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Section 1: Executive Summary  

1.  Introduction  
  
 1.1 As part of the EU LIFE+ project Greater Manchester Waste Disposal Authority 

(GMWDA) has carried out a 42 different communications campaigns across 
nine Districts within Greater Manchester (Bolton, Bury, Manchester, Oldham, 
Rochdale, Salford, Stockport, Tameside and Trafford). Each campaign has 
had slightly different focus, targeting sections of the community that have 
traditionally been hard to reach, making the success of recycling schemes in 
these areas particularly challenging. This project enabled GMWDA to target 
smaller groups, generally around 1500 households, with much focused 
recycling messages. This allowed a variety of communication methods and 
messages to be piloted and the impact of each to be monitored.  
 
The project started in June 2013 and r an until January 2015 across nine 
Greater Manchester Districts. The project is split into 1 2 campaigns covering 
one of the four following themes:  
 
a) Households ð focused on communities in disadvantaged areas;  
b) Students and Short lets ð focused on those areas with a high level of 

rental properties or student rental accommodation ; 
c) Faith and Culture ð focused on those areas with a strong religious or 

cultural background ; and 
d) Apartments ð focused on those areas with a high level of low rise or high 

rise apartments.  
   
 1.2 The communication campaign reported on in this document falls within the 

deprivation theme and was carried out in Hattersley, Tameside; targeting 
1267 households over 22 weeks. It aim ed to promote recy cling behaviour by 
operating a recycling r ewards scheme to residents that would benefit local 
schools.  

   
 1.3 

 
 
 
 
 
 
 
 
 
1.4 
 
 
 
 
 
 
 
1.5 
 
 

The scheme encouraged residents to present their recycling bins correctly by 
offering a cash reward to local primary schools. Reward tags were attached 
to recycling bins of residents that presented their bin on the right day  with 
the right materials inside. Residents were asked to donate their tags to one 
of the participating local primary schools. At the end of the campaign 
reward tags were counted and prize money allocated in proportion to the 
number of tags collected by ea ch school. At the end of the campaign all 
reward tags counted and the schools involved received prize money in 
proportion to the number of tags they have collected.  
 
Monitoring the impact of the campaign took place in a variety of ways.  The 
number of households that were actively recycling was monitored and any 
change in the yield of recyclable materials collected in the area was 
calculated.  Targets were set to increase both the set out rates in the study 
area and the weight of recyclable waste collected.  These targets, and the 
formula used to set them for all of the GMWDA / EU LIFE+ projects are 
explained in more detail in the proje ct  handbook document. 
 
The campaign resulted in some variations amongst the waste streams. The 
organics waste stream saw the most success; however, this may be due to the 
timing of the monitoring and the impact of seasonal trends in organic s waste 
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1.6 

generation.  A successful Community event was held, with involvement from a 
number of local residents. The camp aign also gained support from several local 
and national businesses that provided prizes and gifts for the event.  
 

The campaign showed a high level of awareness and enthusiasm for the 
collection of golden tickets. Local volunteers were recruited to work i n the 
community and trained to speak to members of the community about 
recycling, offering advice on which materials to recycle and whi ch 
containers to use. This helped to increase awareness of the recycling 
rewards scheme. Overall, t he campaign had the potential to tag over 5 ,500 
recycling bins during the four  week campaign period. In total, 5 ,500 reward 
tags were distributed with a total of 3 ,102 redeemed.  
 

 1.7 A key contributor to the success of the campaign was the commitment of 
both school involved and the ability to instil a competition element to 
encourage children to take part.  The campaign encountered minor problems 
with children taking tags of bins to take to their own school. Both schools 
were asked to address this issue at their school assemblies. 

   
2.  Aims of the Campaign  
   
 2.1 The aim of this campaign was to support and reinforce kerbside recycling of 

organics (garden and food waste), commingled (cans, plastic bottles) and 
pulpables (paper/card) though a community based reward scheme. 

   
  Key objectives were as follows:  
    
  a) increase the level of recycling for all of the current materials 

collected;  
  b) raise awareness of the importance of recycling; and  
  c) embed good recycling behaviour within identified low performing 

areas by rewarding residents for recycling the correct items and 
presenting them for collection on the correct day . 

    
3.  Key Facts 
   
 3.1 The total cost of delivering the activity was û13700.28 (£11337.37), of which 

û8,454.57 (£7,002.07) was personnel costs and û5245.71 (£4335.30) was 
consumables. GMWDA received 50% towards the total cost of this activity 
from the EU LIFE+ programme. 

   
 3.2 447.5 hours were spent delivering the campaign.      

   
 3.3 Two local schools were supported by the campaign ð Pinfold Primary School 

and St Jamesõ Catholic Primary School. 
    
