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This reports presents the findings of Phase 1 of the
Town of Creston Curbside Consultation Campaign.
The campaign is part of the Town's efforts to work towards a residential
Curbside Collection Service that meets the evolving needs of the community.
Phase 1 was intended to support decision-making around the possibility of
launching an enhanced service model in Fall 2021. To that end, community
engagement was primarily geared towards establishing the community's
service level expectations and willingness to pay for enhancements.
Should Council choose to proceed with an enhanced service model, Phase 2
would likely get underway in 2021. The focus then would be on working with
the community to follow the direction set for the service. Phase 2 would involve
reporting back to the community on what was learned and proactively
engaging residents to ensure that changes are designed to be convenient and
inclusive. There would be a focus on identifying barriers to full participation in
the new service and designing solutions for overcoming those barriers.
Phase 3 would begin when the Town is ready to offer a new service. At that
stage, the focus would be on helping households to prepare for and adapt to
the changes. It is anticipated that resources and supplies designed with input
from the community would be offered to households and other stakeholders.
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EXECUTIVE SUMMARY
CURBSIDE CONSULTATION CAMPAIGN
Made in BC process

Phase 1 was locally coordinated by OneDay Community Partners with technical
expertise provided by Vancouver Island based Carey McIver & Associates and
survey administration by Vernon's Discovery Research.
October - november 2020

Engagement was carried out between Monday, October 26 and Sunday,
November 15 following a strategy designed to avoid and mitigate public health
risks arising from the ongoing COVID-19 pandemic.
survey-based consultation

Statistically valid telephone survey and voluntary online and telephone
responses assessed satisfaction with the current service and its cost,
established service level expectations and willingness to pay, and solicited
other meaningful input from residents and property owners.

828

residents and property owners
participated in the process
satisfaction with the current service

87% of respondents in the statistically valid survey sample indicated that they
are "Satisfied" or "Very satisfied" with the current service. Satisfaction was
highest among those aged 65+ at 92%.

satisfaction with the current cost

At $95 per single family household per year, 88% of respondents in the
statistically valid survey sample rated the value of the current service as "Good,"
"Very good," or "Excellent," with 26% selecting "Excellent."
Enthusiasm about enhancing service

55% of respondents in the statistically valid survey sample reported feeling
"Enthusiastic" or "Very Enthusiastic" about potential changes to the service.
Enthusiasm was highest among those aged 18-44 at 79%.

EXECUTIVE SUMMARY
CURBSIDE CONSULTATION CAMPAIGN

appetite for the recommended scenario

63% of telephone respondents anticipated being "Satisfied" or "Very satisfied"
with the recommended service scenario. At $115-120 per single family
household per year, 62% rated the value as “Good,” “Very good,” or “Excellent.”
Priority: recycling Collection

Recycling collection was identified as the priority improvement for the service
with 75% of telephone respondents describing every-other-week recycling
collection as "Very positive" or "Positive" for their household.
Opportunity: kitchen scrap collection

48% of telephone respondents anticipated that the addition of weekly kitchen
scrap collection would be "Very positive" or "Positive" for their household.
Positivity was highest among those aged 18-44 at 74%.

priority values

Ease & Convenience
Environmental Impact
Keeping Creston Clean & Tidy
Affordability
possibility: Yard waste enhancement

While interest in enhanced curbside collection of yard waste was low among
respondents in the statistically valid sample, 29% of statistically valid and 37% of
voluntary respondents expressed preference for a yard waste depot. Phase 2
could aim to more clearly establish the expected level of yard waste service.
A strong foundation for phases 2

&3

Should the Curbside Consultation Campaign proceed, Phase 1 has gathered
rich insight into citizen expectations, priorities, values, and concerns that will
support thoughtful, targeted public engagement and education efforts.
raising awareness, identifying barriers

Results suggest that a strategic approach to Phase 2 could involve raising
awareness around community composting and its benefits, which appears less
well-understood than recycling, and working with citizens to identify and
address barriers to full participation in an enhanced service model.

OUTREACH:
STRATEGY

&

KEY OUTCOMES

Community engagement was carried out in the
spirit of related policies set out in the Valley
Collaboration section of Creston's Official
Community Plan:
"Facilitate inclusive citizen engagement opportunities.
Ensure that public processes are designed for inclusivity.
Increase opportunities for all people to be involved in
shaping the community through participation in public
processes.
Practice proactive, open and transparent communication to
facilitate meaningful stakeholder and partner engagement in
community decision making processes.
Encourage and solicit communication and feedback from
the public through a variety of means and forums.
Foster conditions which empower all citizens to actively
contribute to community life."

