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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 1,500 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 ran 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 ambassador campaign reported on in this case study falls within the a partments 

theme. The campaign was delivered in Manchester and targeted ten low performing,  
high density apartment blocks  to encourage residents to understand why they are 
asked to recycle and how to recycle correctly  across the following recycling waste 
stream:  pulpables (paper and card);  commingled waste (glass, cans, jars and plastic 
bottles) ; and food waste (where facilities were available) . 

   
 1.3 The delivery of the  campaign message relied heavily on the recruitment of 

ambassadors from each selected location, in particular on -site employees. Working 
with residents, social landlords and management agents, ambassadors were recruited 
and trained in correct recycling behaviour and encouraged to speak to reside nts to 
provide information on correct usage and awareness of recycling facilities . The 
ambassador delivered reusable recycling bags, food waste caddies and leaflets to 
residents where a need had been identified.  
 

 1.4 As it has been shown that blanket type communications do not necessarily work in 
apartmentõs blocks focus groups were held with residents to establish barriers to 
recycling. This led to the development of a recycling information guide and bespoke 
signage installed on/near to the communal recycling bins.  

 1.5 Monitoring the impact of this campaign took place via face to face surveys which were 
conducted before and after the recycling campaign took place. The survey was used to 
gauge awareness and understanding of recycling services and the level of commitment 
to recycling among respondents. During the post-evaluation  recall of the campaign 
was also measured and its effect on recycling behaviour.  
 

 1.6 Following the campaign 10% claimed to recycle more since receiving communications 
materials; although this is a marginal increase, there have also been positive increases 
in the range of items recycled and less barriers to using the services.  As awareness 
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and claimed usage of the dry recyclate collections was already high pre evaluation and 
remained so post evaluation, residents could feel that they are doing all they can. The 
awareness and claimed usage of the food waste collection is low, but this is normal 
behaviour which can be attributed to the ôyuck factorõ. 
 

 1.7 By focusing efforts on the recruitment of on -site employees to become ambassadors 
(rather than residents) the campaign had greater success than those delivered in 
phase one. 
 

2.  Aims of the Campaign  
   
 2.1 The aim of the campaign was to help local residents to clearly understand why they 

are asked to recycle and how to recycle correctly by creating  a team of recycling 
ambassadors.  

   
  Key objectives were as follows:  
    
  a) recruit a team of recycling ambassadors;  

b) increase the level of recycling for all of the current materials collected;   
c) raise awareness of the importance of recycling; and 
d) embed correct recycling behaviour  within identified low performing areas.  

 
3.  Key Facts 
   
 3.1 The total cost  of delivering the ac tivity was û12,050.19 (£10.191.05) of which 

û8,619.21 (£7,355.53) was personnel costs and û3,430.98 (£2,835.52) was 
consumables. GMWDA received 50% towards the total cost of this activity from the EU 
LIFE+ programme.  

   
 3.2 410 hours were spent delivering the campaign.  

 
 3.3 The campaign was delivered in partnership with Manchester City Council under a 

Service Level Agreement (SLA).  
   
 3.4 The campaign ran for 22 weeks and targeted eight  apartment blocks in Manchester . 
   
 3.5 Eight recycling ambassadors recruited and trained.  
   
 3.6 Two focus groups were held.  
   

 3.7 10% claimed to recycle more since receiving campaign materials.  
   
 3.8 The percentage of committed recyclers  increased (10%) now at 32%, nationally this 

figure is at 75%. 
   
 3.9 Levels of awareness of all waste streams increased.  

 
4. Results  

 
4.1 In terms of measuring the overall success of each 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. 
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4.2 Key indicator   

 
10% claimed to recycle more following the campaign.  
 
 
 
 
 
 
 
 
 

4.3 Awareness, claimed usage and barriers to using s ervices   
 

 4.3.1 Levels of awareness of all waste streams increased, most notably the 
shared food waste bin by 14%, from 13% to 27% post-evaluation . Just over 
half (55%) claimed to have a better understanding of recycling services 
available following the campaign.  Of thos e aware claimed usage of the 
food waste bin increased slightly (8%). For the shared dry recyclate 
(commingled and paper/cardboard) collection claimed usage remained 
stable but high.  
 

 4.3.2 The level of understanding of what can be recycled via the shared dry 
recyclate (commingled and paper/cardboard) bins has increased with a 
wider range of materials recalled post-evaluation . 