 3.4 One recycling ambassador recruited from the local community.  
    
 3.5 74 school children attended an educational visit to GMWDAõs recycling 

facilities.  
    
 3.6 43 surveys completed and analysed on recycling behaviour.  
    
 3.7 2,750 campaign leaflets distributed within the community.  



4 
 

 
 3.8 5,500 reward tags potentially distributed with 3102 redeemed.  
    
 3.9 £1,000 prize money split proportionally to award both schools.  
    
 3.10 An increase in tonnage figures was recorded for the organic s waste stream.  
   
4.  Results 

 
Monitoring the impact of this campaign took place in a variety of ways.  In addition 
to the level of interest in recycling projects (highlighted by the school 
participation), the number of households that were actively recycling was 
monitored and any changes in the yield of recyclable materials collec ted in the 
area was calculated.  
 
4.1 Set out monitoring  

 
The two weekly set out rate increased for pulpable s recycling, as well as for 
the commingled and organics recycling stream.  
 

4.2 Weight monitoring  
 
The weight of recyclable materials collected increased in the organics waste 
streams by 2.71 t onnes. However the weight decreased in both the p ulpables 
and commingled streams.  
 

4.3 Targets 
 
Once the study area was selected, monitoring of set out rates took place and 
the current weight of waste and recycling collected at the kerbside was 
established. Targets were set to increase both the set out rates in the study 
area and the weight of recyclable material collected.  
 
The organics waste stream set out rate increased and therefore exceeded the 
target set by 139.31%. The weight of both dry r ecycling (pulpables and 
commingled) waste streams decreased, and therefore failed to achieve the 
set target. Each stream respectively achieved 81.81% and 90.39% towards 
their targets.   
 

4.4 Volunteer recruitment  
 
Volunteer recruitment was low. On e local volunteer was recruited and 
trained to work in the community to engage with residents to increase 
participation in recycling and to encourage them to recycle correctly.  
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Section 2: Introduction  

2.   
 2.1 The recycling r ewards campaign is one of 12 campaigns run by GMWDAõs Up and 

Forward project. The campaign was delivered by GMWDA in partnership with 
Tameside Council.  

   
 2.2 The campaign targeted 1267 households in Hattersley, Tameside; an area with a 

poor record for recovering recyclable materials from household waste. It ran for 
22 weeks, from April 2014 to August 2014. The target group was households with 
primary school age children, and did not differentiate between single parent 
households and couple family households. The presence of children in a household 
suggests that normal day to day living will be busier for this target group, with 
the wellbeing and attention of the children being a huge time pressure. This in 
itself makes acti vities like recycling correctly and enthusiastically a lower priority 
for this group than for many of the other demographic groups.  

   
 2.3 To raise awareness of the importance of recycling, embed correct recycling 

behaviour and increase recycling rates the recycling message was refocused and 
moved into the community ; delivered through a recycling rewards initiative with 
the help of local primary schools  in the target area.  Traditional methods of 
delivering a recycling message were still used. Leaflets were distributed to local 
households informing them of the recycling rewards scheme, however  the 
majority of the engagement work took place in and around the schools, using this 
as a place where many residents had a common link and moving the message 
assimilation into the community.  
 

 2.4 The recycling rewards (golden tickets) were issued on at least two consecutive 
collection rounds across all three recycling waste streams (pulpables, 
commingled, organics) to residents who presented their recycling for collection 
on the right day with the right items inside.  Those rewarded with tickets were 
encouraged to donate them to one of the primary schools taking part in the 
campaign or via one of the local collection points.  

   
  2.5 During the campaign period the contents of the recycling collection containers 

were monitored and any that contained the incorrect materials were left a leaflet 
with instructions regarding the correct materials to present for recycling. A 
campaign fund of £1000 was made available and split proportionately according to 
the number of tickets collected by each school.  

   
 2.6 It was expected that over the life time of the campaign residents would 

understand why they were being asked to recycle and then continue to recycle as 
part of their normal routine. It was also assumed that community volunteers 
would be willing to commit over a three month period and that by recruiting local 
people they would have better access to residents that Council workers. Thi s is 
aligned to behavioural change theory which identifies that the person delivering 
the message has an important impact on whether people are receptive to it.  
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Section 3: Campaign Area  

3.  

3.1 Where feasible, the campaign areas for the B1 recycling rewards campaign are 
selected based on the following two data sets : 
 
a) weight of waste (tonnages) collected at the kerbside for the various waste 

streams (to select a waste collection round with a low yield); and  
b) socio-demographic profile of the ar ea (to select a waste collection round 

with a high proportion of school age children in a deprived/low income area 
(see section 4 Demographics). 

