a small households had a higher commitment to recylcing than those who lived in larger 

households of four or more people.  These findings suggest that individuals are more committed to 

recycling because they have time to do so, i.e, retired or less busy households. 

 

Figure 4 - How committed are you to recycling? 

 

 

Commitment to doing more than recycling to reduce waste 

For the purpose of the survey it was noted that doing more than recycling means rethinking what 
you buy, reducing what you buy new, reusing, repairing, or repurposing items. Individual 
respondents were the least committed to doing more than recycling to reduce waste than other 
respondent groups.  It is noted individuals are provided with kerbside recycling services, but that 
business and farms had to organise their own recycling services.  It is in the interest of farms and 
businesses to reduce the amount of waste they had to recycle as this reduced the cost they had to 
pay for commerical recycling services or the time taken away the farm or business to go to transfer 
stations.   
 
Overall, females rated higher levels of commitment to doing more than recycling to reduce waste 
than males.  This finding is appraoching statistically significance with p=0.05. 
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Figure 5 - How committed are you to doing more than recycling to reduce waste? 

 

Awareness of Taranaki Zero Waste Taranaki campaigns 

The majority (59.4% to 77.4%) of respondents were aware of the ‘Bring it’ campaign to encourage 

use of reusable coffee cups in cafés.  Apart from schools (where 61.3% were aware) less than half of 

respondents were aware of the ‘Plastic Free July’ campaign to discourage single use plastic. 

Businesses and individual respondents who lived in the Stratford or South Taranaki were more likely 

to be aware of the ‘Love Food Hate Waste’ campaign, than other respondent groups. ‘Tips with 

Rosie’ (only included in the individual survey questions) had the lowest rating at 16.0%.   

Figure 6 - Awareness of Zero Waste Taranaki's campaigns 

  

2.16

3.25
2.80

3.64

0.00

0.50

1.00

1.50

2.00

2.50

3.00

3.50

4.00

4.50

M
ea

n
 r

ai
n

g

Individuals Business Education Farm

66.5%

42.8% 41.4%

59.7%

42.1%

50.9%

77.4%

61.3%

29.0%

59.5%

31.0%
35.7%

0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

70.0%

80.0%

90.0%

Bring it Plastic Free July Love Food Hate Waste

%
 o

f 
re

sp
o

n
d

en
ts

Individuals Business School Farm



 

13 | P a g e  
 

Zero Waste Taranaki Tools and Services to reduce waste 

All respondents were asked which Zero Waste Taranaki tools and services they were aware of, from 

a list provided.  Transfer Stations and The Junction Zero Waste Hub (for New Plymouth respondents) 

were services that had the highest level of awareness.  In terms of receiving information, the Council 

Websites and Council Facebook pages (especially for Stratford and South Taranaki respondents) had 

the highest level of awareness.   

 

Figure 7 - Awareness of Zero Waste Taranaki's Tools and Service - Top Five 

 

Respondents were then asked to select which of the Zero Waste Taranaki tools and services they 

had used.  Generally, respondents used the tools and services they were aware of. Those 

respondents who lived rurally and were not provided with kerbside recycling services at their homes 

were more likely to use the transfer stations to drop off recycling for free (81.0%), than individuals 

who were provided with kerbside recycling services at their homes (47.3%).   
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Figure 8 - Use of Zero Waste Taranaki's Tool and Services - Top Five 

 

Waste Minimisation 

Respondents were asked what prevented them from reducing waste.  For businesses and farms the 

most common barrier was the cost of paying for recycling services.  For individuals, the cost of 

buying low waste or ‘green’ products was a common barrier.  Being unsure of what services were 

available was the next most common factor, especially for schools and farmers.   
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Figure 9 - Top Three Key Barriers to Reducing Waste 

 

Cost was also a key motivating factor to do more to reduce waste for individuals, businesses and 

farm.  For schools, the key motivating factor was learning more about recycling options and services.  

