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Objective of research 

The overarching objective of the survey was to identify the barriers preventing reduce and reuse behaviour in the Queenstown 
Lakes and Central Otago districts. The research has enabled us to develop a baseline understanding of the barriers to reduce 
behaviours and the results will be used to target our community engagement activities to have more impact. 

The objective was achieved through the completion of online and face-to-face surveys of 675 people who reside in the 
Queenstown Lakes and Central Otago areas. 

Methodology 

Sample size - calculation 

A target sample size of 600 responses was calculated using a confidence level of 95% and an interval of 4 for the total population 
base of the Central Otago and Queenstown Lakes districts at the 2018 census. 

Survey Design 

The survey questions were developed by Wanaka Wastebusters with input from Rebecca Prince-Ruiz, founder of Plastic Free July. 
Ms Prince-Ruiz has extensive behaviour change expertise and has completed similar surveys in Western Australia. 

The draft survey questions and collection methodology were reviewed by Ms Prince-Ruiz, and feedback was incorporated into the 
final version. The draft survey was also tested by Wastebusters staff and local residents and refined accordingly. 

Survey completion 

People primarily completed this survey via an online link provided in an email or on Facebook. Approximately 50 surveys were 
completed in a face-to-face setting using an iPad. This was found to be an ineffective method as survey completion took up to 10 
minutes and didn’t suit a public setting. 
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The survey was promoted via: 

● Partners Sustainable Queenstown and Central Otago REAP - via social media and email. 
● Direct emails to residents associations, community groups and sporting clubs. 
● Social media - shared on community forums and groups, Wastebusters, Sustainable Queenstown and CO REAP 

Facebook pages. 

As an incentive for completing the survey three $150 dinner vouchers were offered as a prize - one in each region. 

Halfway through the survey completion phase it was observed that a large majority of respondents were female (up to 85% at 
times). Significant efforts were made to target male respondents during the second half of the completion phase. At the 
completion of the survey the proportion of female respondents was lower but still a significant majority at 79%. 

Key observations and insights 

● The large majority of people are extremely or very concerned about the impact their consumer choices have on the 
environment, waterways and the amount of waste their choices create. The levels of concern did not vary significantly by 
region, age, gender or income level. 

● Overall, health and environmental impact are the main influences on shopping choices and people are most concerned 
about plastic in the oceans and the amount of single-use packaging being used. 

● This concern is not always reflected in their consumer behaviours. For example, there is a still a way to go with regards to 
using own containers and repairing broken items. 

● The main reasons that people do not use their own cups/bags/containers are that they forget or they didn't think they’d 
need it. Deposit and return schemes for cups and containers have the potential to overcome these barriers. 

● People want businesses to do more to support their waste minimisation efforts. For example encouraging BYO container 
options and providing feedback to their suppliers about their packaging. 

● 82% of people want to learn more about methods to reduce and reuse. People want information about local shopping 
options and more online information and they are interested in community workshops. 
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Profile of respondents 

675 participants in total, representing 1.06% of the total population base of 63,924. 

● Residents of Wanaka (332, 49%), Queenstown (240, 36%) and Central Otago (103, 15%). 

● The profile of the average respondent is a woman, 35-44, living in Wanaka with a combined household income over 
$50,000, who does most of the shopping (and has not participated in Plastic Free July). 

● 79% of respondents are female-identifying, 21% male-identifying. 

● A third aged between 35-44, a quarter between 25-34 and a quarter between 45-54. A small percentage between 
18-24 and 65+. 

● Compared to local census data there is an underrepresentation of people aged 55+ who took the survey. They 
make up 30% of the local population but only 17% of the survey respondents. There is also an overrepresentation of 
the 35-44 age group who make up 33% of respondents compared to 14% of the population. 

● The majority of respondents (68%) do either all or most of the household shopping. 

● There is a relatively even representation of combined household income brackets. 
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Behaviours that reduce waste and increase reuse 

Survey question - For nine different behaviours we asked ​How often do you… 

Answer options 

● Always 
● Usually 
● Sometimes 
● Once in a while 
● Thinking of doing 
● Never and don’t plan to 
● Other (not applicable, not possible) 

If the response was anything other than “Always” - respondents were asked ​What stopped you from doing this?​ The list of barriers 
were specific to each behaviour (refer to charts for each behaviour on pages 9-13). 