 
3.2 It should be noted that for Tameside the weight data from waste and recycling 

collection rounds could not  be used due to a recent round restructure,  resulting 
in no available tonnage records. Rounds selection was based purely on socio-
demographic data and local knowledge.  
 

3.3 As the campaign was based on recycling rewards that were linked to work 
carried out in local primary schools, the age profile of the area was assessed to 
ensure that there was a high proportion of primary school age children living in 
the area. In the chosen study area, just over a quarter (22%) of the population 
were in the 0 -15 year age group. While 18% fell into the 30 -44 years age group, 
this proportion is more likely to have primary school age children.  
 

3.4 In summary, based on the information above,  the round selected for the B1 
Tameside campaign was low yielding and met the objectives of the campaign, 
with a high proportion of deprived households with a high amount of children.  

  
 B1 Tameside study a rea by output area ð Hattersley  
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3.2 About Tameside (www.tameside.gov.uk)  

 
 3.2.1 Tameside is a metropolitan borough of Greater Manchester. It is named 

after the River Tame, which flows through the borough and spans the 
towns of Ashton-under-Lyne, Audenshaw, Denton, Droylsden, Dukinfield, 
Hyde, Mossley and Stalybridge. Its western border is approximately 4 
miles (6.4 km)  east of Manchester city centre and has a population of 
214,400. 
 

 3.2.2 Tameside is at the heart of the country's second largest regional centre 
and is an attractive place to live, mid -way between the Pennines and the 
city of Manchester. It combines a mi x of urban and rural landscapes and 
the area includes historic market towns, a canal network and industrial 
heritage areas.  
 

 3.2.3 Tameside has a total population of 219,324 where 8.6% are non-white 
British. Of the total population 15.5% live in flat/apartment/maisonette 
accommodation, 35.7% terraced, 37.5% semi-detached, and 11.3% 
detached. There is a rich mix of different cultures, religions and ethnic 
groups in Tameside. Around 9.1% of the population are people from 
ethnic minority backgrounds other than European, including Afro -
Caribbean, Bangladeshi, Chinese, East African, Asian, Indian and 
Pakistani. 
 

 3.2.4 Tamesideõs current recycling rate is 42% (as at June 2014). 
   
3.3 About Hattersley  (www.tameside.gov.uk)  

 
 3.3.1 Hattersley is an overspill estate built by Manchester City Council in the 

1960s. It has high proportions of social housing, deprivation and 
unemployment. Tameside has a total population of 219,324 where 8.6% 
are non-white British. The bulk of the housing stock on the estate is 
semidetached and terraced houses. There are two primary schools, a 
childrenõs centre, a community centre and a few local shops on the 
estate.  Hattersley has a deprivation score of 51.07 and can be seen to 
be in the worst in the fifth quintile, meaning that the area in Hattersley 
is within the top 5% nationally for levels of Deprivation . (NPEU.com). 

   
3.4 Household collection s ervice  

 
 3.4.1 Recycling bins are collected regularly by Tameside Council; organics are 

collected we ekly, commingled are collected two  weekly and pulpables 
are collected every three weeks. Residual waste bins are also collected 
every two weeks. There are no known problems with collections in the 
area. 
 

  A combination of different containers types (i.e. predominantly wheeled 
bins but also caddies) are used for the recycling collections, each 
container is colour coded for a particular waste stream. Operational 
features of the recycling collections such as collection days, collection 
frequency and container types are shown in the table b elow.  
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Table: Tameside recycling collections  
 

  

 

Waste 
stream 

Collection 
day 

Collection 
frequency 

Containers used for 
collection  

Commingled Tuesday Two weekly Green wheeled bin 

Pulpables Tuesday 
Three 
weekly Blue wheeled bin 

Organics Tuesday Weekly  
Brown wheeled bin or 

caddy 
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Section 4: Demographics & Acorn Data  
 
4.  

 4.1 ACORN data 
 
ACORN data was used to determine the demographic profile of the study area. 
ACORN is a segmentation tool which categorises the UKõs population into 
demographic types. Acorn combines geography with demographics and lifestyle 
information, and the places where people live with their underlying 
characteristics and behaviour, to create a tool for understanding the different 
types of people in different are as throughout the country. Acorn segments 
households, postcodes and neighbourhoods into 6 categories, 18 groups and 62 
types. 
 

  4.1.1 ACORN profile by category  
 
The table below  presents the ACORN profile by Category and Group 
classifications of the study area and compares this to Greater 
Manchester as a whole. Almost half  (47%) of households are classified as 
ACORN 5 ôUrban Adversityõ, within this sample, 33% fall into Group P 
òStruggling Estatesó and 12% fall into Group Q ôDifficult Circumstancesõ. 
This Group is characterised with higher proportions of younger people 
and more likely to have single parent households compared to the 
national average. Areas are more likely to be d eprived, with higher 
levels of unemployment and higher proportions claiming benefits.  
 
