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Introduction and Background

= The Kent Environment Strategy: A strategy for environment, health and economy was published in
2016. It aims to strengthen cross-sector partnership working on environmental, health and
economic agendas.

» The strategy identifies high level, evidence-based priorities and focuses on the activities that would
most benefit from partnership working. It also identifies opportunities where the environment can
provide positive outcomes for health, wellbeing and the economy.

= Evidence underpins the Kent Environment KENT
Strategy and a public perception survey has

historically been the primary method of EN‘"HUNMENT

collecting feedback from Kent residents. STRATEGY

A STRATEGY FOR ENVIRONMENT, HEALTH & ECONOMY - MARCH 2016
= |t seeks to understand how residents

perceive, use, and prioritise different aspects
of the environment as well as conduct
personal activity concerning energy efficient
and energy saving behaviour.
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Research Methodology

= 600 interviews were conducted
with Kent residents (including
Medway) in July 2018.

= This survey is intended to replicate
previous studies conducted in the
summer of 2014 and 2016, and is
consistent in terms of interview
methodology, sample size and
demographic quota controls.

» The majority of questions have
been kept identical to those asked
previously to enable comparison.

» The questionnaire featured a small
number of changes and additions
reflecting current hot topics /
changes in circumstance to
previous years.

Demographic
Profile

-

GENDER
Female

Aged 16-24

Aged 25-44

Aged 45-64

Aged 65 and over
Ashford
Canterbury
Dartford

Dover

49%
51%
16%
31%
32%
21%
8%
6%
7%
7%

Gravesham
Maidstone

Medway

Sevenoaks
Folkestone and Hythe
Swale

Thanet

Tonbridge & Malling

Tunbridge Wells

7%
7%
15%
8%
7%
7%
5%
8%
7%
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Importance of the Kent countryside to respondents

97% consider the Kent countryside to be important, broadly consistent with

previous years. The proportion rating ‘very important’ has increased from 2016. =
Important

Not very [ Fairly m Ve Q2a. How important would you say the
|mporta nt important important Kent countryside is to you?

Whilst a higher proportion of 16-24 % NET Aged Aged Aged Aged
year olds consider the Kent countryside IMPORTANT | 16-24 | 25-44 | 45-64 65+

important compared to 2016, this 0 o o o

proportion remains significantly lower 2016 82% 7% o8% o8%

than other age groups. 2018 89% | 97% | 99% | 98%
L A K E
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Reasons residents value the Kent countryside

‘very’ or ‘fairly’ important to them.

The reasons put forward are diverse in nature. As well as the range of activities undertaken, it is deemed important
to offering quality of life, relaxation and enjoyment (notably in terms of family life). Development and conservation
are also front of mind. There is little differentiation in response themes between those rating the countryside as

Enjoy walking in the countryside

Good for children / raising children

| love nature / the countryside

| am a dog owner / walking the dog

Too much building / development

Green / wide open spaces - want access to / are important

| live in the countryside

The environment - conservation is important

Want it to stay as it is / don't want things to change / part of our heritage
Relaxing / respite from city / towns / restorative / better quality of life
| enjoy the outdoor life / outdoor pursuits

Countryside is attractive - beautiful / pretty

Healthier / better for you

Good for bird watching / wildlife

Good for leisure / enjoyment

B 5%

“It’s important as | do a lot of walking and | feel
that we are losing a lot of the countryside and
there seems to be more rubbish being
discarded in the countryside as well.”

“Because | have
childrenit is “I believe that being in
something that | tune with nature &
want them to having a good awareness
benefit from in the of the quality of your
future so it has to surroundings has a very
be maintained and positive effect on a
looked after.” person's wellbeing.”

“Because we moved over 30 years ago to get away
from the congestion we were living near, for a more
greener location, but | now feel that we are going
back in time as there are more houses being built
and the traffic has increased a lot as well.”

Q2b. Why do you say that?
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Perceived condition of Kent’s natural countryside and environment

Just over three quarters (76%) rate the condition as excellent or good, consistent

with previous years. However, it should be noted that 23% rate it as fair or poor. Net: Excellent

/ good

B Good Q1. How would you rate the condition of Kent’s
natural and historic countryside & environment?

