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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 recyclin g 
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 ra n until January 2015 across nine Greater 
Manchester Districts. The project is split into 12 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 private rental  communication campaign reported on in this case study was 

carried out  in the area of Sale West, Trafford . The campaign targeted  1500 rental 
properties  (identified as having  low recycling performance ) over a 22 week period . 
It  aimed to i ncrease waste prevention, reuse and recycling behaviours  in rented 
properties by  educating tenants  about the waste se rvices available to them, and 
promoting  the correct use . 

   
 1.3 Due to problems faced with engaging with private landlords the campaign focused 

on engaging with residents in socially rented pr operties within the targeted area. 
Two focus groups were held with residents to gain a better understanding of: 
current recycling behaviours ; barriers to using the services ; and what would help 
residents to recycle more than they currently do.  Working with  the main social 
housing provider, Irwell V alley, t he campaign successfully introduced a six page 
information  pack for residents, installed  a community swap board and delivered 
1500 recycling information leaflet s in the campaign area.   
 

 1.4 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. As well as 
set out rate monitoring, f ace to face surveys were conducted before and after the 
recycling campaign to explore changes in residentõs behaviour. Targets were set to 
increase both the set out rates in the study area and the weight of recyclable 
waste collected.  These targets, and th e formula used to set them for all of the 
GMWDA / EU LIFE+ projects are explained in more detail in the project handbook 
document.  
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 1.5 Whilst i nitial set out  rates for all waste streams was high, success was seen with 
increases in both the set out and weight of waste collected for both the 
commingled and organic waste streams post campaign.  Although campaign recall 
was fairly low, of those that remember the campaig n, around a fifth claimed to 
recycle more and around three quarters had a better understanding of waste and 
recycling services available to them.  Re-use behaviour increased by 7%, from 78% 
(pre) to 85% (post).  
 

 1.6 It is recognised that these are transie nt populations, often new to the area and 
unaware of the local recycling and reuse facilities available to residents. As well as 
providing initial information as tenants move into properties there is also a need 
for repeated education and information progr ammes to promote the correct use of 
these services. 
 

2.  Aims of the Campaign  
   
 2.1 The focus of the campaign  was to encourage an increase in the r ecovery of 

recyclable materials and to  encourage residents to make use of reuse schemes for 
suitable items, particu larly when properties are vacated.  
 

  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;  
c) embed correct recycling behaviour within identified low performing areas;  
d) educate transient populations about the waste services available to them and 

to encourage them to use these services correctly; and  
e) encourage reuse and recycling of waste when rented accommodation is 

vacated.  
    
3.  Key Facts 
   
 3.1 The total cost of delivering the activity was û10,103.62 (£7,912.59), of which 

û7,174.68 (£5,491.98) was personnel costs and û2,928.94 (£2,420.61) was 
consumables. GMWDA received 50% towards the total cost of this activity from the 
EU LIFE+ programme. 
 

 3.2 685 hours were spent delivering the campaign.   
   
 3.3 Two focus groups were held in the community  to understand recycling behaviour.  

 
 3.4 A successful partnership was developed with the main housing provider, Irwell 

Valley.  
   
 3.5 A swap board was installed at local community centre  and used by local residents 

with 1,500 promotional leaflets distributed in the local area.  
   
 3.6 A six page information leaflet  was developed for new tenants . A housing provider is 

now planning to re -produce the moving in/out leaflets for all areas of Trafford.  
   
 3.7 18% of respondents claimed that they are now  recycling more household waste and 

60% of respondents could recall information that they had received from the 
campaign. 
 

 3.8 Re-use behaviour increased by 7%, from 78% (pre) to 85% (post). 
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4.  Results 
 
Monitoring the impact of this campaign took place in a variety of ways. The number of 
households that were actively recycling was monitored and any changes in the yield of 
recyclable materials collected in the area was calculated.  
 
In terms of measuring the overall success of this campaign a key indicator has been 
identified which explores the change in respondentsõ claimed recycling behaviour since 
receiving some form of campaign communications. Therefore; the question ôsince 
receiving the recycling campaign materials has this changed your behaviour towards waste 
and recycling?õ is highlighted as a key measure. 
 