30% are classified as ACORN 4 ôFinancially Stretchedõ, within this 
sample, 3% fall into Group L ôModest Means and 22% fall into Group M 
òStriving Familiesó. This Group is characterised by having a mix of 
families, including singles, couples with children and single parent 
households. The age profile being younger and incomes being below the 
national average. Unemployment levels may be above average.  
 
Table: ACORN classification of B1 Tameside study a rea and Greater  
Manchester  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

ACORN Classification 
Count 

B1 
Tameside 

profile 
Count 

Greater 
Manchester 

profile 

Count % Count % 

1 Affluent Achievers 320 12 212,941 18.5 

1.A Lavish Lifestyles 0 0 11,111 1 

1.B Executive Wealth 220 8 103,091 9 

1.C Mature Money 100 4 98,739 9 

2 Rising Prosperity 1 0 63,314 6 

2.D City Sophisticates 0 0 18,119 2 

2.E Career Climbers 1 0 45,195 4 

3 Comfortable Communities 288 11 258,428 22 

3.F Countryside Communities 0 0 5,987 1 

3.G Successful Suburbs 52 2 52,546 5 

3.H Steady Neighbourhoods 20 1 109,703 10 

3.I Comfortable Seniors 69 3 30,665 3 

3.J Starting Out 147 5 59,527 5 

4 Financially Stretched 835 30 303,715 26 

4.K Student Life 0 0 22,982 2 

4.L Modest Means 74 3 132,581 12 

4.M Striving Families 590 22 82,082 7 

4.N Poorer Pensioners 171 6 66,070 6 

5 Urban Adversity 1,302 47 310,023 27 

5.O Young Hardship 48 2 112,302 10 

5.P Struggling Estates 918 33 83,816 7 

5.Q Difficult Circumstances 336 12 113,905 10 

6 Not Private Households 1 1 1,651 0 
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  4.1.2 Age profile and family structure  
 
As the campaign focused on school age children, specifically that of 
primary school age, the age profile of the sample area was assessed. 
The table  shows the age profile of the study area and compares it to 
Greater Manchester as a whole. Whilst generally h aving a very similar 
profile to the entire Greater Manchester area, just over a fifth (22%) of 
the population of the study area fell into the 0 -15 age group which 
would contain primary school children.   Additionally 18% fell into the 
30-44 age group; this demographic is most likely to have primary age 
children.  
 

Table: Age profile of B1 Tameside study area and Greater Manchester  

Age B1 Tameside Profile (%)  
Greater Manchester profile 

(%) 

0-15 22 20 

16-19 5 5 

20-24 6 8 

25-29 6 7 

30-44 18 21 

45-59 20 19 

60-64 6 6 

65+ 16 15 

 
The table below  presents the family profile of the study area; this shows 
that 54% of households have dependent children; a higher proportion than 
for the Greater Manchester (51%) area as a whole. 
 
Table: Family profile of B1 Tameside study area and Greater Manchester  

Family profile  
B1 Tameside 

profile (%)  

Greater 
Manchester 
profile (%)  

Family with no dependent children  46 49 
Couple family with dependent 
children  31 35 
Single parent with dependent 
children  23 16 

 

 

  



11 
 

Section 5: The Approach to the Campaign  

5.    
 
 
 

5.1 a) The campaign targeted 1267 households in Hattersley, Tameside,  living on the selected 
waste collection rounds to raise awareness of the importance of recycling, embed 
correct recycling behaviour and increase recycling rates across 3 waste streams ð 
pulpables, commingled and organics.  

   
 5.2 The campaign employed two members of staff, a Campaign Officer and an Outreach 

Worker from GMWDA. 
 

 5.3 The campaignõs key target audience was families. Families with children are better 
recyclers, therefore, it is assumed low income families (with children) are the most 
effective 'quick win' route to increase recycling rates in poorly performing deprived 
areas. It was expected that over the life time of t he campaign residents would 
understand why they are asked to recycle and then continue to recycle as part of their 
normal routine.  

    
 5.4 Once the study areas was selected (see section 4), monitoring of set out rates took 

place and the current weight of waste and recycling collected at the kerbside was 
established. Targets were set to increase both the set out rates in the study area and 
the weight of recyclable waste collected.  

    
 5.5 The main elements of the campaign were as follows:  

 
Research: Getting to know the area and making contacts.  
Engagement: Reaching out to the community and finding out what the area wants.  
Behavioural Change: Delivering the camp aign to the area.  