2018 4%I

B Poor

Excellent

B rair

In a shift to the patterns observed last year,
ratings are consistent across the 16-64 age
groups. Ratings amongst the 16-24 and 25-44
age groups are lower compared to 2016 but 2016 83% 82% | 74% 71%

not significantly. Perceptions amongst those 65 ] ] ] ]
and over remain the lowest of the age groups. 2018 77% 77% 78% 72%

% EXCELLENT | Aged Aged Aged Aged
/ GOOD 16-24 25-44 45-64 65+
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Importance of Kent Countryside versus condition rating

A comparison of importance & condition ratings reveal the following demographic groups: those aged 65 & over, non
working, female & rent their property consider the countryside very important but score it lower in terms of condition.

% rating condition of environment as excellent / good

Aged 16-24

Use environment less
often than once a month

Living with parents

Use environment more
than once a week to

Male once a fortnight
Working
@ Aged45-64
Use environment o0
once a month o o Own property
Aged-25-44
C )
Female e

Rent property

% rating countryside as very important

. @
Non working

Aged 65 & over

it
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Appeal of elements of the Countryside

Woodlands and rivers & lakes remain the most appealing elements. The appeal of wildflower
grasslands and hills & valleys has reduced compared to 2016, following a reduction from 2014 levels.

(-9% change to 2016

A - 3% change to 2016 -
e ——
76% (-2% change to 2016)
71% (-4% change to 2016)

69% (-5% change to 2016)

-8% change to 2016 .
Open flat countryside 35% . 3%
IEZA-9% change to 2016 R
B T
36% (-5% change to 2016) N

® :E: . 5 =Not at all Q7. Can you tell me how appealing the following
appealing parts of the Kent countryside are to you?

Rivers and lakes

Hills and valleys

1=Very
= appealing

| )
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Appeal of elements of the Countryside by age

across the board.

aged 25-44 and 45-64.

Consistent with 2016 results, wildflower grasslands
are more appealing to those 65 & over and open
flat countryside is more appealing to those aged 25-
44. Undeveloped coast is more appealing to those

% selecting 1 = Appealing or 2

Woodlands — 77%

AGED 16-24 AGED 25-44

Woodlands — 83%

Rivers & lakes — 73%

Undeveloped coast — 68%

Open flat countryside — 61%

Wildflower grasslands — 59%

Rivers & lakes — 83%

Undeveloped coast — 82%

!Open flat countryside — 80% !

Low lying hills — 78%

Low lying hills — 57%

Wildflower grasslands — 66%

Hills & valleys — 56%

Hills & valleys - 57%

AGED 45-64
Woodlands — 84%

Rivers & lakes — 83%

Undeveloped coast — 82%

Wildflower grasslands — 73%

Low lying hills — 73%
Hills & valleys — 69%

Open flat countryside — 64%

AGED 65 AND OVER

Woodlands — 76%

Wildflower grasslands — 75%

Rivers & lakes — 74%

I Low lying hills — 69%

I! Hills & valleys — 69% !

Undeveloped coast — 67%

Open flat countryside — 61%

Marshes — 23%

Marshes — 30%

I Marshes — 46%

Marshes — 41%

Significantly higher % than other age groups

Q7. Can you tell me how appealing the following parts of the Kent countryside are to you?
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Usage of the natural & historic

environment
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Claimed usage of natural environment

80% use the natural environment at least once a fortnight. The proportion using S el

. . . once a week -
more than once a week is consistent with 2016. R

5%
5%
More than Once a week to Once a Less than Q3. How often would you say you use
once a week once a fortnight month once a month M Rarely [ Never the natural environment?
A lower proportion of those aged 65 & over % MORE THAN Aged | Aged
indicated they frequently use the natural ONCE A WEEK - 45-64 | 65+
environment compared to 2016. Usage is ONCE A FORTNIGHT

significantly lower than other age groups in
both years. Frequent usage is also significantly
higher amongst males (85% vs. 77%).

