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Methodology
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A survey of approximately 40 questions was 
fielded January - February 2026.

Contents of the English survey included:
• Regiona l a t t it udes a nd beha viors
• Household  wa st e  m a na gem ent  bra nd a wa reness, 

a ffin it y, a nd percept ion
• Zero Wa st e  Ma rin  a dvert ising  a wa reness
• Eva lua t ion  of Zero Wa st e  Ma rin  video a nd post er
• Dem ogra phics a nd psychogra phics

The survey had two audiences:
• Those recruit ed  from  a  da t a ba se  of Ma rin  resident s 

“Pa nel,” N=128 
     (m a rgin  of error= +/ -  9%).

• Those who sa w a  survey link via  com m unit y 
orga niza t ion  or cit y governm ent  “Orga nic,” N=154

     (m a rgin  of error= +/ -  8%) .

Two online 1.5 - hour focus groups were conducted in 
January 2026 with Marin County residents.

• There were 5 resident s in  t he English- spea king group.

• There were 7 resident s in  t he Spa nish  spea king one. 

Topics of the sessions included:
• Regiona l a t t it udes a nd beha viors
• Household wa st e m a na gem ent  a wa reness, a ffin it y, 

a nd percept ion
• Zero Wa st e Ma rin  websit e , com post ing descript ion , 

a nd a dvert ising eva lua t ion  (video a nd post er)

Robin Boyar conducted the English session. 
Begonia Martinez conducted the Spanish session.

Note:  There were statistically significant differences between the two audiences.  The Panel audience had a 50/50 gender spl it and was younger 
(median age 38).  The Organic audience was 74% female and older (median age 68), and more likely to live in a detached single - fa mily home.



Goal and Objectives

• Underst a nd a wa reness a nd purpose of Zero Wa st e  Ma rin  

• Det erm ine a t t it udes, beha viors, a nd m ot iva t ions a round household  wa st e  m a na gem ent

• Eva lua t e  Zero Wa st e  Ma rin  a dvert ising

• Ident ify a rea s of opport unit y a s it  re la t es t o cont ent  a nd com m unica t ions
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Provide foundational consumer insights                                                     
(e.g., attitudes, motivations, behaviors) to inform future Zero 
Waste Marin positioning and communications. 



Executive Summary
• Resea rch  find ings from  t he  survey a nd  English  a nd  Spa nish  focus groups were  consist ent  in  

h ighlight ing  t he  st rong  lifest yle, com m unit y, a nd  eco- friendly a t t it udes of Ma rin  resident s. 

• At t it ud ina l a nd  beha viora l  d ifferences bet ween t he  t wo survey a udiences h ighlight  a  genera t ion  
d ivide bet ween “a ccept ors” a nd  ”re jectors.”
o The link sha red  orga nica lly (74% fem a le , m edia n  a ge  68)  were  m ore  like ly t o be  “a ccept ors,” 

own a  sing le- fa m ily hom e, a nd  enga ge in  m ore  environm enta l- friendly a t t it udes a nd  beha viors.
o The “Pa nel” a udience  (50% m a le , m edia n  a ge  38)  were  oft en  less like ly t o enga ge in  t hese  

beha viors, be  less educa t ed a bout  wa st e  d isposa l, a nd  perceive it  t o be  m ore  d ifficult .

• Despit e  re la t ively st rong  a wa reness, m a ny were  una wa re  of ZWM’s goa ls or progra m s.
o Una ided  a wa reness of Zero Wa st e  Ma rin  wa s m odest  (23% Pa nel a nd  6% Orga nic) .
o Aided a wa reness of Zero Wa st e  Ma rin  wa s st rong  (88% Pa nel a nd  83% Orga nic) .
o 48% of Pa nel a nd  26% of Orga nic pa rt icipa nt s were  a wa re  of ZWM’s ha za rdous wa st e  cent er.

• Aided a dvert ising  a wa reness of Zero Wa st e  Ma rin  wa s very posit ive .
o 41% of t he  “Pa nel” a udience  a nd  48% of “Orga nic” a udience  ha d  seen  ZWM a dvert ising .
o Of t hose  t ha t  sa w a dvert ising , a bout  a  t h ird  not ed  t hey lea rned som et h ing .

• Ma ny d id  not  rea lize t ha t  com post ing wa s t he  la w a nd  would  be  m ore  incent ivized t o do t he  right  
t h ing  if t hey knew t here  were  benefit s ( e .g . , reduce  wha t  goes t o t he  la ndfill) .

• Focus group pa rt icipa nt s ha d  a  m odest  rea ct ion  t o t he  websit e , find ing  it  st erile  a nd  wordy.

• Am ong t hose  t ha t  sa w ZWM a dvert ising  in  rea l t im e or reviewed it  in  t he  survey a nd /or t he  focus 
groups,t hey genera lly a pprecia t ed  t he  ca m pa ign  for it s in form a t ive  a nd  funny t one .
o The Spa nish  spea king  focus group a udience  ha d  m ixed  rea ct ion  t o t he  video a nd  post er,                                        

find ing  t he  Avoca do-m a n sa d , a nd  t he  wordpla y not  be ing  fully t ra nsla t ed.

