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Study Objectives and Key Measurements
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Objective Related KPI/Measurement

Increase knowledge of paint recycling Do you know that paint can be recycled?

Impact paint recycling behaviors Have you ever taken paint somewhere to be recycled? 

Decrease storage of paint in home Do you currently have any leftover or unwanted paint in your home or 
business (e.g., primer, interior house paint, stain, deck sealer, or clear 
finishes like varnish)? If so, how much paint do you have? 

Increase knowledge of PaintCare Have you ever ever heard of PaintCare, the program that sets up sites 
that take paint for recycling?

Execute memorable ads Do you recall seeing an advertisement for PaintCare in the last several 
months?

Stimulate word of mouth and other 
communications

Do you recall hearing about PaintCare in any of the following other 
ways?
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Study Enhancements Made to Survey Approach

• Improved sampling approach:
– Increased sample sizes to more precise measurement.
– Managed state/district “quotas” to be more reflective of the population based on census data 

(e.g. age, income categories, ethnicity, etc.).
– Implemented survey “screeners” to exclude those under 18 and those who had moved to 

non-participating states.

• Enhanced survey tool:
– Refreshed survey by adding/deleting/updating consumer behavior questions based on prior 

findings.
– Collected open-ended feedback regarding personal motivations to recycle (or not), providing 

insightful information with which to better communicate in the future.
– Revised wording to better define terms for consistent understanding (e.g. “paint”)

• Performed deeper analysis:
– Conducted comment categorization to understand the top reasons for recycling paint to 

guide future messaging
– Compared past recycling behaviors to future intentions to better understand/predict macro-

trends in consumer behavior.
– Examined cross-tabulated data to understand pockets of consumers who recycle the most 

and least, to guide future targeting.
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Response Summary
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v 2,626 surveys were conducted in 8 states plus the District of Columbia in November 2018.
v All states/district except California received at least 250 surveys; California, 553.
v 250 observations allows us to be 90% confident that the true result for this population is +/- 5% from the 

measured result; 95% confident that the true result is +/-6% from the measured result.
v Similarly, 550 observations allows us to be 90% confident that the true result is +/-3.5% from the 

measured result; 95% confident that the true result is +/-4% from the measured result.

Partial Surveys Full  Surveys Total Surveys
California 42 542 553
Colorado 28 279 284
Connecticut 21 251 258
The District of Columbia 4 250 256
Maine 11 252 252
Minnesota 5 250 259
Oregon 12 250 252
Rhode Island 7 250 257
Vermont 6 251 255
Total 136 2575 2626
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RESPONDENT PROFILES
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Profile of Respondents - Age
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v A good mix of age ranges were represented in each state’s sample.
v Variances can be attributed to state characteristics. Based on census data, Vermont has the greatest 

proportion of 55+ residents; DC, the lowest—consistent with the survey respondent base.
v Note that all respondents were at least 18 years old.
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Profile of Respondents - Gender
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v Roughly half of those surveyed were men; half, women.
v Very few declined to share this information or provided an “other” response.

*Other:  Gender Neutral
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Profile of Respondents - Ethnicity
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v About 80% of all respondents were Caucasian.
v However, there were variances within states/district, consistent with census data.  California has a higher 

proportion of Hispanic and Asian residents.  The District of Columbia and Connecticut have the highest 
African American populations.

*Other:  American, Human, Mixed, Middle Eastern, Jewish, Irish, Portuguese 
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Profile of Respondents - Income
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v The median household income level for respondents is $50-99K in each state, consistent with census data.
v Median household income in the United States was $62,450 in July 2018 (Sentier Research).
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Profile of Respondents – Dwelling Type
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v Most respondents live in a single family home.
v Condominium/apartment living was more predominant in Washington D.C. than in other parts of the 

country.

*Other: Townhome, Rent a Single Room, Dorm, Modular Home, Senior Home 
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Profile of Respondents – Paint-Related Profession
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v About 10% of those surveyed said they painted professionally.
v There were significant variances between states, consistent with results from prior surveys.
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CONSUMER BEHAVIOR
PAINT PURCHASING AND DISPOSAL
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Recency of Paint Purchases
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v Slightly over half of respondents bought paint in the last year.
v Results varied slightly by state.  The fewest purchased paint in the last year in D.C.; the most, in Maine 

and Oregon.

N=2626
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Measurements Prior to Paint Purchases
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v 58% of respondents measured ahead of time to determine paint needs.
v The highest level of preparation occurred in D.C.; the lowest, in Vermont.