Creston's OneDay Community Partners was
selected to coordinate community engagement
in part due to their track record supporting the
development of the OCP.

The community outreach strategy was built around key pillars, including:
protecting public health

The strategy was designed to avoid and mitigate public health risks arising from the ongoing COVID-19
pandemic. Given the evolving nature of the pandemic, a conservative approach was taken to allow for the
possibility that conditions might worsen during the course of Phase 1. This meant choosing not to host public
gatherings or in-person indoor interactions. It also meant relying more heavily on digital outreach tools.
engaging internal and external stakeholders and equipping them to reach out within their networks was used
as an alternative to bringing people together in-person.
promoting accessibility

& empowerment

The strategy aimed to be positive and inclusive. An core goal was to have a broad reach in the community. To
achieve this goal key messaging and campaign branding were developed and spread widely using proven
communications outlets. Accessible language was used and opportunities for engagement were diverse and
well-articulated. The survey process was described in straightforward terms to reduce perceived barriers to
participation. A prize draw was used an incentive to draw in people who may not otherwise take part.
Establishing a meaningful foundation for ongoing engagement

Rather than flooding people with information or carrying out a very involved first phase of engagement, the
strategy aimed to connect with the community, gather the input required to set a direction for the future of the
service, and lay a foundation for broader and deeper engagement going forward, as needed.
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OUTREACH:
STRATEGY

&

KEY OUTCOMES

Creston.ca Curbside webpage

A webpage for the Curbside Collection Service was launched. The page was used to host the
survey, information about the consultation campaign, an evolving list of Frequently Asked Question
about the current service and potential service level changes, and contact information. This page
will serve as the permanent home for information about the Service.
Household mailout

All residential mailing addresses in the Town were sent an informational mailout about Phase 1 of
the Curbside Consultation Campaign (see Appendix: Household Mailout). The mailout included
information about the current service, potential service level changes, context and reasons for
considering change, an overview of the survey, and information on the various ways to take part.

Media Release

& Press coverage

The Town issued a media release to launch Phase 1 (see Appendix: Media Release). The Creston
Valley Advance ran two stories on the engagement process (October 5 and October 28).
Juice FM "Mayor Minutes"

& Newspaper Advertisement

"Mayor Minutes" were aired five times daily over a two-week period to co-market the concurrent
Citizen Budget and Curbside Consultation Campaign engagement opportunities. A co-marketing
print ad ran in the Creston Valley Advance for three weeks.
Town of creston social media platforms

Co-marketing for the Citizen Budget and Curbside Consultation Campaign was also carried out on
Facebook and Instagram. In addition, six unique posts on the Campaign were published during
Phase 1. Dynamic, multi-slide posts conveyed key messaging. Posts saw above average reach and
engagement on Facebook.
Community Champions

Internal and external stakeholders were engaged as informal "champions" or ambassadors for the
process. Internal champions included Council and staff. External champions included volunteers
from past Town Committees and local service providers. Champions received resources and
reminders to help engage their networks in the community.
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CONSULTATION:
APPROACH

&

KEY OBJECTIVES

Four sets of objectives were established for community consultation:
1: Setting a baseline

The Town did not have recent citizen satisfaction data for the existing Curbside Collection Service. Establishing
citizen satisfaction with the level of service and its cost were set as objectives for this phase of consultation. This
was intended to provide a frame of reference for interpreting anticipated satisfaction with changes to the service
and its cost. It was also meant to set a benchmark for measuring changes to satisfaction and perceived value over
time. An overview of the current service model was provided to support participants in making their assessments.
2: Establishing service level expectations

A primary reason for carrying out the consultation was to establish what expectations residents and property
owners hold when it comes to curbside collection. Given the nature of the changes that waste management
experts were recommending for the Town, the consultation was designed to focus on setting expectations in
regards to recycling and kitchen scrap collection in particular. Participants were asked to evaluate how well
defined service models for each of recycling and kitchen scrap collection would work for them,. Service level
expectations for garbage collection were chiefly assessed indirectly by presenting a recommended enhanced
service scenario (garbage, recycling, kitchen scrap and yard waste collection) for evaluation and feedback. Input
on this scenario was also intended to reinforce the Town's understanding of recycling and kitchen scrap collection
expectations and to gain some insight into yard waste expectations. Because a wide range of yard waste service
options were available for consideration, the consultation was designed to seek more open input on related needs
and preferences. Respondents with an interest in enhanced curbside collection of yard waste were presented with
related alternative service scenarios for evaluation and feedback.
3: Establishing willingness to pay