• Moving forwa rd , a  friendly collect ive t one  h ighlight ing key inform a t ion  a nd  t he  d irect  benefit  t o 
Ma rin  Count y would  benefit  bot h  English  a nd  Spa nish  spea kers of a ll a ges. 5

[Ma rin]  “I’ve hea rd of Zero Wa st e 
Ma rin , but  I don’t  know a nyt h ing 
a bout  t hem .”
-  Residen t ,  Spa n ish- spea king group

[Spa n ish  a d]  “It ’s funny but  a lso 
boring. It  doesn’t  m ot iva t e  m e t o 
com post .   It ’s sa d a nd I feel ba d for 
t he a voca do.”
-  Residen t ,  Spa n ish- spea king group

[Life  in  Ma rin ]  “The biggest  
d ifference I've seen  is t he 
dem ogra ph ic sh ift  from  boom ers t o  
young m illenn ia l fa m ilies.”
-  Residen t ,  English - spea king group

[Ma rin ]  I’ve seen  how conscious people 
a re ,  even  on  t he t ra ils.  They bring 
reusa ble ba gs t o t he grocery st ore.  
People look out  for ea ch  ot her.”
-  Residen t ,  English - spea king group

Q10. When you t h ink a bout  orga niza t ions t ha t  p rovide  ga rba ge ,  wa st e  m a na gem ent ,  recycling ,  a nd  com post  services 
in  Ma rin  Count y,  which  ones com e t o m ind?   Q13.  Plea se  not e  your fa m ilia rit y wit h  t he  following: [ZWM]
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Recommendations



Recommendations
•  Awa reness a nd educa t ion  a round Zero Wa st e  Ma rin’s goa l of reducing wa st e  needs t o be  refined wit h  m ore out rea ch.

•  Com m unica t ions should  show defin it e  im pa ct , a s som e were  skept ica l a bout  how it  m a t t ered  or a ffect ed  t he  environm ent .

• Content  should  focus on  key m ot iva tors a round reducing m a teria ls going t o t he  la ndfill a nd educa t ing  a round how to do so.

• Educa t iona l effort s should  a ddress knowledge ga ps in  com post ing  a nd ha za rdous wa st e  d isposa l, not  recycling

•  The key t hem e should  focus on  posit ive  collect ive  beha vior t ha t  im pa ct s a ll t he  resident s of Ma rin .
•  For example:

o “As a county, we saved X pounds of waste going to the landfill.”
o “Putting waste in your green bin turns into compost for farmers in West Marin.”
o “The place for household waste: one location for all of Marin.
o “Marin’s coffee cup challenge of 2027: ”

• Needs for English  a nd Spa nish  spea kers were  sim ila r:
o Messa ging needs t o be  sim ple  a nd support ed  by fa ct s.
o The tone should  be  sim ple , educa t iona l, a nd inspira t iona l.
o It  should  h ighlight  how being environm enta lly friendly helps t he  com m unit y.

• Spa nish  spea king groups a lso preferred  com m unica t ions t ha t  included:
o A com m unit y a pproa ch (e .g . , We a re  help ing  t he  com m unit y) .
o An underst a nding of m ult i- genera t iona l hom es, which  a re  m ore preva lent .
o Advert ising  t ha t  ha s a ll a spect s t ha t  ca n  be  loca lized  ( i.e . , wordpla y t ha t  fully t ra nsla t es) .

8



Findings

At t it udes a nd 
Beha viors



In the focus groups, residents appreciated Marin’s proximity 
t o na t ure , com m unit y, a nd hea lt hy living.
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• In  t he  English- spea king  focus group, resident s were  m ore  like ly t o spea k a bout  t he  posit ive lifest yle 
a spect s of Ma rin  ( e .g . , p roxim it y t o t he  out doors, h iking , m usic)  t ha n  Spa nish  spea king  resident s.

o Spa nish  spea king  resident s were  m ore  like ly t o focus on  socia lizing  a nd  spending  t im e wit h  
fa m ily a nd  friends, reflect ive of Hispa nic cult ure .

• English  spea king  resident s were  m ore  like ly t o ha ve  posit ive a t t it udes, beha viors, m ot iva t ions, a nd  
educa t ion  a round properly d isposing  of household  wa st e  responsibly.

o Most  knew a bout  t he  cent er in  Sa n  Ra fa el t o recycle  pa in t  a nd  ot her household  it em s.
o There  wa s confusion  a round wha t  does a nd  doesn’t  not  go in t o com post  b ins.
o All were  surprised  t ha t  com post ing  is a  la w, a nd  t ha t  genera t ed som e fea r.
o Ot hers ha d  concerns a bout  t he  result s of t he ir e ffort s, quest ion ing  if it  wa s “pa ying  off.”