Figure 10 - Top Three Motivating Factors to Reduce Waste 
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Preferred ways to learn more about minimising waste 

On the whole, websites and social media (such as Facebook) were the most popular ways to learn 

more about minimising waste.  However, respondents from schools preferred hands-on workshops, 

as did respondents aged under 30 years of age and women.   

Figure 11 - Preferred ways to learn more about minimising waste 
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Figure 12 - Preferred Social Media Platform 
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New Plymouth District Council’s Kerbside Food Scraps Bin 

Half (52.8%) of the respondents stated they used the green kerbside food scraps bin.  The 

respondents showed high levels of awareness and compliance to the guidelines for use, except for 

the requirement that the bin must be under 10 kg, as they did not weigh the bin.  The main reasons 

respondents did not use the food scraps bin were that they composted or used worm farms, or that 

the bins were ‘dirty and/or smelled’.  Comments from respondents also showed that some 

respondents did not like when the bins were only half emptied by collectors, felt the bins were of a 

poor design, and didn’t like food scraps being transported out of the district to be processed.   

Findings for schools 

Sixty percent of schools reported they used the council provided yellow-lid mixed recycling kerbside 

bin.  The majority (60%) of schools had on-site composting or worm farming and were growing 

food/kai in a school garden.  Just under half (around 40%) of schools also used commercial waste 

(for landfill) and recycling providers (for cardboard and paper collection).  About a quarter (29%) of 

schools used the tours of the materials recovery facility, and nearly all (8 out of 10) of the 

respondents who were aware of the Zero Waste Education Programme had used it.  A third of 

respondents who stated they were aware of the free support for schools to reduce waste 

programme had used it.  Overall, three-quarters (77.8%) of schools stated they would be interested 

in receiving support to help their school/Kura to reduce waste.   

Findings for businesses 

Larger scale businesses used commercial waste and recycling providers, while one-person businesses 

who were ‘working from home’ used their own domestic kerbside recycling services or took their 

recycling to transfer stations or The Junction Zero Waste Hub.  Businesses showed a very low level of 

awareness and use of support and programmes tailored to them.  Four of the 10 respondents, who 

were aware of the NPDC Resource Wise Business 4-year support and award programme, had used it.   

Five out of 14 of the respondents who were aware of the free support to help businesses and 

organisations reduce waste had used it. It is noted that these business specific programmes and 

services have only recently been developed and it will take time for business to come on board.  This 

finding does suggest the need to actively promote these programmes and services.  

There was a sense of frustration from business regarding the limited options available and cost of 

recycling.  It was suggested by five respondents that businesses should be offered a kerbside 

recycling service.   

Findings for Farmers 

Farmers either hired skip bins or took landfill waste to a council run transfer station.   Recycling was 

taken to the transfer stations or recycled using the Agrecovery recycling programme.  A minority (6 

out of 42) of farms continue to burn or bury their waste in the ‘farm hole’.  About half the famers 

were aware of and went to the AgRecovery events.  
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Overall Comments 

Overall comments made by respondents were generally positive and made good suggestions to 

improve current services and for additional services that would help them further reduce waste.  

Respondents also noted that more could be done to address waste at the manufacturing stage.   This 

included government regulations to reduce packaging and ensure that products are repairable.  

Individual respondents wanted to be able to recycle more items and have more recycling facilities.  It 

is noted that more education needs to be directed towards individuals to go beyond recycling to 

reduce waste.  Knowing more about what happens to recycling materials and how they are re-

purposed would be a motivating factor for some respondents, as would having a local food scraps 

processing plant.  A very small number of respondents made negative comments regarding the zero-

waste goal itself, with some reporting a bad experience with the council regarding recycling.   

Discussion  
This section of the report provides a brief discussion of the key findings, including the implications of 

the limitations of the data.  As stated in the earlier section of this report, the key limitation of the 

data, is that the sample does not represent all the groups that comprise the overall Taranaki 

population.  Further follow-up research is required with Māori, males, people aged under 20 years of 

age, those who live in one-person household, and schools and businesses based outside of the New 

Plymouth District.   