81%

75%

86% 87% | 82% | 65%

it
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Main motivations for using natural and historic environment

Consistent with reasons for valuing the countryside, the main motivations for using the environment is for
enjoyment, relaxation, spending time with others & keeping well (all in broadly equal proportions overall).

Enjoy fresh air & pleasant weather _ 47% AGED 16-24
GG ALY _ 44% Enjoy fresh air/pleasant weather: 45%
Relax & unwind: 37%
Spend time with friends & family _ 43% coep fit & well: 36%

Walk the dog: 33%

AGED 45-64
watkthe do [ 3 [Exioyfresh sir/pleasant weather: 50%)
(e} -

. Relax & unwind: 46%
Learn about / observe nature, history or culture - 24% cers .

Explore / adverture outdoors - 19%

Challenge yourself or achieve something I 3%

Something else |2%

Q5. What would you say are your main motivations
for using the natural & historic environment?

AGED 25-44

| Spend time with friends / family: 58%

Relax & unwind: 47%

Keep fit & well: 50%

Enjoy fresh air/pleasant weather: 39%

Explore / adventure outdoors: 31%

Walk the dog: 31%

AGED 65 AND OVER

Enjoy fresh air/pleasant weather: 55%

Keep fit & well: 47%

Relax & unwind: 41%

Walk the dog: 35%

Spend time with friends & family: 34%

Learn about / observe nature, history
or culture: 30%

Walk the dog: 24%

Significantly higher % than other age groups

Time with others is a key motivator for those aged 16-44.
Enjoying fresh air / weather and keeping fit & well are key

motivators for those aged 45 & over.

13
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Type of use of natural environment

Nature watching and visiting pubs & villages are the two most common uses following walking, cycling or horse
riding. Each activity is contrasting in terms of use by age with a higher proportion of those aged 45 & over nature
watching more frequently and a higher proportion of those aged 16-24 visiting pubs & villages more frequently.

82% (0% change to 2016)
Highest amongst

~
Highest amongst 45 \

Highest amongst 16-24 SR i 2016)
year olds & those working \
Highest amongst \ 35% (+2% change to 2016)
25-64 year olds
Visiting heritage sites, country parks & open spaces 14% 21% 26% 33%

Highest amongst
25-44 year olds \

Attending organised events or activities

ol | o
e

o More than | Once a week to | Once a | Less than once a B Never Q3. How often over the year do you participate
once a week once a fortnight month month / Rarely in the following in the natural environment?

Highest amongst
16-44 year olds \ Running

L A K E
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Consideration of using natural & historic environment more often

or for other purposes

70% would consider using the environment Other commitments / a perceived lack of time is
more often or for other purposes. This increases the primary barrier preventing increased usage.

to 82% amongst those aged 16-44.

No / nothin - 0
Don't know & 29%
6% .
Too busy / lack of time / work / - 39%
family / other commitments 0
Transport / difficult to get to / poor

] 7%

access

Poor health / physical / mobility I 59
(o)

reasons
Highest
amongst those The general cost / if it was less I 59
currently using expensive °
once a month . . . 7
(32%) and less Area is not kept clean / tidy / Litter / 2%
0
often (37%), Dogs mess
but remains at |
using more 70% |
than once a
week. Facilities / places for disabled access 2%
Highest amongst 16-44 year Area maintenance / access / 29
olds, and existing frequent restrictions in place ()

users of natural environment

Traffic / road Works / busy roads | 2%

Qé6a. Would you ever consider using the natural & historic

environment more often or for other purposes in the future? Q6b. Is there anything that prevents you from doing so?