4.1 Key indicator  
 

 

             
 

 4.2 Awareness, claimed usage and barriers to using s ervices  

  4.2.1 Overall the levels of awareness of all of the waste streams remained equal , 
with the majority now being aware.  
 

  4.2.2 The levels of claimed usage also remained constant for all waste streams, the 
largest increase in claimed usage was seen with the food waste (organics) 
collection, from 75% (pre) to 100 % (post). 
 

 4.3 Campaign recall  

There was a meduium level of recall of campaign materials (30%). This is supported by 
those respondents who stated that they are recycling more household waste after 
receiving this information (18% increase).  
 

 4.4          

 

Commitment to r ecycling  
 
Following the campaign respondents classified as Committed Recyclers incresed from 
51% to 61%. Of the 61% classified as Committed Recyclers, 49% fell into Super 
Committed matrix.  
 

 4.5       
 

Set out monitoring  
 
The two weekly set out rate increased for both the co mmingled and organics waste 
streams. The commingled increased by 2%, from 80% (pre) to 82% (post) and the 
organics by 16%, from 50% (pre) to 66% (post), with both exceeding the targets set. The 
two weekly set out rate for the pulpables decreased marginally (2%), from 83% (pre) to 
81% (post). This could be due to the fact it becomes more difficult to increase set out 
rates when existing levels are already high.  
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 4.6        
 

Weight monitoring  
 
The weight of the organics waste stream collected increased from 4.81 tonnes to 5.03 
tonnes, just falling short of the target set (5.26 tonnes). This increase could be due to 
the timings of the monitoring. The pre was carried out between January and March and 
post between in September and October. The latter timeframes are most likely  to yield 
larger quantities of organic waste due to garden clear outs, more intensive pruning etc. 
The weight of the com mingled waste stream collected remained fairly consistent pre to 
post campaign at 12.12 tonnes and 12.18 tonnes respectively, therefore failing to meet 
the target set. The weight of pulpables collected decreased by 1.99 tonnes, from 13.19 
tonnes (pre) to 11.20 tonnes (post), failing to meet the target set of 13.74 tonnes.  
 

 4.7        

 

Targets 
 
Targets were set to increase both the set out rates in the study area and the weight of 
recyclable waste collected. The pulpables, commingled and organic streams failed to 
reach the targets set.  
 

 4.8 Re-use 
 
To assess any changes in residents reuse behaviours post campaign, all respondents 
were asked if they have given or sold any unwanted items such as clothes, toys, 
furniture etc. Respondents claiming to have done this post evaluation increased by 7%, 
from 78% (pre) to 85% (post). 
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Section 2 : Introduction  

2.1 The private  rental campaign is one of 12 campaigns run by GMWDAõs Up and Forward 
project. 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. . 

2.2 The campaign commenced in May 2014 and ran until September  2014 in Sale West, 
Trafford;  an area that had a low yield of recyclable materials from the kerbside 
recycling collections and a high proportion of rental properties.  

2.3 The campaign was initiated to increase waste prevention, reuse and recycling 
behaviours in privately rented properties through innovative communication and 
engagement methods. It was expected that the campaign would work through private 
landlords and letting agents to provide tenants with information covering all aspects of 
the recycling and reuse services avail able.  
 

2.4 Two focus groups were held with residents to gain a better understanding  of:  current 
recycling behaviours; barriers to using the services ; and what would help residents to 
recycle more than they currently do. In addition to this the following t ook place:  
a) swap boards were installed at local community centres, alongside this leaflets 

were produced explaining how the ôswapõ system operated. Leaflets were 
distributed to 1,500 households in the campaign area; 

b) consultations with the main housing provider  resulted in campaign materials being 
developed and incorporate d into a six page information leaflet;  and 

c) successful partnerships were established with the Sales West Youth Community 
Centre as well as furniture reuse charities.   

 
2.5 
 
 
 
 

Whilst th e campaign expected to work with private landlords, in reality, this proved 
difficult due to absent landlords and issues with data protection. One major social 
landlord in the area, Irwell Valley , took part in the campaign.  
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Section 3: Campaign Area  
 
3.1 

 
The area of Sale West in Trafford was chosen on the basis of: 
 
a) low recycling performance - measured by waste vehicle collection weights ; 

b) a high level of deprivation ð using local statistics (see  section 4 Demographics); 

and 

c) knowledge of individual districts to identify areas with a high proportion of  

rente d accommodation.  