General comments  

These comments apply to all respondent groups.  Overall, findings show a positive bias to recycling 

and reflect the self-selection bias in the survey sample, with people who had an existing interest in 

recycling and zero waste being more likely to answer the question.  However, there were a small 

number of respondents who held a range of negative views on recycling, e.g. recycling was just 

‘virtue signalling’ or all recycling material was either sent to the landfill or offshore to be processed.  

To address these negative views, councils need to be more transparent about where recycling 

materials are sent to be processed and highlight the work of any local recycling processing 

operations.   

Older people (especially those over 70) and men were less likely to use social media and emphasises 

the importance of continuing to provide a range of communication methods.  Schools preferred 

being provided with ‘hands-on’ workshops to learn more about reducing waste.   

 

Individual respondents 

The findings show that older people (especially those aged 70 years and older) and those people 

living in smaller households have the highest level of commitment to recycling.  In comparison, 

people aged under 30 years of age, those who live in larger households (especially those in 

flatting/shared households) face more barriers to recycling.  This includes being ‘time poor’, having 

to manage other people in their household that might be less committed to recycling, and having 

less money to buy eco-friendly products.  It is evident that recycling and zero waste campaigns, 
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guidelines and services must address the key issues of being ‘time poor’ and cost if they are to 

change behaviour with younger people and larger household groups.  

Further information needs to be provided to individuals to move them from wanting to recycle more 

and more items to reducing waste at the point of purchase or by reusing and re-purposing items.  

Providing hands-on workshop was a popular way to learn more about ways of minimising waste for 

women and younger people.  It is suggested that men may benefit from having this type of 

education provided in their workplaces, as they would be less likely to attend a community event 

Schools and businesses 

The low engagement from schools and businesses in this survey and in programmes and services 

that are tailored to them, is reflective of the time period that the information was collected, i.e. in 

the middle of the COVID-19 pandemic.  As reported in local media the impact of the COVID-19 

pandemic on schools and businesses has been significant with many schools and businesses 

struggling to stay open due to staff sickness and the impact of previous lockdowns.  Zero Waste 

Taranaki staff need to be mindful of the current stress on schools and businesses and should seek to 

re-engage with them when they are ready to do so. 

Farmers  

Attending farm events were a popular way of receiving information for farmers.  Zero Waste 

Taranaki could look at show-casing good practice to educate farmers stuck in poor waste reduction 

methods such as burning rubbish or using ‘farm holes’.  

 

Recommendations 
Based on the findings of this report the following recommendations are made to the Zero Waste 

Taranaki team: 

Survey design 

• Reduce the length of the survey tool by removing questions which were not well answered 

and remove answer categories will small respondent numbers. 

• Investigate the cost of using a market research company, or university research unit to 

conduct the next survey using a stratified sample framework, so the sample is 

representative of the sub-groups that comprise the Taranaki population. 

Individual respondents 

• Continue to use a wide variety of methods, i.e., online, face-to-face and printed material to 

promote recycling and zero waste campaigns, guidelines, tools and services. 

• Conduct further research with groups that are under-represented in this sample, i.e. Māori, 

men, people aged under 20 years of age, and single person households to collect their views 

on recycling and zero waste. 
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Businesses 

• Conduct further research with businesses that are based outside of the New Plymouth 

District. 

• Co-design a kerbside recycling service for businesses/organisations with 

businesses/organisations, council infrastructure services and other affected groups, e.g. 

people who live close to businesses. 

• Re-engage with businesses to promote campaigns, programmes and services that are 

tailored to businesses. 

Schools 

• Conduct further research with schools based outside of New Plymouth District and early 

childhood centres across all districts. 

• Re-engage with schools to promote campaigns, programmes and services that are tailored 

to schools.  It is noted that schools had a strong preference for hands-on workshops. 

 

Farms 

• Continue to promote recycling and zero waste messages at farm events. 

• Investigate ‘show-casing’ of individual farms that demonstrate best practice by purchasing 

produces that have low waste and using re-generative farming methods, to transform 

recycling and waste management in the rural sector. 
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Appendix One – Survey Tool 
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