
Trends of Uptaking ‘Clean and Clever’ Initiatives
Our research explored the parti cipants’ uptaking behaviours of ‘Clean and 
Clever’ initi ati ves’. The results indicated diff erent patt erns of behaviours 
between primary producers and town-based businesses. 

Small-scale Initi ati ves
Town-based businesses and primary producers showed the same trend in 
uptaking small-scale initi ati ves, such as grey water systems, effi  cient light 
bulbs, recycling etc, with a relati vely large proporti on of respondents 
indicati ng “doing it now”. 

Mid-to-large Scale Initi ati ves
The diversity of industry responses tended to increase when the perceived costs 
and diffi  culti es were greater. Generally, the majority of town-based businesses 
indicated lack of willingness or capacity to implement almost any mid-to-large 
scale initi ati ves, while some primary producers had already undertaken sub-
stanti al sustainability management technologies and systems. 

Impacts of ‘knowledge and understanding’
Although there were many factors potenti ally aff ected parti cipants’ uptake of  
‘Clean and Clever’ initi ati ves, this issue focuses on the impact of knowledge 
and understanding of major environmental issues. It also explores the 
perceived connecti on between those environmental issues and the respond-
ents’ enterprises. Generally, lower levels of knowledge and understanding of 
key environmental issues were more likely to result in lower level of willingness 
to uptake ‘Clean and Clever’ initi ati ves. 

Our Research
We collected our data through in depth face-to-face interview and a questi on-
naire survey. The questi onnaire survey used two items to measure respondents’ 
knowledge and understanding of major environmental issues: a) respondents’ 
perceived knowledge level of key environmental issues; b) their perceived 
relevance of those issues to their businesses. Data from the questi onnaire 
survey were interpreted with supports from the face-to-face interview results. 
Key fi ndings are shown in Graph 1 and 2 in the next page.
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Welcome to our second 
edition of BIEDO Clean 
and Clever Fast Facts!

This series of BIEDO Fast 
Facts is based on our industry 
program Clean and Clever. It 
will cover several issues with 
informati on based on research 
undertaken during develop-
ment of the Acti on Plan. (see 
BIEDO website for the complete 
Acti on Plan) 

In This Issue
This second issue focuses on 
the trend of uptaking ‘Clean and 
Clever’ initi ati ves within Inland Clever’ initi ati ves within Inland Clever’
enterprises. We explore the diff er-
ences between town-based busi-
nesses and primary producers. 
There are many underlying factors 
contributi ng to the diff erences 
between these two respondent 
groups. This issue examines the 
‘knowledge and understanding’ 
aspect of industry responses. 
Other aspects will be covered in 
following issues.

For more informati on on the 
research and recommendati ons 
of the Clean and Clever Program Clean and Clever Program Clean and Clever
please contact Tameka Gogerly at 
BIEDO on 0400 723 070 or 
biedocleanandclever@burnett .
net.au.

Website:   www.biedo.org.au
Facebook: www.facebook.com/ 
BIEDObusiness
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Graph 1 on the right shows the average perceived 
level of knowledge and understanding across key 
‘Clean and Clever’ issues:

• Generally, respondents indicated having 
some form of understanding across 
all issues, with most issues receiving an 
average value between 3 and 4.5 out of 5 
(higher values indicate higher perceived 
level of knowledge). 

• Primary producers indicated higher overall 
perceived level of knowledge across most 
issues. Their knowledge level correlated1 to 
a higher willingness to uptake ‘Clean and 
Cleaver’ initi ati ves. 
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Graph 1: Average Value of Perceived Knowledge Level
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Graph 2: Average Value of Perceived Relevance Level

Perceived level of relevance 
to the businesses
The respondents’ percepti on of the relevance of various 
‘Clean and Clever’ issues to their businesses is shown in 
Graph 2 on the left . The perceived relevance was meas-
ured on a 0-4 scale, with higher values indicati ng higher 
perceived relevance. Key fi ndings include: 

• Overall, primary producers indicated higher levels 
of perceived relevance than town-based business-
es across all topics. Again this correlated to higher 
willingness to uptake ‘Clean and Clever’ initi ati ves. 

• Compared with Graph 1, the diff erences between 
town-based businesses and primary producers in 
Graph 2 were more signifi cant. This may indicated 
that perceived relevance of ‘Clean and Clever’ to 
business management may have greater impact 
on the respondents’ behaviours than that of 
perceived knowledge level. 

Perceived level of knowledge 
and understanding

1. Correlati on: apparent but unproved connecti on



Disclaimer: BIEDO does not take responsibility for the interpretation of this data or implementation of activities 
which may arise from individual or business interpretation of the � ndings or recommendations provided

Recommendations
As one of the primary goals of the Clean and Clever Acti on Plan is to engage all industry and business 
sectors in implementi ng water, waste and energy management strategies, barriers which may aff ect 
implementati on need to be identi fi ed and addressed. As shown by Graph 1 and Graph 2, the level of 
knowledge; and more importantly, the percepti on of the relevance of Clean and Clever to enterprise 
management (effi  ciency, producti vity, profi tability, longevity) can be a moti vati ng factor, or a barrier.

When lack of knowledge, or lack of perceived relevance are barrier, the Acti on Plan identi fi ed 1 
pre-requisite strategies:

•  improved awareness of the relevance of a Clean and Clever future; 
•  improved capacity to make informed decisions. 

More specifi c strategies targeti ng these issues were also covered in the Acti on Plan, which include:
•  Commencing a vigorous informati on and engagement campaign, using various communicati on 

strategies and approaches, e.g. BIEDO’s Clean and Cleaver Newslett er and Fast Facts sheets.
•  Engaging champions, i.e. Inland businesses who demonstrate commitment to Clean and Clever 

principles, and who are already involved in, or are ‘ready’ to undertake, Clean and Clever initi a-
ti ves within their enterprise. The champion approach builds on the two most preferred meth-
ods of informati on transfer and engagement, i.e. relati onship networks and word-of-mouth.

•  Identi fying opportuniti es for forums and events that will promote inter-and-intra enterprise 
knowledge transfer, systems development and by-product development.

•  Creati ng linkages with agencies and groups with similar objecti ves. Looking for mutual 
advantage in collaborati ve acti vity.

• “Seeing is believing” – parti cularly in the rural business sector. To encourage awareness of the 
‘do-ability’ of simple, yet powerful C&C acti ons, it may be necessary to demonstrate it!