Establishing willingness to pay for enhanced service was the other primary goal for the consultation. The
presentation of the recommended enhanced service scenario included a cost estimate and reference to the
increase that this would represent over the current service. Participants were asked directly about the perceived
value of the service scenario. The service scenarios including enhanced curbside collection of yard waste were
likewise presented with cost estimates and reference to the existing cost of service.
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CONSULTATION:
APPROACH

&

KEY OBJECTIVES

4: Deepening understanding

The consultation was approached as a critical opportunity to deepen the Town's understanding of what citizens
need and want from the Curbside Collection Service - beyond just expected service levels. The consultation was
designed to solicit input on priority improvements and priority values. Opportunities were built in for soliciting
information about current waste management habits and the anticipated impacts of change. Citizens were invited
to express concerns about pursuing change. Respondents were also asked about how they would prefer to stay
informed about the ongoing consultation process.

A consultation framework was developed to achieve these objectives:
statistically valid survey to ensure reliable data

Carrying out a statistically valid survey was deemed an effective way to ensure reliable data for informing Council's
decision-making process. Computer Assisted Telephone Interviewing was selected as the most efficient and costeffective means of gathering data from a statistically valid sample. Vernon based Discovery Research was engaged
to support administration of the survey. The process to design the survey was led by OneDay Community Partners
with support from Discovery Research, the waste management experts at Carey McIver & Associates, and Town of
Creston staff. The survey was designed to meet the engagement objectives, while keeping completion as quick
and accessible as possible.
Parallel voluntary survey to promote broad participation

Given the impact that any changes to the service would have on the daily lives of citizens, broad community
participation in the consultation process was seen as vital. The same survey was used for both statistically valid and
voluntary respondents for the sake of a consistent experience for participants and comparison of results.
multiple survey methods to promote accessibility

The survey was designed to work equally well by telephone and online. Residents and property owners who were
not called to take part in the statistically valid survey were able to participate online and at the digital information
kiosk at Pealow's Your Independent Grocer. Citizens could also call into Discovery Research to request a telephone
interview. Some local service providers, including Valley Community Services and the Creston Valley Library
supported their program participants to take part using paper copies of the survey. All versions of the survey
included a question to make sure that people were not taking the survey more than once.
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CONSULTATION:
SERVICE SCENARIOS

The current Curbside Collection Service was described to all survey
respondents to support rating current satisfaction and perceived value.
Garbage is currently collected weekly to a limit of 2 containers, each with max. weight of 50lb
Bins and bags are supplied by residents
Extra "bag tags" can be purchased at Town Hall
Tip-It Waste Solutions is contracted to collect residential and commercial garbage
Yard waste collected at the curb once in spring, twice in fall
Kraft paper bags or reusable bins are supplied by residents
Service is provided by the Town Public Works crew
In 2020, the basic cost for garbage collection is $90 per single family household per year
The cost for yard waste collection for those homes is $5 per year
The total cost averages to $1.83 per week for single family households
The rate for secondary suites is currently roughly half of the single family household rate

A "Recommended Enhanced Service Scenario" was presented to all
respondents to support rating anticipated satisfaction and perceived value.
Kitchen scraps collected weekly with outdoor cart and indoor “kitchen catcher” supplied by the
Town
Unlimited amount of recycling collected every-other-week with “blue boxes” supplied by the Town
Garbage collected up to a limit of 1 container to a maximum weight of 50 pounds or 1 or 2 mediumsized garbage bags
Residents supply their own bags and containers. Extra “bag tags” can be bought
at Town Hall)
Seasonal yard waste collection staying as-is
Estimated cost of $115-120 per household per year ($20-25 more per year or about $0.50 more per
week compared with the current service)

A "Year-round Yard Waste Scenario" was presented to survey respondents who
indicated a preference for year-round collection and extended seasonal
collection.
Same as the recommended service scenario, but…
Yard waste collected weekly in the spring, summer, and fall for a total of 9 months
Residents continue to provide their own containers
Estimated cost of $160-170 per household per year ($65-75 more per year or about $1.50 more per
week than the current service)

An "Extended Seasonal Yard Waste Scenario" was presented to survey
respondents who indicated a preference for year-round collection.
Same as the recommended service scenario, but…
A large cart is provided for organics (yard waste AND kitchen scraps combined)
Organics collected weekly year-round
Recycling collected in a large cart (instead of smaller “blue boxes”)
Estimated cost of $235-245 per household per year ($140-150 more per year or about $3.00 more
per week compared with the current service)

7

CONSULTATION:
SURVEY PARTICIPATION

828
...eligible, complete survey responses were gathered between
Monday, October 26 and Sunday, November 15, 2020. Responses
were received as multiple pools of data. Our main point of
reference is the statistically valid telephone survey pool (360
total). There is supporting data in the form of voluntary online
responses (396 total) and other telephone responses (72 total).