Summary of responses 

While the majority of respondents always or usually use their own shopping bag (98%), drink bottle (93%) or cup (56%), our 
concerns are not always reflected in our behaviours. 

● For example, most people do not take their own containers for takeaways or deli products, although many are 
‘Thinking of doing so’. 

○ “ I didn't realise that restaurants allow you to do this”​ - Female, 25-34, Wanaka 

● The pattern of behaviors does not vary to a noticeable degree across age groups or areas of residence. 
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Barriers - what stops you from doing this? 

Summary of responses 

● “I forgot” is the main reason across all reusable options. 

○ “​Forgot to put one in the car and keep it clean” ​- Female, 65+, Wanaka 

○ “Because I have forgotten and I'm desperate for coffee” ​ - Female, 55-64, Central Otago 

● People also did not think they would need their reusable item as it was not planned for. 

○ “​I live in the moment and have a severe lack of forward planning”​ - Male, 44-49, Wanaka 

○ “Takeaways are for convenience, so usually I don’t have containers with me when I pick one up on my way 
home from work etc” ​- Female, 25-34, Wanaka 
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● With regard to containers for takeaways and deli items, it often did not occur to people that they could take their 
own. This indicates that there is still some education required, as well as encouragement needed from businesses. 

○ “​I didn't know this was possible as an option. Would definitely do this if the produce was cheaper too”​ - 
Female, 44-49, Queenstown 

○ “I believe the incentive should come from the seller, not the buyer” ​ - Male, 35-39, Queenstown 

● People usually look for secondhand items first but sometimes this is not an option.  

○ “Things are just not built to last like they used to be, so much of our electronic equipment we're told isn't 
worth fixing. When we do need to buy something new we aim to purchase high quality products and look 
after them”​ - Female, 35-39, Wanaka 

○ “Hard to find repair people, often more costly than replacing item” ​- Female, 45-54, Wanaka 

● With regard to repairing broken items, people appear to be limited by where they live. For example, the option to 
repair is not available, or they are unsure where to go.  

○ “It’s a combination of not knowing where to get it fixed and it being too expensive” ​ Male, 35-44, Queenstown 

○ “Things are just not built to last like they used to be so much of our electronic equipment we're told isn't 
worth fixing. When we do need to buy something new we aim to purchase high quality products and look 
after them”​ Female, 35-44, Wanaka 
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Charts for each behaviour 
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Does age change our behaviour? 

● Across all age groups there were a few differences in attitudes and behaviours around reducing and reusing: 

○ 39% of 25-34 year olds use a reusable cup compared to 14% of over 65s.  

○ Over 70% of 0-44 years olds “Always” take a drink bottle while less than 50% of over 65s do this.  

○ Perhaps this age group is less likely to buy coffee to takeaway at all or drink bottled water. 

○ When it comes to choosing unpackaged vegetables less than half of those aged 45-54 “Always” did this compared 
to those aged 35-44 and 55-64 

● The comparatively high number of 0-24’s who ticked “Always” for most behaviours may not be representative of that 
demographic.  28 of the 675 respondents were in this age group.  
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Behaviours - across the regions 

● There was also no distinct differences in behaviours between Queenstown Lakes and Central Otago areas. 
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Other behaviours 

● For this question around behaviours to reduce waste, we did not ask what prevented people from doing so. 

● People are happy to delay purchases, or spend more on items that they know will last. 

○ “I prefer to buy quality brands secondhand and detest wasteful junk that breaks quickly”​ -  
Female, 35-39, Queenstown 

● When it came to ‘making your own’ (eg. snacks and cleaning products) people were mostly ‘sometimes’ doing so or 
‘thinking of doing’ which indicates that perhaps as education or resources (eg. recipes, and workshops) are more available 
people will transition to more regularly doing so. 
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Concern for Environmental Issues 

Survey question - ​“How concerned are you about..” (1 not concerned - 6 extremely concerned) 

1. Plastic in our oceans  
2. Amount of single-use packaging being used 
3. Wasteful use of resources 
4. The environmental impact of cheap clothing and shoes 
5. The amount of waste going into landfill 
6. The impact of waste on climate change 

Summary of responses 

● As consumers people are extremely concerned overall about the impact their choices have on the environment. 