L A K E
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Consideration of using natural & historic environment more often

or for other purposes by age and current use

No / nothing . 29% Use natural
% COMMENTING f‘f_ij :f_ii environment
Too busy / lack of time / work - 39% once a month
/ family / other commitments ? Too busy / lack of R
. IR YACIMITAN 25% |§43% 48% 20% 49%
Transportpéglrfggitszo getitoy/ I 7% other commitments — | —
. Transport / difficult to o o o o o
mobility reasons
P health / physical
" el 19 | 2% ([ 7% | |[15% 18%
The general cost / if it was | 59 / mobility reasons { J I\ ) ———_
less expensive ? e
i Facilities / places for YR f )
. 0% 1% 1% 9% 6%
Area is not kept clean / tidy / 2% disabled access ° ° ° _0 _0
Litter / Dogs mess 0
] Significantly higher % than other age groups / other usage frequencies
Weather conditions | 2%
Facilities / places for disabled | S Other commitments / a perceived lack of time is particularly
access ? dominant for those aged 25-64. Whilst still the most common
. i factor for those aged 65 & over, health, transport & access
Area maintenance / access / o ) ]
restrictions in place 2% prevent a higher proportion of those aged 65 & over.
Traffic / road Works / busy | So Health & mobility is also cited as the second barrier for those
roads ¢ who currently visit once a month.
Q6b. Is there anything that prevents you from doing so?
L A K E
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Volunteering in the natural

environment
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Time spent volunteering related to natural environment

21-30days  gyer 30 days
11-20 days 1% 4%
3%

5-10 days
3%

Less than 5
days
9%

~

Highest amongst those who use the natural
environment once a month or less often

Q8. In the last year, how much time have you spent volunteering, or
as part of a community group related to the natural environment?

20% have spent some time volunteering in the last
year; 12% have spent up to 10 days and 4% have
spent over 30 days volunteering.

As perhaps expected, a higher proportion of those
who use the environment once a month or less
often have not spent any time volunteering in the
last year.

L A K E

MARKET RESEARCH Base : 600 respondents
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Factors that would encourage more volunteering

- Amongst those currently volunteering.

28% indicated that nothing would encourage them to volunteer more than they currently do so. The
two primary influencers for those who remain are circumstance, i.e. having more space / free time,
and more awareness / promotion / information on the volunteer opportunities available.

No / Nothing _ 28%

Only more spare / free time / have other priorities _ 29% “Not much, | already do what I can. |
have to spend time with my family.”

More awareness / promoting / advertising / better information - 14%

Already do as much as | can / happy with what | do . 7% “Yes. Better communication really. There
_ ) are lots of groups about but they are not
If more people or a range of age / demographics got involved I 5% very well connected. | used to get involved
_ _ _ with windmills but | do not hear much
If it was local / in our area or helped our village I 4% about what is going on.”

If it was interesting / something that | had an interest in / cared about I 3%

Family / friend activities / kids could help / involve children / schools I 3% “If there was something that caught my
) . imagination such as something to do with
iz welhien (reiflres! ) el vl videer I 2% ancient crafts such as hedge row laying or dry

stone walling, then | would be interested.”

If it was a litter pick / clean up / easy / able to help I 2%

Better accessibility / transport | 1%

Q9a. Is there anything that would encourage you to volunteer more, either more frequently or for longer?

L A K E

MARKET RESEARCH Base : 116 respondents
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Factors that would encourage volunteering

- Amongst those who do not currently volunteer.

28% indicated that nothing would encourage them to volunteer at all. The two primary influencers
for those who remain are also circumstance and more awareness / promotion / information on the
volunteer opportunities available. Interest and local proximity are also likely to influence.

I 28%

I 30%
N 12%

No / Nothing / Not interested
Only more spare / free time / have other priorities

More awareness / promoting / advertising / better information

If it was local / in our area or helped our village - 7% o (el e e, Tihe “More information. |
If it was interesting / Something that I had an interest in / cared about [l 5% fact that | am a carer for am concerned about
my husband limits my litter a lot. If there
. . - o
Better health / if physically able to participate . 4% opportunities, but | were organised

activities to clear up
certain areas, | would
love to get involved.”

would be willing to

If it was a litter pick / clean up / easy / able to help I 3%
consider it anyway.”

N 3%
I 3%

Maybe when retired | could volunteer

Not really - I'm too old to volunteer

Family / friend activities / kids could help / involve children I 2%
4 “If a special project
| would if asked / approached / they needed my help || 1% was suggested to me
. . . “If I was more aware of
Better accessibility / transport | 1% which was appealing, what was going on. If there
: and was suitable for .
If | could afford it / money | 1% the time | had were local ones. We have a

local newsletter they could
be shown in there.”