Statistically valid telephone survey
Statistically valid telephone interviews administered by Discovery
Research were our primary tool for capturing data to support
decision-making. 360 eligible, complete responses were gathered by
calling randomly selected Creston landline and mobile phones. This
sample size allowed for 95% confidence level and 5 % margin of error.

Voluntary online survey completion
Voluntary responses were received as multiple pools of data. This
report captures results from the largest voluntary data set - 271
responses that were received online (226) and by call-in to Discovery
Research (5) during the same period as the statistically valid sample
was gathered.
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ENGAGEMENT OBJECTIVE

Set a Baseline: Current Satisfaction

87

%

...of respondents in the statistically valid survey sample
indicated that they are currently “Satisfied” or “Very
satisfied” with the current Curbside Collection Service.

Overall, how satisfied are you with
the current service?
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ENGAGEMENT OBJECTIVE

Set a Baseline:
Current Perceived Value

88

%

...of respondents in the statistically valid survey sample
expressed that $95 per single-family household per year is
“Good,” “Very good,” or “Excellent” value for the current
service.

How would you rate the value of the
current Curbside Collection service?
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ENGAGEMENT OBJECTIVE

Establish Service Level Expectations:
Recycling
"I love Creston, but not having curbside recycling since we moved here
in 2007 has been such a frustration." - Online respondent

75

%

...of respondents in the statistically valid survey sample
anticipated that the addition of every-other-week
recycling collection would be "Very positive" or "Positive"
for their household.

Recycling collection: How would you rate this
change for your household?
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ENGAGEMENT OBJECTIVE

Establish Service Level Expectations:
Kitchen Scraps
"Something my family has talked about and wished for is the kitchen scrap
pickup for composting.” – Online respondent

48

%

...of respondents in the statistically valid survey sample
anticipated that the addition of weekly kitchen scrap
collection would be "Very positive" or "Positive" for their
household.

Kitchen scrap collection: How would you rate
this change for your household?
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ENGAGEMENT OBJECTIVE

Establish Service Level Expectations:
Garbage
"I am all for lowering the amount of garbage we are allowed to put out, it gives
us an ideal to work toward." - Online respondent

84

%

...of respondents in the statistically valid survey sample
anticipated that a move to every-other-week garbage
collection would leave them with problem garbage
"Rarely" or "Almost never."

Every-other-week collection: Would you
expect to have any "problem garbage" that
would be a nuisance for you?
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ENGAGEMENT OBJECTIVE

Establish Service Level Expectations:
Yard Waste
"My property seems to produce a rather large amount of organic waste that I
simply cannot compost... I am a huge fan of an open depot but understand
that they are often abused..." - Online respondent

57

%

...of respondents in the statistically valid survey sample
indicated that their preferred level of yard waste service
would be to continue with the current seasonal collection.

Going forward, what level of yard waste
service would you like to see?
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ENGAGEMENT OBJECTIVE

Establish Service Level Expectations:
Recommended Scenario
"I think this move is progressive and wise. From experience, (having lived in
another community), our household ‘landfill’ waste is reduced significantly
when we recycle and compost." - Online respondent

63

%

...of respondents in the statistically valid survey sample
anticipated that their household would be "Satisfied" or
"Very satisfied" with the recommended service scenario.

How satisfied do you expect that your
household would be with this option?
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ENGAGEMENT OBJECTIVE

Establish Willingness to Pay:
Recommended Scenario
"I feel we deal with our recyclables well and compost what we can. I like the weekly
garbage pick up for the cost. I do realize others may not do this or be able to do this so if it
is necessary to protect the landfill from filling up I would accept what the Town decision
makers decide for the good of the Town." - Online respondent

62

%

...of respondents in the statistically valid survey sample
rated the perceived value of the recommended enhanced
service scenario as “Good,” “Very good,” or “Excellent.”

How would you rate the value of this option?
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ENGAGEMENT OBJECTIVE

Deepen Understanding:
Priority Improvements
"We are diligent about our recycling and composting because sustainable
waste management is a priority for us, but we would greatly appreciate a
more accessible system." - Online respondent

Add Recycling Collection
Add Kitchen Scrap Collection
Enhance Yard Waste Service
...emerged as the top 3 priorities improvements among
both randomly selected and voluntary respondents.