N=1434
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Paint Store Assistance
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v About half the time, respondents said the paint store assisted them with determining paint needs.
v D.C. retailers are most involved in this process; Vermont, Maine and Minnesota retailers, the least 

involved.

N=2626
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Leftover Paint
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v The amount of paint stored at home varied considerably, from less than a gallon to a shopping cart full.
v The median response by state was either “less than 1 gallon” or “1 to 5 gallons.”
v Very few said they stored more than 15 gallons (two shopping carts full).

N=2615
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Reasons for Paint Storage
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v The top 3 reasons that consumers store paint is the same in all states:  leftovers from their own paint 
job, from a contractor’s paint job, or left at move-in.

*Other responses: Bought paint at retailer, brought from another dwelling, gifted by friend/relative 
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Past Paint Disposal Methods
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v Most people who keep paint intend to use it someday.  Disposing at HHW facility & dry/trash method common.

*Other: Kept It, Brought to Designated Drop-off Location,  Curbside Pickup, 
Donation, Recycling Event, Stabilized Using Other Method then Trashed 
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Past Paint Store Disposal Preference
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v Three reasons for disposing at a paint store are prevalent: location, hours and lack of HHW facility.

*Other: Store Decides How to Dispose, Regular Hours, Charitable Giving, They Recycle, Refund 
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Household Hazardous Waste Facility Disposal Preference
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v In most states, the fact that the HHW facility/event is closer drives consumer preference.
v However, in Maine, many said there wasn’t a paint store that takes back paint; in Vermont, the ability to 

handle “other” chemical disposal needs made a difference.
v Note: results should be interpreted directionally only as sample sizes are low.
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Household Hazardous Waste Facility Event Preference (continued)
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v Comment categorization shows that many respondents simply were unaware that paint stores took 
paint for recycling.

v Others felt the HHW facility would use better recycling procedures.
v Note that these reasons should be added to the survey in 2019.

N=60 

Sample Comments, Didn’t Know

Sample Comments, Proper Recycling
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Future Paint Disposal Intentions
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v The top method for future disposal in all states is taking it to a HHW event or facility.
v In most states, the dry it out/throw it away method is also prevalent.
v The three states where taking it to a paint store is cited most often:  OR, CO and CA.

*Other: Keep it, research what to do, give it back to retailer, bring to dump/center 
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Trend:  Past Disposal Behaviors to Future Disposal Intentions
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v All indicators show that there is a shift occurring to greener disposal methods.
v Fewer consumers will throw away or pour paint down the drain in the future.
v More consumers will repurpose or recycle old paint in the future.
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PAINT RECYCLING AWARENESS/ENGAGEMENT
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Awareness of Paint Recycling
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v Surprisingly, less than half of respondents knew that paint could be recycled.
v There are some states where knowledge is greater, such as Oregon and Vermont.
v The areas where knowledge is lowest are Maine and the District of Columbia.

N=2594
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Awareness of Fee Among Those Who Knew About Recycling
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v Those who are aware that paint can be recycled are not necessarily aware of the nuances of how it 
works.  Only half of these respondents knew that there was a recycling fee added to paint purchases.

v Some states showed greater than average awareness, such as California and D.C.

N=1158
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Awareness of Places for Recycling Among Those Who Knew
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v More than two thirds of respondents who were aware of paint recycling said they knew where to take 
old paint to be recycled.

v The strongest results were in Connecticut and Vermont.

N=1158
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Past Recycling Behaviors Among Those Who Knew
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v About half of those who said they were aware that paint can be recycled said they had done so in the 
past.

v The strongest recycling behaviors are in Colorado and DC.

N=1158
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Recency of Paint Recycling
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v About half of those who said they had recycled paint in the past said they had done so in the last year.

N=598
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Opportunity for Future Paint Recycling
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v Almost everyone surveyed said they would consider recycling leftover paint in the future.

N=2592
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Open-Ended Commentary: Recycling Motivations
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Comment Categorization: Recycling Motivations
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v The top motivation to recycle is to help the environment. 
v Other important motivations include the reduction of pollution, promotion of health, conservation of 

resources, reduction of waste, and simply getting rid of unwanted clutter in the home.

N=2203
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Sample Comments:  Reasons to Recycle
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Sample Comments:  Reasons to Recycle
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Sample Comments:  Reasons to Recycle

36



KB Insights

Sample Comments:  Reasons to Recycle
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Comment Categorization: Objections to Recycling Paint
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v About a quarter of those who would not consider recycling simply don’t buy paint.
v Interestingly, a significant percentage say they just don’t know enough about it (opportunity).
v Others are concerned about the mess/trouble they’d have to go through to recycle.
v Still others say they would do something different with the leftovers.
v Note: low sample size.