• Am ong Spa nish  spea king  resident s, t he environm ent  a nd  sust a ina bilit y were  not  t op  of m ind  a t  a ll.
o Ma ny d id  not  underst a nd  t he  benefit s of recycling  or com post ing .
o They a lso ha d  concerns a bout  t he  sm ell a nd  m essiness ( reflect ing cult ura l t hem es) .
o They were  com fort a ble t hrowing  a wa y ba t t eries in  t he  ga rba ge.
o They not ed  t ha t  t hey would  be  m ore  like ly t o do t h is if t he ir friends a nd  neighbors were 

enga ging , reflect ive of t he ir g rea t er cult ura l focus on  com m unit y.

“They’re very in t o recycling here a nd 
keeping everyt h ing clea n .  
-  Residen t ,  English - spea king group

“Ma ybe m ore t ra nspa rency in t o 
Ma rin 's recycling ca pa bilit ies a nd 
som e rea ssura nce t ha t  everyt h ing 
t ha t  I do on  m y end will pa y off.”
-  Residen t ,  English - spea king group

“Why do I ha ve t o do it  
[ com post / recycle]  when  it  is 
expensive a nd it  m a y not  be
 wort h  it ?
-  Residen t ,  Spa n ish- spea king group

"[Com post ing is t he la w?]Am  I 
gonna  go t o ja il for t h is?"
-  Residen t ,  English - spea king group

Som e pa rt icipa nt s were skept ica l a bout  how t heir effort s would pa y off.



Organic survey participants were more likely to be 
ent husia st ic a bout  key a t t it udes a bout  life  in  Ma rin .

83% of Orga nic pa rt icipa nt s found being environm ent a lly conscious “very im port a nt ” vs. 45% of Pa nel.
This is a statistically significant difference.
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58%
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81%

83%
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Affordable housing

Feeling part of a strong local community

High quality public education

Being environmentally conscious

Healthy living in general (e.g., diet, exercise, sleep, stress management)

Accessibility to outdoor space

Very important Somewhat important Neither important nor unimportant Somewhat unimportant Very unimportant

Agreem ent  a bout  Living in  Ma rin– Orga nic

Q21. As it  re la t es t o living  in  Ma rin  Count y,  how im port a n t  a re  t he  following  t o you persona lly?
Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

Percen t a ges 2% or under not  la be led  for rea da bilit y.



Healthy living, education, and housing was most important 
for Pa nel pa rt icipa nt s.

45% found it  “very im port a nt ” a nd 93% in  t ot a l found it  im port a nt .
(Top box comparisons are within the margin of error.)
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Almost all Panel participants wanted to reduce waste, 
but  m a ny cit ed  t he d ifficult y.

46% st rongly a gree a nd 90% a gree t ha t  t hey wa nt  t o lea rn  m ore a bout  ha ving t o reduce wa st e.
41% st rongly a gree t ha t  t hey wa nt  t o, but  it ’s difficult , wit h  87% a greeing.
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Living in my area supports a healthy lifestyle.

It's important to value the environment where I live.
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Environm ent a l At t it udes–Pa nel

Q22. As it  re la t es t o t he  following ,  p lea se  not e  your a greem ent :
Percen t a ges 2% or less not  la be led  for rea da bilit y.   

Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) .
Percen t a ges 2% or under not  la be led  for rea da bilit y.



Organic participants had similar attitudes about learning 
a bout  wa st e  a nd not ing it s d ifficult y.
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47% st rongly a gree a nd 77% a gree t ha t  t hey wa nt  t o lea rn  m ore a bout  ha ving t o reduce wa st e.
38% st rongly a gree t ha t  t hey wa nt  t o, but  it ’s difficult , wit h  69% a greeing.
Comparisons with the panel audience are within the margin of error.



Findings

Household  Wa st e  Disposa l
At t it udes a nd Beha viors



About 60% of Panel and almost 100% of Organic audiences 
recycle  g la ss, bot t les, pa per, a nd newspa per.
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Q23. As it  re la t es t o t he  following ,  which  do you t yp ica lly do? (Plea se  be  honest !)?
Pa nel: N=128(m a rg in of e rror= +/ - 10%) ,  Orga nic: N=154(m a rg in  of e rror= +/ - 8%) .

Note:  This question is slightly similar to Q25, which asks "In general, how often do you use your kitchen compost pail to co llect food scraps?”  

  

Beha viors a s it  rela t es t o recycling , com post ing a nd disposing of  household wa st e

66%

58%
51%

46% 46%
40% 39% 38%

99% 98%

62%

96%
88%

82%
89%

84%

Recycle glass and
bottles

Recycle paper and
newspaper

Properly dispose of
lightbulbs at drop-off

locations

Use a green curbside
compost bin for yard
trimmings and food

waste

Properly dispose of
batteries at drop-off

locations

Properly dispose of
other hazardous waste

(e.g., cleaners,
motor oil)

Use a kitchen compost
pail for food scraps

Properly dispose of
paint

Panel Organic

Less t ha n  of Pa nel pa rt icipa nt s used a  green  bin , com post ed, or disposed of m ost  ha za rdous wa st e.