It would depend on whatitwas | 1% available.”

Dont know / not sure l 4%

Q9a. Is there anything that would encourage you to volunteer more, either more frequently or for longer?

20
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Biggest environmental challenge facing Kent

A number of challenges are cited but the primary challenges concern housing development, losing green
belt land, litter & dogs mess and traffic & congestion. Litter & rubbish is more of a concern for 16-24 year

olds and traffic & congestion is more of a concern for those aged 65 and over.

Nothing / Can't think of anything | 1%

Lowest amongst 16-24 year olds Building / development / too many houses || G 31%

Highest amongst 16-24 year olds

Litter / rubbish / fly tipping / dogs mess || ] I 18%

Losing / building on greenbelt / open spaces / woodlands / countryside |l 15%
Number of cars / traffic / congestion [l 15%
Too many people / overcrowded / population growth [} 10%

Air pollution / pollution from cars / lorries [JJl] 10%
Housing shortage / demand for housing [} 7%

Highest amongst 65 year olds & over

Lack of infrastructure / roads to cope . 5%

Plastic pollution / plastic in the sea ] 3%

Lack of services / utilities (Schools/Doctors/ Policing) | 3%

Lack of funding / not enough money / budget || 3%

Poor road conditions / maintenance / roadworks | 2%
Motorways / HGV's passing through kent / Operation Stack | 2%
Damage to wildlife / damaging the natural habitat | 2%

Climate change /

global warning / greenhouse gases || 2%

Better use of space / better planning / management / redevelopment | 2%

Dont know / Not sure [} 5%
Q11 What do you think is the biggest environmental challenge facing Kent today?

L A K E

MARKET RESEARCH

Base : 600 respondents
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Environmental priorities

Maintaining & protecting wildlife & habitats and tranquillity, scenery & landscape are considered the
highest priorities, and have increased in importance compared to 2016. Sensitivity of development

proposals is also considered important by the majority.
2016 - 58% (-5% change to 2016) N
Encourage people to walk, cycle, run
or enjoy other quiet countryside gi 1%
recreation

1=Very 5 =Not at all Q12. How important a priority would you say
important EEEBER RS important each of the following statements are?

. 2016 —71% (+10% change to 2016) >

Maintaining and protecting the
wildlife and habitats of Kent

2016 - 67% (+7% change to 2016)

»

Maintaining and protecting the
tranquillity, scenery and landscape
of Kent

Ensure planning and development
proposals are sensitive to the
landscape

Encourage the use of
environmentally sensitive farming

L A K E
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Environmental priorities by age

0 . B .
% selecting 1 = Very important 1 — Very important Aged
16-24 25-44 45-64 65+
—_—

Maintaining and protecting Maintaining & protecting

pr—
the wildlife and habitats of 81% the tranquillity, scenery & 59% 70% || 80% 80%
Kent landscape of Kent w— | S—
Ensuring planning & o | p—
- _ development proposals are 45% 68% |184% 82%
Maintaining and protecting sensitive to the landscape — |
the tranquillity, scenery and 74%
landscape of Kent Encouraging people to walk, —
cycle, run, or enjoy other 42% 48% | 55% 65%
quiet countryside recreation —
Ensure planning and . .
development proposals are 72% Significantly higher % than other age groups
sensitive to the landscape
Maintain & protecting the tranquillity, scenery &
landscape and ensuring development proposals are
Encourage the use of sensitive to the landscape (correlating statements) are
environmentally sensitive 55% . .

il particularly important to those aged 45 & over.
Encouraging people to walk, cycle, run or enjoy other
recreation is more of a priority to those aged 65 & over.

Encourage people to walk,
cycle, run or enjoy other 53%
quiet countryside recreation

Q12. How important a priority would you say each of the following statements are?