This data enabled a collection round to be identified that had both a low yield of 
recyclable materials in the kerbside recycling collections and had a demo graphic 
profile to ensure it contained areas with high levels of deprivation.  
 
Map: B4 Trafford study area by output area  
 

  

 
 
3.2 

 
 
About Trafford  (www.infotrafford.gov.uk)  

   
 3.2.1 Trafford forms part of Greater Manchester lying south -west of the 

Greater Manchester conurbation.   It is an area of considerable diversity 
and contrast which brings together a vibrant mix of inner city, urban, 
leafy suburban and rural communities.   Two fif ths of the Borough is 
countryside.    
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3.3 About Sale West  (www.infotrafford.gov.uk)  
   
 3.3.1 

 
 
 

As one of Traffordõs most deprived areas, the campaign focused on an 
area known locally as the racecourse estate . 
 
By the mid-nineties, many of the properties were run down or empty and 
the area had become neglected. In March 2010 resident voting 
overwhelmingly to transfer ownership of their homes from the city 
council to Irwell Valley housing association.  
 
By Traffordõs standards, the employment rate is poor with about 27% of 
those of working age unemployed, on sickness benefit or economically 
inactive. The area is made up primarily of Registered Social Landlord 
Housing provided by Irwell Valley Housing Association, who own 77.9% of 
the social housing stock in the area  

   
  
3.4 Household Collection Service  
   
 3.4.1 Trafford p rovides a four  weekly collection service for pulpable recycling 

(paper/ cardboard) and com mingled (glass, cans and plastic bottles) Food 
and garden waste collected weekly in summer and fortnightly in winter. 
Residual waste is collected fortnightly.  
 
Table: Manchester  recycling collections  
 

B4 - Recycling collections 
 

Waste 
stream 

Collection 
day 

Collection 
frequency 

Containers used for 
collection  

Commingled Monday 4 weekly  Black wheeled bin 

Pulpables Monday 4 weekly Blue wheeled bin 

Organics Monday 4 Weekly Green wheeled bin 
 

  
3.4.2 

 
In 2013/14 Trafford had a recycling rate of 58% and for quarters one and 
two of 2014/15 the average was 65%. 

   
3.5 Identifying a low performing collection round  

 
Data was collected between August 2012 to  October 2013 for both the dry recyclate 
waste streams and between July 2013 to October 2013 for the organic waste 
stream.  
 
Trafford were unable to provide an accurate count of households served per 
collection round, therefore the number of properties per round was estimated and 
based on the total number of properties in the District  receiving a kerbside 
collection, divided by the number of rounds for each waste stream. In addition, due 
to a phased round restructure that was running at the time of the round selection,  
any rounds that had less than three months  worth of data were exclu ded from the 
analysis as this would not provide a robust overview of average yields collected.  
 
The table below presents the average tonnages of waste materials generated for the 
selected round in Trafford; this is based on the tonnage data provided by th e 
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District. The tonnages provided for the three recyclable waste streams (pulpables, 
commingled and organics) have been used to estimate the kilograms produced per 
household for the selected round.  
 
Each round was selected because they were lower yielding rounds, whilst also 
meeting the objectives of the campaign. Where 1 is lowest yielding, the organics 
round chosen ranked 9th out of the 45 rounds. The pulpable round ranked 16th out 
of 65 rounds and the commingled round chosen ranked 39th out of 65 rounds 
operated by Trafford.  
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Section 4: Demographics and  Acorn Data  

4.1 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 areas throughout the country. 
ACORN segments households, postcodes and neighbourhoods into 6 categories, 18 groups 
and 62 types. 
  

 4.1.1  ACORN profile by category  
 
ACORN profile by Category and Group classifications for the study area and 
compares this to Greater Manchester  as a whole. Just over half (55%) of 
households are classified as ACORN 5 ôUrban Adversityõ, with 43% falling into 
Group Q ôDifficult Circumstancesõ. Households within this category are most 
likely to be deprived, with higher levels of long term unemployme nt and 
higher proportions claiming benefits.  
 