In focus groups and in the survey, residents were often 
confused a bout  wha t  goes in  t he  green  bin .
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Q24. From  your underst a nding,  wha t  it em s a re  a ccep t ed  in  t he  green  curbside  com post  b in? (Plea se  be  honest !)?
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154(m a rgin  of e rror= +/ - 8%) .

Not e :  This quest ion  is sligh t ly sim ila r t o Q23, which  a sks "In  genera l,  how oft en  do you use  your kit chen  com post  pa il t o collect  food  scra ps?”  

  

Underst a nding a s it  rela t es t o wha t  goes in  t he green  bin

65%
59% 58% 56%

45% 44% 41%
34%

28%
24% 23% 20%

99% 97% 97% 95%

68%

86%

77%

90%

10% 7% 7%
1%

Vegetable and
fruit scraps

(avocado peel
and pit, carrot

tops and
trimmings)

Coffee grounds Yard trimmings
and plants

Egg shells Dairy products Meat, bones and
other animal

products

Pizza boxes Unlined, food-
soiled paper (e.g.

napkins, paper
towels, pizza

boxes)

Coffee cups Compostable
plastic bags

Pet waste Plastic food
containers

Panel Organic

Aspect s such  a s da iry, m ea t , p izza  boxes, food- soiled pa per a nd coffee cups were oft en  m ost  m isunderst ood.



Over 85% of Panel and Organic survey participants 
not e  t ha t  t hey use t heir kit chen  com post  b in  weekly.
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Kit chen  Com post  Pa il Usa ge

Q25. In  genera l,  how oft en  do you use  your kit chen  com post  pa il t o collect  food  scra ps?  
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

Not e :  This da t a  is d ifferen t  from  Q23. which  a sks “Q23. As it  re la t es t o t he  following ,  which  do you t yp ica lly do? (Plea se  be  honest !)? [Use  a  kit chen  com post  pa il for food  scra ps.]

13%

39%

48%

1%

7%

88%

5%

Monthly Never Every day Weekly

Panel Organic



Within the Panel audience,  waste was a key reason to 
recycle  (86%) , followed by recognizing it ’s t he  la w (64%) .

Ma ny ha d concerns a bout  pest s, which  wa s a  t hem e m ore evident  in  t he Spa nish- spea king groups.
About  70% a lso cit ed ba rriers such  a s needing m ore educa t ion  a nd ha ving cont a iners.
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30%
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19%
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14%
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19%

10%

27%

13%

9%

7%

3%

9%

5%

10%

7%

6%

6%

I have enough space in my kitchen.

It saves me money.

It's smelly.

It's inconvenient to take materials (e.g., paint, hazardous materials) to a site.

I have the right containers in my home.

I am confused about what things can be recycled or composted.

I need more education.

It's the law.

I'm concerned about attracting pests.

It reduces the amount of waste that goes to the landfill.

Very much agree Somewhat agree Neither agree nor disagree Somewhat disagree Very much disagree

Opport unit ies a nd Ba rriers for Disposa l of Household Wa st e–Pa nel

Q26. The  following  a re  rea sons why you m ight  or m ight  not  recycle ,  com post ,  a nd / or p roperly d ispose  of household  wa st e .  
Plea se  not e  your a greem ent  wit h  t he  following .

Pa nel N=128 (m a rg in  of e rror= +/ - 10%) .
Percen t a ges 2% or under not  la be led  for rea da bilit y.



The Organic audience was more likely to have the right containers 
a nd spa ce in  t heir kit chen  a s 81% lived in  a  single- fa m ily hom e.
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Opport unit ies a nd Ba rriers for Disposa l of Household Wa st e–Orga nic

Q26.  The  following  a re  rea sons why you m ight  or m ight  not  recycle ,  com post ,  a nd / or p roperly d ispose  of household  wa st e .  
Plea se  not e  your a greem ent  wit h  t he  following?

Orga nic: N=154 (m a rg in  of e rror= +/ - 9%) .

Com pa red t o t he Pa nel a udience, t hey were st a t ist ica lly less likely t o cit e  educa t ion , inconvenience , or 
a t t ra ct ing pest s.



Panel attitudes were generally positive about disposal, but 
a bout  a  t h ird  d idn’t  t h ink it  wa s im port a nt  or m a t t ered.
These a t t it udes, a s well a s t hose a bout  support ing t heir com m unit y a nd environm ent  were reit era t ed in  t he 
focus groups, a s m a ny were unsure a bout  t he im pa ct .

21

16%

18%

32%

40%

43%

43%

48%

34%

30%

47%

40%

50%

46%

41%

18%

16%

13%

19%

5%

11%

10%

10%

15%

7%

21%

21%

I don't think it matters.

I don't think it's important.

It's easy to do.