N=83



KB Insights

Sample Comments:  Reasons NOT to Recycle
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Sample Comments:  Reasons NOT to Recycle
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Use What I Get
Bc i use what i get
Because I will only purchase what I need, therefore there wouldn't be a need to recycle.
I will use it so I don't need to dispose of it.
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CROSS-TABULATIONS: CONSUMER BEHAVIOR, 
AWARENESS, AND ENGAGEMENT
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Cross-Tabulations for Better Understanding
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v In order to understand how to better approach consumers of different profiles, it is important to look 
at behaviors/awareness by group…

Gender

Age 

Ethnicity

Income

Dwelling Type

Profession

Objective Related KPI/Measurement

Increase knowledge of paint 
recycling

Do you know that paint can be recycled?

Impact paint recycling behaviors Have you ever taken paint somewhere to be recycled? 

Decrease storage of paint in home Do you currently have any leftover or unwanted paint in your 
home or business (e.g., primer, interior house paint, stain, deck 
sealer, or clear finishes like varnish)? If so, how much paint do 
you have? 

Increase knowledge of PaintCare Have you ever ever heard of PaintCare, the program that sets up 
sites that take paint for recycling?

Execute memorable ads Do you recall seeing an advertisement for PaintCare in the last 
several months?

Stimulate word of mouth and other 
communications

Do you recall hearing about PaintCare in any of the following 
other ways?
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Cross-Tabulations on Key Performance Indices
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v Significantly fewer women know that 
paint can be recycled than men.

v The youngest respondents were 
least knowledgeable; differences 
were not significant over 30.  

v Asians were least familiar with paint 
recycling; all other ethnicities were 
similar.

v Those with incomes $50K or higher 
were most knowledgeable about 
paint recycling (likely corresponds 
with home ownership).

v Those living in condos were least 
familiar.

v The majority of professional painters 
are aware that paint can be recycled; 
more than twice the percentage of 
the general public.

N=range from 136 to 2318 by category
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Cross-Tabulations on Key Performance Indices

44

v Women recycle at a much lower rate 
than men.

v Senior citizens and those between 
31-40 have recycled paint more often 
than in other age ranges. 

v Asians recycle less often than in 
other ethnic groups.

v Generally, those with greater than 
$50K annual income recycle paint 
more often than those in less affluent 
income ranges.

v As expected, those in condos recycle 
least often.

v Professional painters recycle more 
than any other group at 74%.

N=range from 136 to 2318 by category
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Cross-Tabulations on Key Performance Indices
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v Women are free from stored paint 
more often than men.

v Senior citizens store paint most 
often; those 30 or younger, the least 
often.

v Caucasian respondents store paint 
more often than other ethnic groups.

v The greater the income, the more 
often paint is stored.

v As expected, those in condos store 
paint least often; single family 
homes, most often.

v Professional painters are free from 
stored paint only 6% of the time; non-
professionals, 27% of the time.

N=range from 136 to 2318 by category
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PaintCare ADVERTISING/MARKETING 
CONSIDERATIONS
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PaintCare Awareness
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v 12% of respondents said they had heard of PaintCare before. 
v Results differed by state/area.  D.C. residents are most aware; Minnesota, least aware.

N=2578
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Ad Recall Among Those Who Knew of PaintCare
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v About three quarters of those who had heard of PaintCare before said they had seen an ad in the last 
several months.

v However, this varied greatly by state.  Minnesota and Vermont had the lowest ad recall; D.C., the 
highest.

N=300
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Adjusted Recall for Entire Population
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v By multiplying the percentage who were familiar with PaintCare by the percentage who recalled an ad, 
we can evaluate what percentage of the population recalled an ad.

v The highest performing states/areas are D.C., Colorado and Oregon.
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Ad Recall Types

50

v TV is most frequently cited in all states except Rhode Island, where radio is most prevalent.
v Notes: sample sizes are small by state; as such, results should be considered directionally.
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Recall of Other Marketing Measures
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v It is clear that word-of-mouth is extremely important in spreading the word about paint recycling.
v Other successful measures include brochures/cards/posters in-store, HHW center communications.