L A K E 24
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Frequency of struggling to pay energy bills

Not applicable - not
responsible for paying bills
16%

Always
2%

Regularly
2%

Occasionally
7%

11% struggle to pay energy bills

at some point (occasionally,
regularly, always)

Q17. How often would you say you struggle to pay your
energy bills (or pre-payment meter)?

11% noted they struggle to pay their energy bills
to some extent. Just under three quarters (73%)
noted they never struggle to pay them.

The proportion who noted they struggle is highest
amongst those aged 25-44 (15%) compared to the
older age groups. The proportion who noted they
struggle is particularly high amongst those rent
their property (41%).

% SELECTING ng-eZ(:I ;\f_ii
15% | 75%

Struggle (occasionally, | vy |

88%

3% 15% 9% 12%
regularly, always) | Sty
Not applicable I 80% I 11% 1% 1%

Own

% SELECTING SR

Rent Live with
property parents

Never I 93% I 57% 14%
pr—
[ ionall
Struggle (occasionally, 7% 41% 3%
regularly, always) i

Not applicable

0% 2% I 82% i

Significantly higher % than other age groups

L A K E

MARKET RESEARCH Base : 600 respondents




Thought given to energy saving

88% claim to give a lot or a fair amount of thought to energy saving in their home,
consistent with 2016 results. Whilst this is lower than 2014 levels, this could be due to Net: A lot / a
energy saving being part of everyday life now. fair amount

| Not at O Not very | A fair W At Q13. Ho!/v much tllwought, ifa.ny, would you
all much amount say you give to saving energy in your home?

% A LOT Aged 16-24 | Aged 25-44 | Aged 45-64 | Aged 65+

2016 15% 32% 41% 36%
aged 45 & over, as well as those who 2018 23% 31% 45% 50%
have responsibility for a property (i.e.

those who own or rent a property). % ALOT Own Rent Live with
property property parents

The proportion who give a lot of thought
is significantly higher amongst those

2018

L A K E 27
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Energy efficient measures at home

The majority have fitted energy efficiency measures (85%), a small increase on 2016 proportions.

40% have fitted energy monitoring equipment such as a smart meter or energy monitor. Don’t
know

Have fitted energy monitoring equipment to your home 2%

such as a smart meter or energy monitor

Have fitted energy efficiency measures such as loft
insulation or cavity wall insulation

Use green energy companies for your electricity supply @ 18%
Have fitted energy generation equipment to your home I8% 1%
such as solar panels or ground source heat pump

Q14. Which of the following do you currently do? HWMNo B VYes

% YES Have fitted energy Use green energy Have fitted energy
Use of green energy companies ° efficiency measures companies generation equipment
has reduced compared to 2016 2016 80% 23% 7%
(now 13%). 2018 85% 13% 8%
F'tt?d energy rﬁor_ujcorlng _ Own property 91% 16% 8%
equipment is significantly higher
. . . Rent property 69% 14% 5%
in properties residents own
ComparEd to those who rent. Never struggle to pay energy bills 90% 15% 8%

At time struggle to pay energy bills 73% 12% 6%

E 28
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Information and advice that would encourage energy saving

behaviour in the home

Information online about
funding or finance to

Aged Aged | Aged | Aged 65
16-24 25-44 | 45-64 & over
44%

support you Information online about funding or ' 56% ' 43% 21%
finance to support you _° ° ’
. . Information online about what you can do 46% 39% 20%
Information online about
h 40% ; ; .
what you can do Information online about trusted suppliers

45% 40% 37% 19%

or installers

trusted suppliers or 36%
Own property Rent property

|

installers

Energy information events held in person
Energy information events : < . B 15% 25%
> : in a central location —
held in person in a central 16%
i Energy advice provided to you in person in
location gy p y p 12% 26%
your home ———"

Significantly higher % than other age groups I

At an overall level, online channels are the most popular means of
encouraging information seeking behaviour, with funding / finance at
44% and what you can do at 40%. Online channels are more popular
31% amongst those aged 16-24. Delivery of information in person is more
popular for those renting their property.

Energy advice provided to
you in person in your home

15%

None of these

Q15. Would any of the following encourage you to save more energy in the home or fit energy equipment?