I want to do whatever I can to impact climate change.

I want to be environmentally conscious.

It has a positive effect on our local environment.

It's worth the inconvenience to help the planet.

Very much agree Somewhat agree Neither agree nor disagree Somewhat disagree Very much disagree

At t it udes a bout  Disposing of Household Wa st e–Pa nel

Q27.  The  following  a re  rea sons why you m ight  or m ight  not  recycle ,  com post ,  a nd / or p roperly d ispose  of household  wa st e .  
Plea se  not e  your a greem ent  wit h  t he  following?

Pa nel: N=128 (m a rg in  of e rror= +/ - 10%) .



Organic survey participants were statistically more likely 
hold  environm ent a lly conscious a t t it udes.

22

3%

38%

76%

77%

80%

84%

5%

40%

16%

18%

17%

14%

5%

3%

10%

4%

4%

3%

3%

6%

7%

8%

3%

83%

84%

4%

I don't think it matters.

I don't think it's important.

It's easy to do.

I want to do whatever I can to impact climate change.

It's worth the inconvenience to help the planet.

It has a positive effect on our local environment.

I want to be environmentally conscious.

Very much agree Somewhat agree Neither agree nor disagree Somewhat disagree Very much disagree

At t it udes Around Disposing of Household Wa st e–Orga nic

Q27:  The  following  a re  rea sons why you m ight  or m ight  not  recycle ,  com post ,  a nd / or p roperly d ispose  of household  wa st e .  
Plea se  not e  your a greem ent  wit h  t he  following?

Orga nic: N=154 (m a rg in  of e rror= +/ - 9%) .

Over 90% t hought  t ha t  it  wa s im port a nt  a nd it  m a t t ered.



Key motivations for using the green bin included reducing waste 
going t o la ndfill, t he  environm ent , a nd com post  for loca l fa rm s.

23

Mot iva t ion  for Using Green  Curbside Bin

Q25. Which  fa ct s a bout  com post  would  m ost  m ot iva t e  you t o beg in  or cont inue  using  your green  curbside  b in?
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

1%

34%

41%

46%

46%

50%

56%

57%

1%

47%

42%

77%

32%

88%

88%

90%

None of the above

It's the law in California

It's what Marin residents do

Keeping food scraps out of landfills fights climate change

It can save me money

My food scraps are turned into finished compost, a nutrient-rich soil additive used for growing new food on local farms

It has a positive impact on the environment

It reduces the amount of waste that goes into Marin's landfill

Organic Panel



Findings

Bra nd At t it udes, 
Affin it y, a nd Percept ion



41% of Panel and 48% of Organic survey participants have seen 
Zero Waste Marin advertising in the last six months.

25Q13.  Please note your familiarity with the following:
Panel: N=128 (margin of error= +/ -9%), Organic: N=154 (margin of error= +/ -8%).

  

Panel Organic

49%

41%

32%

30%

20%

19%

13%

41%

47%

48%

55%

52%

59%

54%

9%

12%

20%

14%

29%

22%

33%

Marin Sanitary Service

Zero Waste Marin

Mill Valley Refuse Service

Recology

Ridwell

Tamalpais Community Services District

Bay Cities Refuge

44%

48%

21%

24%

32%

4%

40%

35%

45%

55%

19%

23%

16%

16%

17%

33%

21%

48%

73%

83%

Marin Sanitary Service

Zero Waste Marin

Mill Valley Refuse Service

Recology

Ridwell

Tamalpais Community Services District

Bay Cities Refuge

Awa re a nd ha ve seen  a dvert ising in  la st  six m ont hs Awa re a nd ha ve not  seen  a dvert ising in  la st  six m ont hs Not  a wa re



48% of Panel and 26% of Organic survey participants are aware of 
ZWM managing a household drop off facility.

26

Panel Organic

Aware and have not had a household member participate

48% 42% 37% 31%

32% 38%
35% 41%

15% 15% 23% 20%

5% 5% 5% 5%

Manages a
household

hazardous waste
drop off facility

Organizes battery
recycling

Leads a school zero
waste education

program for public
school schools in

Marin

Hosts repair fairs

Awa re a nd ha ve a  household m em ber pa rt icipa t e Not  a wa re Don’t  know

26% 21%
12% 12%

11% 13% 27% 31%

36% 36% 32%
36%

27% 29% 28%
22%

Manages a
household

hazardous waste
drop off facility

Organizes battery
recycling

Leads a school zero
waste education

program for public
school students in

Marin

Hosts repair fairs

Q20. Wha t  best  describes your experience  wit h  t he  following  Zero Wa st e  Ma rin  progra m s?
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .



In the survey, about two thirds of each audience noted they are 
som ewha t  knowledgea ble  a bout  Zero Wa st e  Ma rin .