What would you most want to improve about
the current service?
42

%

Add Recycling Collection
12

%

Add Kitchen Scrap Collection
11

%

Enhance Yard Waste Service

75

%

Add Recycling Collection
45

%

Add Kitchen Scrap Collection
36

%

Enhance Yard Waste Service
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ENGAGEMENT OBJECTIVE

Deepen Understanding:
Priority Values
"One goal of this program should be to try to encourage the reduction of waste,
not simply the recycling of what is produced." - Telephone respondent

Ease & Convenience
Environmental Impact
Keeping Creston Clean & Tidy
Affordability
...emerged as the top 4 priorities for the service among
both randomly selected and voluntary respondents.

What are your top priorities when it comes to
curbside collection?
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ENGAGEMENT OBJECTIVE

Deepen Understanding:
Citizen Concerns
“I think that we do not need to fix what isn't broken.”
–Telephone respondent

66

%

...of respondents in the statistically valid survey sample
expressed no concerns about how they would be impacted
by potential changes to the service.

We care about how the upcoming changes will
impact you. Do you want to express any
concerns?
WE Heard: change can be daunting

It was perhaps to be expected that resistance to change might be encountered, even
just given the high level of satisfaction with the current service. Concern about change
appears most prevalent among respondents aged 65+. This group was also the most
satisfied with the service as it is. Concerns expressed about changing the service
included fear about pursuing change for change's sake, scepticism about (ease of)
compliance with a new service and schedule, and misunderstanding about the nature
of the proposed changes, especially what kitchen scraps would be collected and how
waste would be sorted and stored between collection days.
WE can learn more: barriers to change

Should Council proceed with an enhanced service scenario, it would be worth further
analysing results to better understand who expressed resistance to changing the
service. There may perhaps be correlations between a lack of enthusiasm for change
and other variables identified through the survey (e.g. household size, "problem
garbage" expectations). Whatever the causes of resistance to change, Phases 2 could
work with citizens to identify (perceived) barriers to change and develop strategies as
needed to overcome obstacles to full participation in an enhanced service.
WE can respond: addressing perceived barriers

For now, should Council proceed with an enhanced service scenario, targeted
outreach could mitigate concerns by more fully articulating the new approach and its
benefits. The Town could be well-served by demonstrating its commitment to making
the service accessible and inclusive through proactive engagement with and support
for those who may experience the most challenges adapting to a new service model.
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ENGAGEMENT OBJECTIVE

Deepen Understanding:
Citizen Concerns
"I would love to see recycling pickup but I am worried about the
reduction of garbage pick up as we have a large family and I am not sure
how much of a reduction we would see in garbage." - Online respondent
WE Heard: Reduced garbage will pose some challenges

16% of respondents in the statistically valid sample indicated that they would expect
to deal with "problem garbage" sometimes or almost always if collection frequency
were reduced. A follow-up question about the types of anticipated nuisance garbage
revealed some misunderstanding as to how the recommended service would actually
work (e.g. concerns about accumulated food waste). However, there will certainly be
legitimate issues for some households when it comes to managing "smelly" waste,
particularly in hotter weather. Results also understandably suggest that some
households expect to have a harder time with reduced collection volumes,
WE can learn more: Garbage habits

Both survey results and experience from communities that have adopted similar
service models suggest that people may benefit from support when it comes to
anticipating and preparing for change. Should Council proceed with an enhanced
service scenario, Phase 2 could do well to actively engage citizens in investigating
current habits, processing likely change of service impacts, and designing effective
impact mitigation strategies. Formal community-level waste auditing, informal
household waste audit promotion, and waste audit style school projects could each
be helpful tools. Fuller understanding of what has worked elsewhere should be
sought out, including deeper knowledge of strategies that have been developed to
ensure broad citizen satisfaction would be valuable as the Town prepares to
implement changes.
WE can respond: positive Experience from Elsewhere

Should Council proceed with an enhanced service scenario, Phases 2 and 3 of
community engagement should be able to use data, testimonials, and lessons learned
from communities that have adopted similar approaches to help Creston residents
accept and prepare for change. People who have moved to Creston from such
communities could be especially effective ambassadors for change. "Tips and tricks"
for reducing garbage production and for managing and storing garbage between
collection days would likely be of practical value to residents.
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ENGAGEMENT OBJECTIVE

Deepen Understanding:
Citizen Concerns
"Our household of two adults uses the garbage collection service average once a
month... We just don't produce that much garbage, we still pay the same as
neighbours who put out two cans/bags every week." - Telephone respondent