● Plastic in the oceans and the amount of single-use packaging are of the most concern. 92 and 91 percent (respectively) of 
respondents say they are very or extremely concerned about these issues. 

○ “Change needs to come from the government, educating children from a young age and penalties for not recycling 
and using single-use items”​ - Female, 25-34, Queenstown 

○ “I don't need a plastic lid on my miso soup if I'm drinking it in. I don't need a plastic straw in my cider, I don't need my 
avocado to be wrapped in plastic on a plastic tray. Seriously, some of the things we are doing make no sense!” ​ - 
Female, 45-54, Queenstown 

● There is no discernable variance of concern between age groups; all are extremely concerned about their impact on the 
environment. 
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Does age affect our concern for different environmental issues? 

● With regard to concern for environmental issues there was no discernable difference across age groups, with the exception 
of the impact of cheap clothing; the majority of the 65+ group were not extremely concerned.  
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Does gender affect our levels of concern? 

● Overall female respondents are more likely to be extremely concerned about environmental issues than male respondents 
however there was not a significant difference (10% at most on a specific issue). 
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Does income affect our level of concern? 

● There was no notable difference in the level of concern when it came to different income brackets. The one 
exception to this was with regard to the impact of cheap clothing; those in the ‘over $150k’ bracket were not 
extremely concerned to the same degree as other groups. There is a possible bias here as those earning more than 
$150,000 may not be as likely to buy cheap clothing and therefore be less concerned about its impact. 

 

   

 
Resourceful Communities Survey Report, published by Wastebusters, November 2019 Page 25 
© Wastebusters ​www.wastebusters.co.nz 

http://www.wastebusters.co.nz/


 

   

   

 
Resourceful Communities Survey Report, published by Wastebusters, November 2019 Page 26 
© Wastebusters ​www.wastebusters.co.nz 

http://www.wastebusters.co.nz/


 

Factors that influence our consumer choices 

Survey question - “​What factors influence your consumer choices?” (1 not important - 6 extremely important) 

Answer options (multiple answers allowed) 

1. Healthy choices 
2. Impact on environment and our oceans 
3. Minimal packaging 
4. Reducing waste to landfill 
5. Convenience 
6. Price 
7. Trusted brand 
8. Like buying new things 
9. Social norms 

Summary of responses 

● The top two factors influencing people’s choices are: 

○ Healthy choices - 75% of respondents rated this as either very or extremely important. 

○ Impact on the environment and oceans - 70% of respondents rated this as either very or extremely important. 

● The number of respondents ticking multiple factors as high indicates the need to constantly weigh up choices 

○ “Balancing convenience, price and environment impact is a constant battle”​ Female, 0-24, Wanaka 

○ “Convenience is key, but I care about quality and the environment. People want to help the earth but not at a 
cost to themselves...most of us anyway, which is sad. So I try to find a happy medium”​ Female, 25-34, 
Wanaka 
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○ “​As much as I would love to only shop for the brands that are good for the environment, sometimes 
these choices are much more expensive, so the price is usually the second biggest influence in my 
shopping, however I would still try to find out the best option within a reasonable price range​” - 
Female, 0-24, Queenstown 

● It was interesting and surprising to see that ​Convenience ​was the least important factor and we postulated that this 
may have been skewed by the type of people who had the time to respond to our survey; for those people too busy 
to take our survey perhaps ​Convenience ​would have been a greater influence. 

● There was little emphasis placed on the importance of ‘social norms’ and ‘buying new things’, however we 
acknowledge that we may have needed to better explain what was meant by these terms. 
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For those people who were able to pick the most 
important reason the top answer was: 

Impact on the environment and our oceans 

20% of respondents said it was too hard to pick the most 
important reason. 

When asked about other influences common factors 
mentioned were: 

● availability 
● quality 
● a company’s ethics 
● whether it is locally produced 

 

 

Does income affect our sensitivity to price? 