27

Knowledge of Zero Wa st e Ma rin

Q15.  As it  re la t es t o Zero Wa st e  Ma rin ,  wha t  best  describes your knowledge?  
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

27%

63%

10%

16%

59%

25%

I am very knowledgeable about Zero Waste Marin

I am somewhat knowledgeable about Zero Waste Marin

I don't know what Zero Waste Marin is

Organic Panel



In asked in an open - ended quest ion , survey pa rt icipa nt s ha d 
a  genera l knowledge of Zero Wa st e  Ma rin .

28

Knowledge of Zero Wa st e Ma rin

Q6.  As it  re la t es t o Zero Wa st e  Ma rin ,  wha t  best  describes your knowledge?  
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

“Ha nds on  dem onst ra t ions for 
our ch ildren  a bout  wa st e  
pa t hwa ys a re  t ied t o t heir 
educa t iona l m ission .”

Pa nel Orga nic

“An orga n iza t ion  a t t em pt ing 
t o encoura ge reuse a nd 
a voiding la ndfills.”

“Zero Wa st e Ma rin  is t he long-  ra nge 
pla nn ing office t ha t  looks yea rs a hea d 
t o figure out  how our count y ca n  crea t e  
less ga rba ge overa ll.”

“An um brella  orga n iza t ion  t ha t  
support s effort s t o divert  refuse 
from  t he Ma rin  la ndfill.”

“Count y orga n iza t ion  t ha t  
prom ot es a nd support s recycling 
a nd ot her wa st e  m a na gem ent  
a ct ivit ies in  Ma rin  Count y.”

“I would guess it  m ea ns Zero 
Wa st e.   Not h ing ends up 
pollut ing our world .”



About 40% of both audiences know that Zero Waste 
Ma rin  is a  governm ent a l a gency.
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Knowledge of Zero Wa st e Ma rin

Q15. As it  re la t es t o Zero Wa st e  Ma rin ,  wha t  best  describes your knowledge?  Se lect  a ll t ha t  a pp ly.
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

30%

37%

43%

49%

9%

59%

39%

16%

ZWM is a waste hauler.

ZWM is a non-profit.

ZWM is a governmental agency.

ZWM owns and operates recycling facilities.

Organic Panel



Awareness differed across Panel and Organic survey participants.

30
Q7. Where  ha ve  you seen ,  hea rd ,  or rea d  a nyt h ing  a s it  re la t es t o recycling ,  com post ing ,  or d isposing  of household  wa st e?

Pa nel: N=96 (m a rg in  of e rror= +/ - 10%) ,  Orga nic: N=124 (m a rg in  of e rror= +/ - 8%) .
  

Awa reness a s it  rela t es t o recycling, com post ing a nd disposing of household wa st e

69%
64%

48%
41% 39% 36%

32%
28%

4% 2%

21%

10%
6%

77%

44%

4% 5% 6%
15%

4%

Social media Online
advertising

Podcasts Waste
collection
company

handout or
flyer

Waste
collection
company
website

Ads on buses Radio Bus shelters Other website
(please
specify)

I can't
remember

Panel Organic



Most Panel participants were generally knowledgeable about 
Zero Wa st e  Ma rin .

31
Q17. How would  you a gree  wit h  t he  following  a s it  re la t es t o Zero Wa st e  Ma rin?  

Percen t a ges 2% or less not  la be led  for rea da bilit y.   
Pa nel N=113 (m a rg in  of e rror= +/ - 10%) .  

ZWM Percept ions–Pa nel

23%

28%

31%

34%

39%

46%

50%

51%

42%

41%

42%

48%

48%

40%

38%

41%

20%

23%

21%

14%

12%

11%

10%

7%

4%

3%

1%

1%

5%

4%

Is a government agency

Is not for profit

Good customer service

Gives back to the community

Provides information about waste management and recycling

Is environmentally focused

Promotes safe and responsible waste disposal

Locally based

Very much agree Somewhat agree Neither agree nor disagree Somewhat disagree Very much disagree Don't know

10%

7%

Reflect ing t he Orga nic a udience, t hey were less unsure a bout  it  being not  for profit  or 
being a  governm ent  a gency.



The Organic survey audience was less likely to be 
knowledgea ble  a bout  cert a in  a spect s of Zero Wa st e  Ma rin .

32
Q17. How would  you a gree  wit h  t he  following  a s it  re la t es t o Zero Wa st e  Ma rin?  

Percen t a ges 2% or less not  la be led  for rea da bilit y.   
Pa nel N=128 (m a rg in  of e rror= +/ - 9%) .  

ZWM Percept ions–Orga nic

13%

23%

27%

37%

54%

57%

60%

71%

15%

18%

8%

12%

23%

16%

16%

15%

16%

14%

9%

9%

9%

5%

7%

2%

1%

0%

2%

41%

21%

Good customer service

Gives back to the community

Is a government agency

Is not for profit

Provides information about waste management and recycling

Locally based

Promotes safe and responsible waste disposal

Is environmentally focused

Very much agree Somewhat agree Neither agree nor disagree Somewhat disagree Very much disagree Don't know

55%

44%

11%

14%

44%

14%

6% 6%



Findings

Zero Wa st e  Ma rin  
Advert ising



94% of Panel participants  found the advertising favorable.
74% of Organic participants found the advertising favorable.