WE Heard: cost increases are a concern for some

62% of respondents in the statistically valid survey sample rated the value of the
recommended service scenario as “Good,” “Very good,” or “Excellent.” However,
should service levels change, affordability will be an issue to address proactively.
Some respondents expressed related concerns directly, while others simply rated the
value of the current service and/or recommended service scenario less than
favourably. Concerns ranged from general dissatisfaction over the local cost of living
and/or discomfort with cost increases of any kind, to concerns about the validity of
the estimate provided, the equity of the costing model, or the likelihood of further cost
increases over time.
WE can learn more: presenting the cost

Should Council proceed with an enhanced service scenario, there would be
knowledge to develop and share with residents and property owners during Phases 2
and 3 that would help people to better understand the cost of service. Financial
modelling to forecast the cost of providing the current vs. enhanced service over time
could be useful. Likewise, fuller understanding of what is charged in other
communities with comparable service levels could be helpful. Citizen participation in
developing the approach used to reflect the cost of service when taxpayers are billed
could increase the likelihood of promoting better understanding of the cost,
WE can respond: with targeted messaging

Should Council proceed with an enhanced service scenario, Phases 2 and 3 of
community engagement should be able to clearly speak to concerns about costs.
Potential messaging could cover: the rising cost of disposing of garbage and how this
will impact the cost of service over time; the importance of extending the life of the
landfill in order to keep costs down over time; the measures that have been taken to
ensure cost-effectiveness; the cost-competitiveness of the approach compared with
similar solutions delivered elsewhere in the province; and, the cost equity implications
of the new approach - such as better ability for households to pay for the amount of
garbage they send to the landfill. Given that seniors appear to be the most costsensitive respondents and given that seniors, especially those in single person
households, likely produce less garbage than average, the cost equity argument for
the service should support outreach to this group.
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ENGAGEMENT OBJECTIVE

Deepen Understanding:
Enthusiasm for Change
"More details, including any studies and reports, should be made easily
available on this topic on the Town's website." - Telephone respondent

55

%

...of respondents in the statistically valid survey sample
expressed that they are "Enthusiastic" or "Very
enthusiastic" about making changes to the service.

Overall, how would you rate your enthusiasm
about changing the Curbside Collection Service?
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CONCLUSIONS:
KEY TAKEAWAYS

&

NEXT STEPS

Key Takeaways: Current Curbside Collection Service

The results clearly suggest a high level of satisfaction with the current service at its current cost. As laid out earlier in
the report, satisfaction and perceived value ratings were consistently high across sub-samples of respondents (e.g.
statistically valid and voluntary respondents, younger and older respondents). 87% of respondents in the statistically
valid sample and 80% of voluntary respondents were "Satisfied" or "Very satisfied." The value was rated "Very good" or
"Excellent" by 54% of respondents in the statistically valid sample and 61% of voluntary respondents.
Meanwhile, 0% of respondents in both the statistically valid and voluntary samples indicated that they were “Very
unsatisfied” with the current service. 4% of respondents in the statistically valid sample and 5% of voluntary
respondents were “Unsatisfied.” The current service was rated as having a “Poor value” by 0% of voluntary
respondents and 1% of respondents in the statistically valid sample. 10% of respondents in the statistically valid
sample and 12% of voluntary respondents assigned a “Fair value” rating.
Key Takeaways: Recommended Enhanced Service Scenario

The current service model is not only very well liked, but also familiar and straightforward relative to the
recommended enhanced service scenario that respondents were asked to consider. These factors likely made it
challenging for at least some respondents to accurately predict satisfaction with the proposed scenario.
Despite these factors, 63% of respondents in the statistically valid sample and 71% of voluntary respondents expected
that they would be "Satisfied" or "Very satisfied" with the recommended scenario. Only 4% of respondents in the
statistically valid sample and 6% of voluntary respondents expected to find themselves “Very unsatisfied." 12% of
respondents in both the statistically valid and voluntary samples indicated that they would expect to be “Unsatisfied.”
The perceived value of the recommended service scenario was less favourably rated. A “Poor value” rating was
selected by 15% of respondents in the statistically valid sample and 16% of voluntary respondents. 22% of
respondents in the statistically valid sample and 14% of voluntary respondents assigned a “Fair value” rating.
It is worth noting that the survey did not provide any forecasting of how the cost of the current service would be
expected to change over time. It is reasonable to assume that people were comparing the estimated value of the
recommended scenario with the current cost of the existing scenario. People may have had more positive
evaluations of the value of the enhanced service scenario if they had taken into account projected increased cost of
the current service.
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CONCLUSIONS:
KEY TAKEAWAYS