     
  Research (21st April ς 23rd 

May) 
- Developing contacts, 

communications, getting to 
know the area, list of 
community groups 

Engagement (26th May ς 
20th June) 

- Volunteer recruitment & 
training, door-knocking 
and surveying, focus 
groups 

Behavioural Change 
(23rd June ς 1st August) 

- Events, media, delivery 
of campaign material, 
peer to peer 
engagement 

 

     
 5.6 Research period   
     
  5.6.1  Pre monitoring   

 
Prior to the campaign research, pre -campaign monitoring was carried out by 
MEL Research over a four week period. This covered four recycling collection 
days for the campaign area; two pulpables and two commingled. MEL Officers 
count how many bins were put out on each collection day and how many were 
contaminated. As part of the pre -campaign monitoring, tonnages of recyclables 
collected from that round were also measured by the waste vehicle collection 
weights. Each waste stream was measured twice on two separate collection 
days. 

     
  5.6.2 Engaging with schools 

 
The recycling r ewards campaign required two schools from the area to take 
part. T he two schools identified were:  
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a) St Jamesõ Catholic  Primary School; and 
b) Pinfold Primary School. 

 
After contacting the schools to explain the project they both agreed to take 
part.  

      
  5.6.3 Community focal points   

 
Using knowledge from Tameside Council Officers, the social housing provider 
for the area was identified as Peak Valley. Through Peak Valley, local 
community groups and community centres were also identified.  

     
 5.7 Engagement period  
     
  5.7.1 Assemblies  

 
Each school hosted a recycling assembly delivered by the education team at 
Recycle for Greater Manchester and Project O fficers. The assembly followed a 
fun ôwho wants to be a ôbinionnaireõ theme followed by an introduction to the 
campaign. Pupils were tasked with spreading the word about the campaign to 
their friends, family and neighbours.   
 
Images: School assemblies 

    
   

 

 
 

    
  5.7.2 Recruiting volunteers  

 
Officers used many different techn iques in an attempt to recruit r ecycling 
ambassadors from the campaign area. Posters were put up in local shops and 
focal points to advertise the volunteer role. On top of this, letters went out 
with pupils from the schools, c ommunity groups advertised the r ecycling 
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ambassador roles and Project Officer  carried out door  knocking to talk to 
residents face-to-face and also offered incentive schemes. None of the 
techniques were successful in attracting  residents to apply for the role  and only 
one volunteer was re cruited ; subsequently this volunteer did not commit  any 
hours to working on the campaign.  

    
  5.7.3 Educational visit  

 
Both schools attended the recycling education centre at Sharston, Manchester. 
Children were shown the correct way to recycle through hands in activities and 
received a tour of the facilities. It was envisaged that by educating the children 
they would educate their families, friends and, neighbours on how to recycling 
correctly.  

    
  5.7.4 Making of collection boxes  

 
To encourage children to take part in the campaign,  each school was asked to 
make four golden ticket collection boxes. Collections boxes were brightly 
decorated in a recycling theme and clearly stated the name of the school. Each 
school had the boxes coloured (red and blue) to match the uniform worn by the 
pupil to make them easily identifiable with members of the public. Collection 
boxes were placed at the school and at three  identified locations in the 
community.  
 
Image: A collection box made by pupils  

    
   

 
    
  5.7.5 Door knocking  

 
Doorstep surveying was carried out by Project Officers to understand recycling 
barriers and to find out what residents would like to see from the campaign. 
This also allowed residents to order missing recycling bins.  Surveys showed that 
the number of residents recycling the wrong items in the commingled waste 
stream was high; with  54% recycling margarine/butter tubs, 56 % yoghurt pots, 
38% plastic wrapping and 28% tetrapacks in this waste stream. On exploring the 
frequency of use of kerbside collection services, it was encouraging that most 
households put out each bin ôevery timeõ. 
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  5.7.6 Communications materials   
 
Officers used focus group feedback to develop an educational recycling leaflet  
and appealing and informative recycling r ewards tags, known to the community 
as ôGolden Ticketsõ. 

   Images: Promotional leaflet and golden tickets  
    

 
 

    
 5.8 Behavioural c hange period  
    
  5.8.1 Reward scheme - t icket tagging  

 
Over the campaign period (four  weeks) every uncontaminated recycling bin put 
out for collection on the correct co llection day was tagged with a golden t icket. 
Tagging was undertaken by Tameside Council Officers and GMWDA Project 
Officers.   
 
Image: Tagging of bins w ith golden tickets  
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  5.8.2 Reward scheme - t icket counting  
 
Residents rewarded with golden t ickets then had to choose which school they 
would like to give them to. Once the campaign period finished, Project Officers 
counted the number of tickets that each school had collected.  

    
  5.8.3 Assemblies 

 
When the tickets had been counted, an award assembly was held at each school 
to reveal the results. The assemblies tested the recycling knowledge of the 
pupils one last time, and also awarded them the cash prize they had won.  
 