34
Q14. Please note your perception with the following advertising or messaging that you recently saw from: Zero Waste Marin.

Panel: N=53 (margin of error= n/a), Organic: N=74 (margin of error= n/a).

Favorability of Advertising – Panel

57%

38%

6%

Favorability of Advertising – Organic

57%

18%

20% 1%

3%

Very favorable Somewhat favorable Somewhat unfavorable Neither favorable nor unfavorable Very unfavorable



38% of Panel participants and  23% of Organic participants 
noted that they saw this advertising before.

35Q31. Have you seen any of this advertising and messaging before?
Panel: N=128 (margin of error= +/ -9%), Organic: N=154 (margin of error= +/ -8%).

38%

Panel 

23%
Organic

38% of Panel participants and 21% of Organic participants said they learned something from it.



The Panel audience was more positive, finding it engaging, while 
t he  older a udience found it  gea red for younger a udiences.

36

Open- ended feedba ck on  t he video

Q29: Wha t  a re  your t hought s a bout  t h is a dvert ising  or m essa g ing?
Word  cloud: Size  of fon t  re flect s frequency of m ent ion .

Bot h  a udiences a pprecia t ed lea rn ing a bout  where t o put  pizza  boxes.

Pa nel

Orga nic



Both audiences liked the wordplay and educational 
a spect s of t he  concert  t hem ed m essa ging.

37

Open- ended feedba ck

Q30.  Wha t  a re  your t hought s a bout  t h is a dvert ising  or m essa g ing?
Word  cloud: Size  reflect s frequency of m ent ion .

Pa nel

Orga nic



About half of both audiences considered the two 
crea t ives inform a t ive, helpful, a nd crea t ive.

38

Advert ising Words or Phra ses

Q33: Wha t  words or phra ses would  you use  t o describe  t he  video a nd  t he  prin t  a dvert ising  a nd  m essa g ing? 
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

0%

4%

5%

6%

8%

14%

15%

31%

34%

38%

38%

40%

40%

45%

48%

50%

5%

23%

6%

5%

3%

12%

8%

21%

51%

11%

47%

37%

23%

56%

37%

51%

None of the above
Other (please specify)

Confusing
Preachy

Boring
Community-related

Inclusive
Thoughtful

Funny
Inspiring

Educational
Friendly

Relatable
Creative

Helpful
Informative

Organic Panel



Those in the English and Spanish - spea king groups fe lt  t he  
websit e  wa s a  lit t le  b la nd a nd wordy.

39

Focus Group St im uli



Some in the Spanish speaking groups felt the video was sad 
a nd wished t he wordpla y wa s t ra nsla t ed  in t o Spa nish .

40

Spa nish  Spea king St im uli 

“I found it  funny but  a lso boring. It  
doesn’t  m ot iva t e  m e t o com post .  I would 
just  scroll.  It ’s sa d like I ha ve t o feel ba d 
for t he a voca do. Na h .”
-  Residen t ,  Spa n ish- spea king group



When reading about composting, many were surprised that it 
wa s a  la w, which  incit ed  som e fea r.

41

Focus group st im uli



Appendix



Overall, 78% have seen, heard, or read something as it relates 
t o recycling, com post ing, or d isposing of household  wa st e  in  
t he  la st  six m ont hs.

43Q6. In  t he  la st  six m ont hs,  ha ve  you seen ,  hea rd ,  or rea d  a nyt h ing  a s it  re la t es t o recycling ,  com post ing ,  or d isposing  of household wa st e? 
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

75%

Pa nel 

79%

Orga nic



Awareness differed across Panel and Organic survey participants.

44
Q7. Where  ha ve  you seen ,  hea rd ,  or rea d  a nyt h ing  a s it  re la t es t o recycling ,  com post ing ,  or d isposing  of household  wa st e?

Pa nel: N=96 (m a rg in  of e rror= +/ - 10%) ,  Orga nic: N=124 (m a rg in  of e rror= +/ - 8%) .
  

Awa reness a s it  rela t es t o recycling, com post ing a nd disposing of  household wa st e

69%
64%

48%
41% 39% 36%

32%
28%

4% 2%

21%

10%
6%

77%

44%

4% 5% 6%
15%

4%

Social media Online
advertising

Podcasts Waste
collection
company

handout or
flyer

Waste
collection
company
website

Ads on buses Radio Bus shelters Other website
(please
specify)

I can't
remember

Panel Organic



The Organic audience had more of an age distribution.
There wa s a n  a pproxim a t ely 50/ 50 gender split .

45
Q1.  Wha t  is your a ge? 

Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=156 (m a rg in  of e rror= +/ - 8%) .
.