&

NEXT STEPS

Key Takeaways: recycling collection

There is a clear interest in recycling collection, with recycling emerging as the priority improvement for the
service. Only 8% of respondents in both the statistically valid and voluntary samples expected that the addition
of the proposed recycling collection service would be “Negative” or “Very negative” for their household.
Meanwhile, 75% of respondents in the statistically valid sample and 81% of voluntary respondents expected the
change to be "Positive" or "Very positive."
Many respondents were in a position to compare the recommended scenario with their current efforts to divert
recyclables from the landfill as 65% of respondents in the statistically valid sample and 56% of voluntary
respondents reported that they do not put any recyclables out at the curb for collection with their garbage.
It may be worth noting that interest in recycling collection was significantly stronger among younger
respondents than their older peers. Respondents aged 18-44 were also more likely to report disposing of
recyclables at the curb with their garbage. It is conceivable that this group faces barriers, such as busyness, to
making use of existing recycling options and that measure to promote convenience would be welcome. These
findings could also point to stronger awareness among this group of what can be recycled and what benefits
recycling can bring. If so, this could indicate a correlation between awareness and service level expectations.
Key Takeaways: kitchen scrap collection

Fewer respondents appeared to be in a position to compare the recommended service scenario with their
current efforts to divert kitchen scraps from the landfill. Only 33% of respondents in the statistically valid sample
and 21% of voluntary respondents reported they do not currently put any kitchen scraps out at the curb for
collection with their garbage.
Composting was by far the most common diversion strategy among those who do not throw out all of their
kitchen scraps at 85%+ for both the statistically valid and voluntary samples. Given that few people compost all
of the kitchen scraps that would be collected through the proposed service, the reported percentages for
complete diversion are likely actually much lower than reported.
It is worth noting that while outreach materials did highlight the planned construction of a Regional District of
Central Kootenay Organics Composting Facility, this was not mentioned in the survey itself. It is conceivable that
there is a low level of awareness that this facility is scheduled to open and that this knowledge might impact
people’s assessment of related service provision.
Lack of experience with and/or knowledge about diverting kitchen organics from the landfill may help to
explain why survey results suggest relatively low interest in kitchen scrap collection. Still, only 19% of
respondents in the statistically valid sample and 13% of voluntary respondents expected that the addition of the
proposed kitchen scrap collection service would be “Negative” or “Very negative” for their household.

24

CONCLUSIONS:
KEY TAKEAWAYS

&

NEXT STEPS

Key Takeaways: Garbage collection

The survey did not directly ask respondents to evaluate the proposed garbage collection service levels
separately from other proposed aspects of service delivery. That said, service level expectations can be
interpreted in a number of ways.
Respondents were asked how often they would expect to have “problem garbage” if the recommended
enhanced service scenario were adopted. 84% of respondents in the statistically valid sample and 73% of
voluntary respondents expected to deal with nuisance garbage almost never or rarely. Older respondents were
less likely to report challenges in this respect as compared with their younger peers. Those aged 18-44 were
most likely of the age groups to expect to deal with problematic products such as diapers.
Respondents were offered the chance to express concerns about changing the service. While fewer than half
took advantage of this opportunity, this section of the survey captured concerns about the impact that reduced
frequency and/or volume of collection could have on larger households, especially those with multiple
younger children.
It should be noted that because residents likely do not have familiarity with the recommended service scenario,
they are not currently well positioned to understand how the changes would impact the volumes of garbage
they produce or how they will experience reduced frequency of collection.
Results also suggest that making allowances to accommodate “peak garbage” circumstances (e.g. “spring
cleaning,” holidays, hosting guests) could fully address concerns about the adequacy of the recommended
service scenario for some users.
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Key Takeaways: yard waste service