L A K E 29
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Source of information and advice that would encourage energy

saving behaviour in the home

Local Councils & the Independent Advice Service are the most preferred sources overall. Central government
plays a preferred role in terms of funding / finance online support & what residents can do. Over half prefer
their local Council to provide energy information events in person. Whilst base sizes are too low to report age
differences, generally respondents aged 65 & over have a stronger preference for the Independent Advice
Service. 16-24 year old respondents have a stronger preference for local Councils & central government.

Information online about
funding or finance to support
you from

Energy information events
held in person in a central 24% 8% 10% |5% (4%
location

Information online about
what you can do

Information online about
trusted suppliers or installers
from

Energy advice provided to
you in person in your home

Your local Independent - Central Electricity / Local DIY store or Q16. Who would you
Council advice service government gas company tradesman hardware store prefer to get ...?
L A K E 30
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Key Findings

Perceptions of personal importance of the countryside and the overall condition of the countryside
have removed broadly consistent at an overall level in 2014, 2016 and 2018. The countryside is
however increasing in value to residents with an observed increase in those considering it ‘very
important’ (particularly amongst older age groups). Condition ratings amongst the 16-44 age group
is lower versus 2016 but not significantly.

When comparing the ‘very important’ scores against the top 2 score condition ratings, it is
observed that there are demographic groups that consider the countryside to be very important
but score it lower in terms of condition: aged 65 & over, non working, female & rent their property.
These differences suggest that the condition of Kent countryside is variable and open ended
feedback suggests that instances of housing development as well as maintenance in terms of litter /
dog mess is having an affect on perceptions.

Whilst small decreases in appeal have been observed in terms of types of countryside versus 2016,
it is evident that the range of countryside available to residents remains important, and they
appealing differently to the demographic groups surveyed.

Frequency of use of the natural environment remains broadly consistent with 2016 levels.
Frequency of usage is significantly lower for those aged 65 & over (consistent with 2016) and has
reduced amongst this age group compared to 2016. Additional use could be encouraged by
ensuring ease of site accessibility and use, promotion of the range of opportunities available and
more emphasis on the health / mind benefits of countryside use.
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Key Findings

Consistent with reasons for valuing the countryside, the main motivations for using the
environment is for enjoyment, relaxation, spending time with others & keeping well. Family time /
socialising is more of a priority to those aged 44 and under and enjoyment of fresh air / weather
and keeping fit and well is more of a priority to those aged 45 and over. These contrasting
motivations should be considered in the future promotion of activities.

The level of engagement in environmental volunteering activity remains broadly consistent with
2016 levels, 20% offer some degree of time. Lack of time / pressure of other commitments is one
of the main barriers to engagement (both in terms of increasing time and engaging at all). As such,
active promotion of ways to engage that are not too time consuming and are in the local interest
will potentially increase interest.

Maintaining & protecting wildlife & habitats and tranquillity, scenery & landscape are considered
the highest of the prompted priorities put to residents. They have also increased in importance
compared to 2016. Sensitivity of development proposals (a new and pertinent topic for this year’s
survey) is also considered important by the majority.

Consistent with 2016 results, 88% claim to give a lot or a fair amount of thought to energy saving in
their home. Whilst this is lower than 2014 levels, this could be due to energy saving being part of
everyday life now and therefore not requiring additional consideration.
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Key Findings

= Online channels are the most popular means of encouraging information seeking behaviour with
regards to energy saving, particularly amongst those aged 16-24. Delivery of information in person is
more popular for those renting their property.

= Local Councils & the Independent Advice Service are the most preferred information sources.
Central government plays a preferred role in terms of funding / finance online support and what
residents can do. Over half prefer their local Council to provide energy information events in person.
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APPENDIX - Survey profile vs population statistics

2011 Census Population statistics *1 Survey profile
GENDER
Male 48% 49%
Female 52% 51%
AGE
15-24 12% 16%
25-34 15% 13%
35-54 30% 30%
55 and over 41% 41%
ETHNICITY
White 93% 93%
BME 7% 4%
Prefer not to answer n/a 3%
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