  5.8.4 Tree planting  
 
As part of the carbon offset scheme, organisations that take part in campaigns 
have the opportunity to plant fruit trees donated by GMWDA and Carbon 
Creative. One school took this opportunity .  

    
  5.8.5 Media coverage  

 
The campaign received local media coverage for both the campaign and tree 
planting sessions. 
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Section 6: Results  

6.    
 6.1 Participation monitoring  

 
Set out rate monitoring took place pre -campaign and post-campaign to enable any 
changes to be monitored. The post -campaign monitoring was carried out in 
December 2013 and January 2014 by an outside consultancy. This meant monitoring 
would be able to show any immediate responses to the campaign, but not track any 
long term embedded behaviour changes. Waste streams monitored were pulpables, 
commingled and organics.   
 
Graph: Two weekly set out rate ð pre and post with target  

 
  6.1.1 Pulpables 

 
The baseline two weekly set out rate was 60%, this means that 60 % of 
households set out their green wheeled bin at least once during the two 
monitoring weeks. During the post monitoring period the two  weekly set out 
rate increased by 3%, from a baseline of 60% to 63%, increasing above the set 
target.  
 

 
 

  6.1.2 Commingled  
 
The baseline two  weekly set out rate was 60%, this means that 60% of 
households set out their green wheeled bin at least once during the two 
monitoring weeks.  The two weekly set out rate increased by 1%, from a 
baseline result of 60% to 61% post -campaign, achieving the set target.  
 

 

Set out week 

1

Set out week 

2

2 Weekly set 

out rate 

Set out week 

1

Set out week 

2

2 Weekly set 

out rate 

Set out blue wheeled bin 512 440 633 555 460 666

% 48% 42% 60% 53% 44% 63%

Excess 2 6 8 5 1 6

% 0% 1% 1% 0% 0% 1%

Total 1056

PostPre

1056

Pulpables round

Set out week 

1

Set out week 

2

2 Weekly set 

out rate 

Set out week 

1

Set out week 

2

2 Weekly set 

out rate 

Set out green wheeled bin 524 564 768 633 553 786

% 41% 44% 60% 49% 43% 61%

Excess 4 4 8 0 0 0

% 0% 0% 1% 0% 0% 0%

Total 12851285

Pre PostComingled round
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  6.1.3 Organics  

 
The organics waste stream set out rate increased by 13% from 17% to 30%, 
exceeding the target set.  
 

 
 

 6.2 Demographics 
 
Using the ACORN segmentation tool which categorises the UKõs population into 
demographic types it was possible to identify high levels of deprivation in the area 
chosen for the campaign and the subsequent monitoring exercise. The majority of 
households in the target area (47%) are in ACORN 5 ôUrban Adversityõ, and ACORN 4 
ôFinancially Stretchedõ (30%), all of which reflect high levels of deprivation. A small 
number of households in the target area (11%) are in ACORN 3 ôComfortable 
Communitiesõ (Table 6.3). The area also had a record of low performance in recycling 
and a high proportion of households with children of primary school age. The tables 
below present the two weekly set out rate of the rounds by ACORN Category pre and 
post-campaign. 
 

  6.2.1 Pulpables 
 
An increase in the two  weekly set out rates between the pre and post -
campaign monitoring was recorded for both ACORN 4 and ACORN 5. 
 

 
 

  6.2.2 Commingled  
 

An increase in the two  weekly set out rates between the pre and post -
campaign monitoring was recorded for both ACORN 1 and ACORN 5. 
 

 