The survey was less successful in establishing service level expectations for yard
waste management. Unlike with recycling and kitchen scrap collection, the survey
did not present respondents with a single, well-articulated, enhanced service level
recommendation to evaluate. There is good reason to assume that yard waste
needs vary more significantly than those for recycling and kitchen scrap collection.
For instance, 7% of respondents in the statistically valid sample produce no yard
waste at all, while results suggest that yard waste enhancement would be the
priority improvement for a small number of respondents.
Meanwhile, survey findings suggest that current yard waste management habits
also vary more than those for managing recyclables and kitchen scraps. 89%+ of
respondents who actively recycle take recyclables to the RDCK Recycling Depot on
Helen Street. 86%+ of respondents who actively divert kitchen scraps do so by
composting. The most frequently selected yard waste management strategy
selected (composting) is only practiced by 44% of respondents. In close second was
visiting the RDCK Creston Landfill at 40%.
In terms of preferred service level, there was a distinct difference between the
service level expectations expressed by respondents in the statistically valid
sample and voluntary respondents, who expressed more interest in enhancement.
Survey respondents who indicated interest in either extended seasonal or yearround yard waste collection were able to assess associated alternatives to the
recommended enhanced service scenario. However, in both the statistically valid
and voluntary samples respondents did not indicate a clear preference for these
options at the estimated costs provided.
The fact that there was some interest in enhanced curbside service and some
interest among in opening a yard waste depot suggests that changes to the service
model could be welcomed by the community. There could be value in a future
engagement effort aimed at better understanding service level expectations and
willingness to pay for yard waste service.
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Key Takeaways: Variations by Age

The statistically valid results have been broken down (and weighted) by age. It seems important to acknowledge
that there were some seemingly age-related trends in the responses to key questions.
Some notable trends include that respondents aged 18-44 showed heightened concern over the environmental
impact of the service, greater interest in both recycling and kitchen scrap collection, higher levels of anticipated
satisfaction with the recommended enhanced service scenario and its cost, greater interest in enhanced yard
waste service, and enthusiasm for making changes to the services. This despite the fact that these respondents
were also more likely to anticipate “problem garbage” than their older peers.
Key Takeaways: Variations by Engagement Method

It seems likewise important to acknowledge that there were some differences in the results gathered through
the statistically valid telephone survey and those from voluntary respondents.
Some notable differences include that the voluntary respondents showed heightened concern over the
environmental impact of the service, greater interest in both recycling and kitchen scrap collection, higher levels
of anticipated satisfaction with the recommended enhanced service scenario and its cost, greater interest in
enhanced yard waste service, and enthusiasm for making changes to the services. This despite the fact that
these respondents were also more likely to anticipate “problem garbage.”
It is worth noting that the trends by age and trends by engagement were very similar. It should also be noted
that the statistically valid and voluntary respondent samples had similar age profiles. In other words, the
similarity in responses cannot be explained by the voluntary sample being younger.
It may also be worth noting that consultation methods that rely of voluntary participation tend to attract a
greater proportion of citizens strongly for and strongly against any given measure. Yet, the voluntary sample for
this survey does appear to have attracted a strong contingent of particularly negative respondents. While further
investigation would illuminate this phenomenon, it is conceivable that on the whole citizens are largely positive,
neutral, or unsure as to how they would receive the proposed service level changes.
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Overview: Proposed Next Steps

Phase 1 of the Curbside Consultation Campaign has gathered rich insight into citizen expectations, priorities,
values, and concerns that will support thoughtful, targeted public engagement and education efforts.
Immediate next steps will involve looping back to the community to communicate Council’s decisions regarding
the future of the Curbside Collection Service. Communications materials will emphasise connections between
the community engagement findings and the measures being taken.
Phase 1 focused on helping to set a direction for the service. Phase 2 would employ dynamic strategies for
engaging the community to find ways to follow that direction.
Phase 2 would begin with further analysis of the engagement findings to date and deeper research into best
practices for related education and engagement. OneDay would translate this knowledge into a strategic plan
for the next phase of community engagement,
A strategic approach to Phase 2 would likely focus on working with citizens to identify (perceived) barriers to full
participation in an enhanced service model and to develop strong solutions.
Results suggest that many of these barriers would be awareness based. For instance, results suggest that
community composting is less well-understood than recycling. A strategic objective for Phase 2 would therefore
involve raising awareness around the logistics of community composting and its key benefits.
Further mailouts, online tutorials and quizzes, key informant interviews, community-based social marketing
research, waste audits, and elementary and secondary school-based engagement could all be valuable
strategies.
Engagement with internal and external “Community Champions” for the process suggest a willingness for
volunteers to participate in the process and a strong interest on the part of the public when it comes to
household waste management.
While public health consideration arising from the ongoing COVID-19 pandemic would naturally continue to
impose design limitations on a public process, the campaign could take advantage of an apparently heightened
appetite among some to connect meaningfully with one’s community during these times.
OneDay suggests formally or informally engaging a diverse group of citizen volunteers and stakeholders to help
steer the process going forward.
Seeking opportunities to supplement the budget for the process, such as engaging (a) college or university level
research intern(s), is also recommended.
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