Age–Pa nel

4% 3%
5%

48%

15%

5%

5%
1%

5%
4%

3%1%2%
18-24
25-29
30-34
35-39
40-44
45-49
50-54
55-59
60-64
65-70
71-75
76-80
81+

Age- Orga nic

1%1%1%2%3%
5%

7%

9%

14%

14%

19%

14%

8%
18-24
25-29
30-34
35-39
40-44
45-49
50-54
55-59
60-64
65-70
71-75
76-80
81+

Media n a ge= 38 Media n  a ge= 68



The Panel audience had a 50/50 gender split.
The Orga nic a udience wa s 74% fem a le .

46

Gender–Pa nel Gender- Orga nic

26%

74%

0%
Male

Female

Gender fluid or
non-binary

Prefer to
describe

Prefer not to
answer

50%50%

Male

Female

Gender fluid or
non-binary

Prefer to
describe

Prefer not to
answer

Q2.  Wha t  is your gender?
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .



64% of Panel survey participants own a home.
68% of Organic survey participants own a home.

47Q5. What best describes your living situation?
Panel: N=128 (margin of error= +/ -9%), Organic: N=154 (margin of error= +/ -8%).   

Living situation -Panel

11%

64%

12%

12%
2%

0%

Own a home and live alone
Own a home and live with others
Rent a home, condo, or apartment and live alone
Rent a home, condo, or apartment and live with others
Live with others but do not pay rent or a mortgage
Other (please specify)

Living Situation -Organic

23%

68%

3%
5%1%

1%

Own a home and live alone
Own a home and live with others
Rent a home, condo, or apartment and live alone
Rent a home, condo, or apartment and live with others
Live with others but do not pay rent or a mortgage
Other (please specify)



Panel survey are more likely to live with people.
Orga nic a udience is m ore likely t o live  a lone.

48Q38. How m a ny people  do you live  wit h? ( If t here  a re  pa rt - t im e occupa nt s,  like  ch ild ren ,  p lea se  include  t hem ) .
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

Living sit ua t ion- Pa nel

18%

9%

38%

33%

2%
0%

1%0%0%0%

1 2 3 4 5 6 7 8 9 10+

Living Sit ua t ion- Orga nic

59%
19%

14%

6% 1%
1%

0%0%0%0%

1 2 3 4 5 6 7 8 9 10+



The Organic audience had a higher percentage of 
pa rt icipa nt s who did  not  wa nt  t o sha re  HHI.

49
Q33. Wha t  is your t ot a l household  incom e before  t a xes? 

Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

HHI- Pa nel HHI- Orga n ic

5%
8%

5%

12%

32%

20%

16%

2%
1%

Less than $25,000

$25,000-$49,999

$50,000-$74,999

$75,000-$99,999

$100,000-$149,999

$150,000-$199,999

$200,000-$499,999

$500,000+

Prefer not to answer

2%2%
9%

2%

18%

10%

21%

10%

26%
Less than $25,000

$25,000-$49,999

$50,000-$74,999

$75,000-$99,999

$100,000-$149,999

$150,000-$199,999

$200,000-$499,999

$500,000+

Prefer not to answer



Organic audiences were more likely to own a detached 
single-  fa m ily hom e.

50Q37: Wha t  best  describes your hom e>?
Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .

Housing t ype- Pa nel Housing t ype- Orga nic

18%

19%

16%

43%

2%

2%

Detached single family house

Condominium

Townhome

Apartment

ADU

Other (please specify)

81%

6%

6%

3%

0%

5%

Detached single family house

Condominium

Townhome

Apartment

ADU

Other (please specify)



Social media usage  differed across Panel and 
Orga nic survey pa rt icipa nt s.

51
Q35. Which  of t he  following  do you use  a t  lea st  weekly?

Pa nel: N=96 (m a rg in  of e rror= +/ - 10%) ,  Orga nic: N=124 (m a rg in  of e rror= +/ - 8%) .
  

Socia l m edia  usa ge

18%

47%

76%

22% 21%

49%

27%

13%

80%

27%

1%3%

49%
45%

5%

15%

1%
6%

0%

46%

6%

20%

Discord Facebook
(including

Messenger)

Instagram Pinterest Reddit Snapchat TikTok Twitch YouTube X (Twitter) None of the
above

Panel Organic



Panel participants were more likely to 
live  in  Nova t o a nd Sa n  Ra fa el.

52
Q4.  Wha t  cit y do you live  in?

Pa nel: N=128 (m a rg in  of e rror= +/ - 9%) ,  Orga nic: N=154 (m a rg in  of e rror= +/ - 8%) .
  

Cit y 

5% 2% 1%
5%

9%

49%

1%
6%

21%

9%
5%

14%

5% 5%
1% 1% 1% 2%

21%

1%

22%

1%

23%

6%
1%

14%

Panel Organic



Thank you.
Robin  Boya r
robin@t hinkt a nkresea rch .com
1.510.918.9341

2625 Alca t ra z Avenue #289
Berkeley, CA 94705 USA

mailto:robin@thinktankresearch.com
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