Set out week 

1

Set out week 

2

2 Weekly set 

out rate 

Set out week 

1

Set out week 

2

2 Weekly set 

out rate 

Set out rate overall (brown wheeled bin/food waste bin) 125 134 216 280 213 384

% 10% 11% 17% 22% 17% 30%

Overall excess 0 0 0 0 0 0

% 0% 0% 0% 0% 0% 0%

Set out brown wheeled bin 125 134 216 280 213 384

% 10% 11% 17% 22% 17% 30%

Excess 0 0 0 0 0 0

% 0% 0% 0% 0% 0% 0%

Set out food waste caddy 0 0 0 0 0 0

% 0% 0% 0% 0% 0% 0%

Excess 0 0 0 0 0 0

% 0% 0% 0% 0% 0% 0%

Total

Organics round

1267

Post

1267

Pre

Pulpables round

Acorn
Participated 

Properties

Total 

Properties
%

Participated 

Properties

Total 

Properties
%

1 Affluent Achievers 0 0 0% 0 0 0% 0%

2  Rising Prosperity 0 0 0% 0 0 0% 0%

3  Comfortable Communities 1 1 100% 1 1 100% 0%

4  Financially Stretched 181 321 56% 204 321 64% 7%

5  Urban Adversity 451 734 61% 461 734 63% 1%

6  Not Private Households 0 0 0% 0 0 0% 0%

Unclassified 0 0 0% 0 0 0% 0%

Total 633 1056 60% 666 1056 63% 3%

Change 

in 2 

weekly 

set out 

Pre Post

Comingled round

Acorn
Participated 

Properties

Total 

Properties
%

Participated 

Properties

Total 

Properties
%

1 Affluent Achievers 50 64 78% 56 64 88% 9%

2  Rising Prosperity 0 0 0% 0 0 0% 0%

3  Comfortable Communities 1 1 100% 1 1 100% 0%

4  Financially Stretched 193 381 51% 189 381 50% -1%

5  Urban Adversity 524 839 62% 540 839 64% 2%

6  Not Private Households 0 0 0% 0 0 0% 0%

Unclassified 0 0 0% 0 0 0% 0%

Total 768 1285 60% 786 1285 61% 1%

Change 

in 2 

weekly 

set out 

Pre Post
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  6.3.3 Organics 
 
ACORN 4 recorded an increase in the two weekly set out rate of 9% and ACORN 5 
recorded an increase of 15%. 
 

 
 

 6.4 Tonnage data  
 
A series of targets were set to increase the weight of recyclable materials 
collected on each collection date in the study area. The weight of recycling in all 
three waste streams increased, and they all exceeded the targeted increases t hat 
had been set following the recycling r ewards campaign. The recycling t onnages 
collected for all three recycling waste streams showed an increase post -campaign.  
A targeted increase of 6% was set for pulpable s recycling with a slightly higher rate 
of 6.75% projected for commingled recycling.  
 
The levels of collected pulpables recycling increased by 2.69% (0.14 tonnes) from 
5.20 tonnes to 5.34 tonnes. The levels of collected commingled recycling increased 
by 6.47% (0.42 tonnes) from 6.49 tonnes to 6.91 tonnes.   
 
Table: Pre and post tonnage data and targets for B1 Tameside recycling 
rewards  

 
 
 
 
 
 
 
 
 

B1 TAMESIDE RECYCLING 
REWARDS  

Pulpables Commingled Organics 

PRE-CAMPAIGN COLLECTION 
TONNAGE 

7.54 5.82 3.69 

TARGETTED % INCREASE 7.66% 7.66% 24.50% 

TARGETTED TONNAGE 
INCREASE 

0.58 0.45 0.90 

TARGET TONNAGE (Y) 8.12 6.27 4.59 

ACTUAL POST-CAMPAIGN 
COLLECTION TONNAGE (X) 

6.59 5.67 6.40 

TONNAGE CHANGE -0.95 -0.16 2.71 

% CHANGE -12.59% -2.70% 73.44% 

%  OF TONNAGE TARGET 
ACHIEVED (X/Y) 

81.18% 90.39% 139.31% 

Organics round

Acorn
Participated 

Properties

Total 

Properties
%

Participated 

Properties

Total 

Properties
%

1 Affluent Achievers 27 64 42% 38 64 59% 17%

2  Rising Prosperity 0 0 0% 0 0 0% 0%

3  Comfortable Communities 0 0 0% 0 0 0% 0%

4  Financially Stretched 49 350 14% 81 350 23% 9%

5  Urban Adversity 140 853 16% 265 853 31% 15%

6  Not Private Households 0 0 0% 0 0 0% 0%

Unclassified 0 0 0% 0 0 0% 0%

Total 216 1267 17% 384 1267 30% 13%

Change 

in 2 

weekly 

set out 

Pre Post
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The graph below presents the tonnes of recyclables collected for each collection . 
 
 

 
 

  6.4.1 Pulpables 
 
A collection target of 8.12 tonnes was set for pulpable s recycling waste 
stream. The tonnages of pulpable s recycling decreased following the campaign 
from 7.54 tonnes to 6.59 tonnes. The weight of pulpables coll ected decreased 
by 0.95 tonnes. The tonnage target was not achieved.  
 
Graph: Pre and post tonnage data and targets ð pulpables  
 

 
 

  6.4.2 Commingled  
 
A collection target of 6.27 tonnes was set for commingled recycling waste 
stream. The tonnages of commingled recycling decreased following the 
campaign from 5.82 tonnes to 5.67 tonnes. The weight of commingled 
collected decreased by 0.16 tonnes.  The tonnage target was not achieved.  
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Graph: Pre and post tonnage data and targets ð commingled  
 

 
 

  6.4.3 Organics 
 
A collection target of 4.59 tonnes was set for organics recycling waste stream. 
The tonnages of organics recycling increased following the campaign from 3.69 
tonnes to 6.40 tonnes. The weight of organics collected increased by 2.71 
tonnes. The tonnage target was achieved.  
 