Table: ACORN classification of Trafford  study area and Greater 
Manchester  
 

 
 
 

 4.1.2 Tenure type  
 
The table below presents the tenure types of the study areas of the B4 Trafford 
campaign and compares this to Greater Manchester as a whole. Half (50%) of 
households were classified as renting, either from a social (43%) or private 
(6%) landlord with a further 1% classified as renting, mostly rent free. When 
compared to Greater Manchester, around two fifths (39%) are classified as 
renting.  
 
 

Count % Count %

1 Affluent Achievers 559 28 212,941 19

1.A Lavish Lifestyles 36 2 11,111 1

1.B Executive Wealth 250 12 103,091 9

1.C Mature Money 313 15 98,739 9

2 Rising Prosperity 14 1 63,314 6

2.D City Sophisticates 0 0 18119 2

2.E Career Climbers 1 1 45,195 4

3 Comfortable Communities 225 11 258,428 22

3.F Countryside Communities 0 0 5987 1

3.G Successful Suburbs 54 3 52,546 5

3.H Steady Neighbourhoods 69 3 109,703 10

3.I Comfortable Seniors 0 0 30,665 3

3.J Starting Out 102 5 59,527 5

4 Financially Stretched 105 5 303,715 26

4.K Student Life 0 0 22982 2

4.L Modest Means 33 2 132,581 12

4.M Striving Families 0 0 82,082 7

4.N Poorer Pensioners 72 3 66,070 6

5 Urban Adversity 1,167 55 310,023 27

5.O Young Hardship 95 5 112,302 10

5.P Struggling Estates 175 8 83,816 7

5.Q Difficult Circumstances 897 43 113,905 10

6 Not Private Households 0 0 1,651 0

6.R Not Private Households 0 0 1,651 0

ACORN Classification
B4 Trafford Profile

Greater Manchester 

Profile
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Table: Tenure type of  Trafford study area and Greater Manchester  
 

 
 

4.2 In summary, based on the information collated above, the round selected for the B4 
Trafford  campaign met the objectives of the campaign by containing a high 
proportion of rented accommodation with high levels of deprivation.  
 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Tenure
B4 Trafford Profile 

(%)

Greater Manchester 

Profile (%)

Owned 50 61

Social Rented 43 22

Privately Rented 6 16

Other Rented (mostly rent free) 1 1
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Section 5: The Approach to the Campaign  

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

worker from GMWDA. 

5.2 Following the selection of the target area (see section 3), monitoring of set out rates 
took place, face to face surveys to establish current recycling behaviour were 
completed and the current weight of waste and recycling collected at the kerbside 
was established. Targets were then set to increase both the set out rates in the study 
area and the weight of recyclable waste collected.  
 

5.3 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
5.4 

The main target group for this campaign was tenants living in rented accommodation 
(transient population). With tenants residing in a privately rented property for just 
one and a half years, it was assumed that many people in the target area would be 
new to the area and may be less aware of the local recycling collections and other 
reuse and recycling facilities available; hence the low participation in kerbside 
recycling and other waste services.   
 
Additionally, the relocation of residents in private ly rented properties, itself, can 
generate a lot of waste as unwanted items are often left in the previous property 
including: cardboard packaging; waste paper and glass kitchenware; as well as 
reusable materials, such as soft furnishings and white goods.  
 
To address these issues the campaign looked to deliver education on the correct use 
of recycling and re -use services via face to face engagement with residents, and by 
providing permanent notices and new tenant information packs to landlords and 
letting a gents for distribution.  
 
The delivery of the campaign followed three set phases: research, engagement and 
behavioural change, with pre and post monitoring occurring before and after the main 
campaign periods. 
 