*Other: Survey, Presentation, News, Workplace, 
Newspaper 
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PaintCare Event Attendance
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v 71% of those who have heard of PaintCare say that they have attended a PaintCare collection event.
v District of Columbia appears to have high success rates; Minnesota, much lower.*
v *Note: sample sizes are low by state and should be considered directionally.

N=300
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Impressions of PaintCare 
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In a word or phrase, what are your overall impressions of PaintCare?
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Comments:  Paint Care Impressions
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CROSS-TABULATIONS:
ADVERTISING/MARKETING METRICS
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Cross-Tabulations for Better Understanding
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v In order to understand how to better approach consumers of different profiles, it is important to look 
at behaviors/awareness by group…

Gender

Age 

Ethnicity

Income

Dwelling Type

Profession

Objective Related KPI/Measurement

Increase knowledge of paint 
recycling

Do you know that paint can be recycled?

Impact paint recycling behaviors Have you ever taken paint somewhere to be recycled? 

Decrease storage of paint in home Do you currently have any leftover or unwanted paint in your 
home or business (e.g., primer, interior house paint, stain, deck 
sealer, or clear finishes like varnish)? If so, how much paint do 
you have? 

Increase knowledge of PaintCare Have you ever ever heard of PaintCare, the program that sets 
up sites that take paint for recycling?

Execute memorable ads Do you recall seeing an advertisement for PaintCare in the last 
several months?

Stimulate word of mouth and other 
communications

Do you recall hearing about PaintCare in any of the following 
other ways?
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Cross-Tabulations on Key Performance Indices
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v Only 6% of women had heard of 
PaintCare before the survey, less 
than half the rate of men.

v Senior citizens had heard of 
PaintCare least often; those 31 - 40, 
the most often.

v African American respondents had 
heard of PaintCare more often than 
those in other ethnic groups.

v PaintCare awareness was highest 
among those with incomes $50-
$150K.

v Those in multi-family homes are 
aware of PaintCare most often.

v Professional painters are far more 
aware of PaintCare than those that 
do not paint professionally.N=range from 136 to 2318 by category



KB Insights

Cross-Tabulations on Key Performance Indices
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v Significantly fewer women recalled a 
PaintCare ad than men did.

v The highest recall was among 31-40 
year olds.  

v African Americans reported the 
highest ad recall (possibly not due to 
ethnicity, but concentration in high-
performing areas).

v Those with incomes $50K or higher 
had the highest ad recall.

v Those living in two to three family 
houses reported the highest recall.

v The majority of professional painters 
recalled an ad; only 2% of the 
general public remembered an ad.

N=range from 136 to 2318 by category
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Cross-Tabulations on Key Performance Indices

59

v More consumers hear of PaintCare 
in ways other than advertising, such 
as: referrals from a 
friend/relative/colleague, a 
brochure/card/sign/poster at a paint 
store, from my local hazardous waste 
center, mailed information, 
Facebook/social media, and their 
own online research.

v Women are still much lower than 
men in these channels as well.

v 31-40 are impacted through these 
channels the most.

v Generally, those with greater than 
$50K annual income are impacted 
the most by non-ad channels.

v As expected, those in condos 
receive these messages least often.

v Professional painters are exposed 
more than any other group at 79%.N=range from 136 to 2318 by category
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Defining the Target Audience
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v Since women are much less impacted than men by current PaintCare advertising/marketing efforts, it 
is prudent to examine whether we are missing an opportunity, or appropriately prioritizing men.

v Based on buying behavior, men and women are both substantially involved in decisions related to 
paint.  Therefore, the former may be true.

v For future analysis: are those who purchase also the same as those who dispose?

N=1249 men and 1300 women
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Defining the Target Audience (continued)
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v PaintCare might consider all audiences with 
at least 50% involvement in recent paint 
purchases as the general advertising target 
(highlighted in yellow).

v However, there are a few pockets where 
additional, specialized targeting might be 
appropriate (bolded).
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APPENDIX:  STATE HIGHLIGHTS
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California
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California Highlights
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v About half of those surveyed have purchased paint in the last year.  Slightly more than half of them 
were helped by the store in determining needs.  About two thirds took measurements themselves.
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California Highlights
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v 29% of respondents are NOT storing paint at home or at their business.  The median amount stored 
is “less than 1 gallon.”
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California Highlights
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v 56% of respondents say they will use a “green” solution for getting rid of unwanted paint in the future.
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California Highlights
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v 40% of respondents knew that paint can be recycled.
v Of those, about half have taken paint somewhere to be recycled in the past.
v Of those, the grand majority, 93%, would consider recycling paint again.