Graph: Pre and post tonnage data and targets ð organics 
 

 
 6.5 Golden tickets  

 
5,500 reward tags were potentially distributed throughout the campaign period with a 
total of  3102 redeemed. 1,560 from Pinfold Primary and 1 ,542 from St Jamesõ 
Primary. The £1,000 prize money was therefore evenly distributed with both schools 
receiving a cheque for £500.  

  
6.6 
 
 
 
 
 
 
 
 

 
Staff costs / time  
 

 (û) (£) Hours 

Project Support 
Officer  

52.44 43.43 3.25 

Campaign Officer 6,482.54 5,368.83 291 

Outreach Worker 1,919.59 1,589.80 161 

TOTAL 8,454.57  7,002.07  455.25 
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6.7 

Cost of campaign materials / ambassador training  
 

Description  (û) (£) 

Ambassador training 48.40 40.00 

Ambassador leaflet 347.65 287.31 

Ambassador poster 98.35 81.28 

Coach hire 544.50 450.00 

A5 Promotional leaflets  51.95 42.93 

A3 Posters 98.35 81.28 

Reward Leaflets 649.17 536.50 

Reward tags (Golden Tickets) 2150.17 1,777.00 

Laminated ID badges (Ambassadors) 47.19 39.00 

Reward prize fund 1210.00 1,000.00 

 TOTAL 5245.71 4335.30  

 
 

 6.8 
 
 
 
 
6.9 

Cost per head  (including p ersonnel costs)  
 

(û) (£)  

10.81 8.95  
 

 
Cost per head (excluding p ersonnel costs)  
 

(û) (£) 

4.14 3.42 
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Section 7: Conclusion  
 
7.  

 7.1 The campaign successfully educated the local community in correct 
recycling behaviour through a variety of activities in particular the 
education of children who took their knowledge home to  friends, fa mily and 
neighbours. 
 

 7.2 There were some variations amongst the waste streams. The organics waste 
stream saw the most success; however, this may be due to the timing of the 
monitoring and the impact of seasonal trends in organic s waste generation.  
The set out rates (the percentage of households presenting waste for 
collection at least once during t wo consecutive collections)  increased in 
both waste streams from 60% to 63% in pulpables and from 60% to 61% in 
commingled, and notably from 17% to  30% in Organics. The weight of 
organics collected increased by 2.71 tonnes.  The weight of recycling 
collected in p ulpables and commingled waste decreased.  
 

 7.3 The campaign showed a high level of awareness and enthusiasm for the 
collection of golden tickets. The campaign had the potential to tag over 
5,500 recycling bins during the four  week campaign period. In total, 5,500 
reward tags were distributed with a tot al of 3,102 redeemed. Other schools 
in the local area have shown an interest in the campaign and would be 
willing to  take part in a similar scheme.  
 

 7.4 The campaign received a lot of support from the two local primary schools 
that became involved in the  project and message delivery. Both schools 
found the campaign to be extremely rewarding, particularly in the education 
of children on recycling and the use of a financial rewards incentive.  
 

 7.5 A high level of press activity was recorded throughout th e campaign 
increasing the awareness and importance of household recycling in 
Tameside. Local councillors publicly backed the campaign and attended 
assemblies and events; this gained additional media coverage and raised 
awareness of the campaign. 
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Section 8: Key Learning Points   

 
8.   
 8.1 A key contributor to the success of the campaign was the commitment of 

both school involved and the ability to instil a competition element to 
encourage children to take part.  
 

 8.2 To improve participation in  future campaigns consideration could be given to 
introducing a ôguilt factorõ whereby residents who do not participate are 
given a red ticket or similar.  
 

 8.3 Recruiting volunteers from the community was extremely challenging in such 
a hard-to-reach area. It is suggested an attractive incentive scheme is put in 
place before volunteer recruitment begins.  
 

 8.4 Careful consideration needs to be given to the target area. To measure the 
recycling rate in the most economical way waste vehicle collection weig hts 
were used. However, recycling and residual waste collection rounds cover a 
different number of properties so did not match exactly.  It was therefore 
necessary to draw a boundary and exclude some properties from the 
calculation  
 

 8.5 The campaign encountered minor problems with children taking tags off bins 
to take to their own school. Both schools were asked to address this issue at 
their school assemblies. 
 

 8.6 Residents were asked to write their addresses on the tickets before they 
were handed in to the schools. Not every resident did this, but for the 
tickets that were labelled with addresses, it allowed GMWDA to map out 
which streets were successfully engaged with.  
 

 8.7 It is suggested that participation monitoring is not the best indicator  of 
success due to seasonal variations in pre and post monitoring periods  
 

 

 

 

 

 

 