Price is an important influence on the choices of 
consumers in all income brackets, however in the over 
$150,000 income bracket there are less for whom it is 
extremely important. 
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Learning more about reducing waste 

Survey question - “​What additional local support of information would help you reduce your waste?”​ (multiple 
answers allowed) 

● 82% of people surveyed are interested in learning more to help them reduce their waste. 
● The top two things they want are local shopping information (62%) and online information (62%) - a lot of this information is already 

available, it should be a matter of promoting it more widely. 
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People want businesses to do more to support their waste reduction efforts 

Survey question - “​What would you like local businesses to do to help our community reduce waste?”​ (multiple 
answers allowed) 

● There is strong support for BYO containers (86%), selling goods with zero packaging (84.5%), and for businesses to ask 
their suppliers to reduce their packaging (83%). 

○ “I think in many cases the consumer is expected to choose products with minimal/no packaging etc - when I believe 
much of this should be down to the supplier of the item. If there is no packaging attached - we have no option but to 
choose that product in its unwrapped format” ​Female, 45-54, Central Otago 

○ “It would be interesting to have a list of local businesses that are proactive in their approach to all of the above. To 
be able to buy from and support them”​ Female, 45-54, Queenstown 

○ “Refillable options in mainstream supermarkets would be so good! Especially body wash, hand wash, dish wash! I'd 
love to design them so they were still appealing”​ Female, 35-44, Wanaka 

○ “The little things that a single person can do is nothing compared to what businesses can do. But the little people 
need to vote with their feet to cause change! There should be more consumer pressure of accountability”​ Female, 
35-44, Queenstown  
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Further thoughts from respondents: 

Survey question - “​Is there anything else you would like to tell us?” 

● “I wasn't going to do it [Plastic Free July] as it seemed too hard and I blamed the government for not changing the system. Then after 
talking to a friend, I changed my mind and gave it a go plus it was school holidays and I wasn't working so I had more time to make things 
and find out how to shop plastic free. We gave ourselves a break and still bought some items in plastic and we have kept it up and our 
family is really happy doing it!” ​- Female, 35-39, Wanaka 

 

● “We try to minimize waste in our household by buying in bulk, using butchers who will take our reusable containers, only buying what we 
need, never ever buying coffee in disposable cups, growing some veges, my wife makes toothpaste and driving less. We still create a small 
amount of waste but it could be better” ​- Male, 35-39, Queenstown 

 

● “I lived with our in-laws for a few months this year. They are good, kind, moral people but clueless as to the impact of their choice to cling 
wrap everything and not rinse recycling and to buy multipacks of individually wrapped things to have at home on everything from the earth 
to the ocean to other species. I was one step short of dressing as a dolphin in the kitchen to stop the use of glad wrap. They literally don’t 
see the link between trolley and bin and earth and ocean. How can we encourage small steps and new habits?” ​- Female, 45-54, Wanaka 

 

● “The little things that a single person can do is nothing compared to what businesses can do. But the little people need to vote with their 
feet to cause change! There should be more consumer pressure of accountability” ​- Female, 40-44, Queenstown 
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Future opportunities and challenges  

● This survey identified several areas of potential growth and change with regard to reduction and reuse awareness and behaviour. 
● Wastebusters will use the information gleaned to: 

○ Inform future campaigns and initiatives 
○ Create helpful workshops and further online resources 
○ Target our community engagement activities to have more impact 
○ Set in motion a culture change with local retailers and food businesses to encourage consumers to BYO containers and cups  

● Examples may include: 
○ Meeting with food retailers to discuss takeaway options 

○ Helping our communities to advocate for better producer responsibility and transparency, particularly around 
recycling options 

○ Accessible information or workshops around what can and can’t be recycled and where it goes 

○ Education resources around what will end up in the landfill 

○ Promoting local initiatives to reduce waste, and local shopping information 

○ Recipe ideas (cleaning products and snacks) 

○ Resources and tips for people who are further along the waste-free journey, not just for those starting out 

 

● We plan to undertake this, or a similar survey again to analyse if there has been a change in attitude and/or behaviour around reduction and 
reuse in the Queenstown Lakes and Central Otago areas.    
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Wastebusters: 
to zero waste  
and beyond… 
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