 Research                                             
(3rd June ς26th July) 
- Developing contacts, 

communications, getting 
to know the area, list of 
community groups, 
ordering bags and 
caddies 

Engagement                                       
(29th July ς 30th Aug) 
- Attending residents 

meetings and arranging 
focus groups 

Behavioural Change                        
(2nd Sept ς 31st Oct) 
- Events, media, delivery of 

campaign material, bags 
and caddies, and resident 
engagement 

 

 
5.5 

 
Research period  
 

 5.5.1 
 
 
 
 
 
 
 
5.5.2 
 

The research period of the campaign was used to assess the area. Valuable 
information about waste and recycling was gathered by driving around the 
area during a bin collection day to assess what bins were put out, what sort 
of contamination was being found  in the bins, and the main nuisances in the 
area. The information was used to identify problem and low performing 
streets. It also helped to identify areas which were experiencing fly -tipping 
problems and those streets where there are unoccupied houses.  
 
The period was used to identify both social and private landlor ds in the area. 
Due to the small number  of private rental  properties  the campaign focused 
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5.5.3 
 
 
 
5.5.4 

on working with the main social housing provider, Irwell Valley.  Irwell Valley 
provided valuable  inform ation on local residents groups and relevant 
contacts.  
 
Project Officers also l iaised with Trafford Council to gain historical 
information and to understand current issues encountered in waste 
management of the area.  
 
An outside agency was commissioned to conduct 150 face to face surveys to 
establish: commitment to recycling; and awareness and usage of waste 
collections. The questionnaire survey was designed to establish respondentõs 
awareness and understanding of recycling services operating at their 
property, to establish usage of existing services and measure the 
respondentõs commitment to recycling. The post intervention questionnaire 
also seeks to establish if respondents are aware of the recycling campaign, 
and establish if this has had any impact on t heir personal recycling 
behaviour.  
 

5.6 Engagement period  
 

 5.6.1 Engaging with the community  
 

a) Focus groups 
 

Project Officers arrange d two focus groups in the  community at the local 
community centre in the heart  of the estate. Posters to support the 
meeting were distributed throughout the area and promoted on the 
community centre Facebook page. The attendance was lower than 
expected and therefore the next focus group followed a less formal 
approach; promoting it as a coffee morning.  
 
Image: Ambassador and focus group posters  

 

 
 

  
Feedback from residents, Irwell Valley and  the Sale West Action Group 
obtained showed the following:  
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a) confusion over recyclable materials ; 
b) problem with  fly -tipping issues; 
c) problem with contaminated bins ; 
d) issues with removing bulky waste; and 
e) preference shown for a swap board initiative.  

 
To gather further feedback, Project Officers attending a resident family 
fun day organised by Irwell Valley.  Resident feedback on the community 
swap board was found to be positive.  
 
òItõs a great idea especially for those people moving in without a lot of 
furniture and no moneyó 
 
ò It is good it is in the community centre on not just on line as not 
everyone has access to the internetó  
 
ò I will defiantly use it I have some, wish I had known last week I have 
just taken 4 dining room chairs to the tipó 
 
Feedback from focus groups  

 
5.7 Behavioural change period  

 
 5.7.1 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Production of communication materials  - tailored information packs   
 
The campaign worked the social landlords to provide tenants with a tailored 
six page information pack, covering all aspects of the recycling and reuse 
services available to residents.  The packs included: 
 

a) information on what items should go in each bin; thi s was in clear 
pictorial format;  

b) information and advice for new tenants about recycling and refuse 
collection including a c olour coded collection calendar;  

c) detail s of local reuse and charity organisations to encourage residents 
to donate rather than dispose of their unwanted items;  

d) information on how to report issues  problem of fly tipping.  
 
Image: Moving in/out leaflet  
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To reduce the production of paper information packs were printed and given 
to the housing provider. An editable copy was  also sent electronically so they 
could be updated with new collection calendar when needed.  

 5.7.2 Community swap board   
 
Following fe edback from both landlords and residents over concern of what 
to do with unwanted items it was decided to install a community swap board 
in the foyer of the Sale West Youth and Community centre.  
 
The board was used by residents to: sell or giveaway unwanted items; and 
place a wanted advert for items . 
 
Image: Swap shop board  
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An A4 leaflet promoting the board was produced with a detachable 
wanted/a vailable postcard for use on the board. The reverse of the leaflet 
reiterated recycling information. Leaflets we re delivered door to door to 
each household in the target areas by the project team.  
 

  Image: Swap shop leaflet  
 

 
 
 
 
Image: Resident goods for sale v ia the swap shop  
 

 
 

 

 

 