 
 4.3.3 The proportion stating they have encountered barriers to using the 

services has decreased, with the majority stating they have none.  
 

4.4 Campaign recall  
 
A series of communication materials were developed for this campaign  37% 
remembered some form of communications relating to the campaign, the recycling 
poster was most commonly recalled.  
 

4.5 Commitment to r ecycling  
 

 The percentage of òCommitted Recyclersó increased (10%) now at 32%, nationally 
this figure is at 75%. Although this increase is still below the national average it is 
important to consider this figure in the context of the area and community given 
they are using communal bins which are not easily accessible to all.  
 

4.6 Recycling ambassadors 
 
Eight recycling ambassadors were officially recruited across four  locations 
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Section 2: Introduction  

2  
  
 2.1 The ambassadors campaign is one of 12 campaigns run by GMWDA. The campaign was 

delivered by the GMWDA in partnership with Manchester City Council , targeting  1,447 
low performing households across eight locations in Manchester (10 blocks of 
apartments) . The majority of the apartment blocks were located around Manchester 
city c entre and managed by a variety  of private housing providers. The demographics 
for each apartment block varied greatly.  The campaign ran for 22 weeks, from May 
2014 until September 2014. 

   
 2.2 In Greater Manchester recycling rates in apartment properties are lower compared to 

properties with individual kerbside collections. Although many high rise apartments 
are provided with recycling facilities, there any many issues that prevent or hinder 
residents from using these facilities including:  
 
a) Layout and design - Each block of apartments has a bespoke design and layout 

that can create a range of waste issues such as: insufficient waste storage for the 
number of tenants they serve; residents often have further to carry materials to 
communal bins, limited parking or gates to prevent access, slopes, steps and 
narrow bin stores;  

 
b) Contamination - It only takes one resident placing a black bag in the recycling bin 

to cause collection issues. The most common reason for non -collection in flats is 
contamination. This is closely followed by b ulky items blocking access to bins;  

 
c) Lack of willingness to separate waste inside the apartment due to space and 

storage issues; and 
 
d) Lack of ownership and confusion over which materials can be recycled - The 

average turnover tends to range from one to two  years as a high proportion of 
apartments are rented. This leads to constant challenges in educating tenants.  

 
 2.3 To explore and fully understand the key issues affecting residents in the selected 

apartment locations, focus groups and face to face surve ys were carried out with 
residents. Questions were asked to identify problems regarding waste and recycling, 
any barriers they were facing to recycle (lack of bins, donõt know what goes in each 
bin), and what they thought was important to help increase rec ycling in the area. 
Feedback from this engagement and from consultations with caretakers and housing 
providers was used to develop bespoke communication mat erials; this resulted in 
permanent signage being installed on or near the bins.  
 

 2.4 To increase two way communications , the campaign looked to recruit on -site 
recycling ambassadors (mainly caretakers) with active participation from social 
landlords and management agents. Ambassadors were key to disseminating recycling 
messages, helping residents to o vercome any barriers and issues faced. They also 
provided regular  feedback to Project Officers on campaign progress. 

   
 2.5 It was expected that by developing the campaign within the community and through 

the recruitment and training of recycling ambassadors that it would empower local 
communities to tackle their own waste, developing positive attitudes and increasing 
participation in recycling.  
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Section 3: Campaign Area  

 
3 
 

  

 3.1 The campaign targeted  1,447 households in high density housing (apartment  blocks) 
across eight  locations in Manchester who received a communal recycling collection.  
The locations were selected based on District  knowledge of apartment  blocks with  
the potential  to increase their  levels of recycling.   
 
No quotas were set for  socio demographics characteristics,  instead a set of priority  
flats  were highlighted  where the majority  of the surveys were completed  in the pre 
activities  so that  a similar  proportion  of respondents were contacted  in the post 
evaluation.  
 
Map: Location of a partment b locks 
 

 
 

 

  
3.2 

 
About the apartment b locks 
 
The apartment blocks selected for this campaign were situated across Manchester.  
 
1692 households were targeted in eight locations with 10 apartment blocks in total. 
All were managed by different private housing providers. Six were located within 
the city centre with two (the Life Buildings) situated in Hulme. There was a mixture 
of demographics across each site from the elderly, to families with young  children, 
students and young professionals. The majority of residents were White British with 
two people living in the household.  
 
The majority of apartment blocks just had dry recycling facilities, paper/cardboard 
and commingled. City Gate had organic wa ste recycling however these were not 
being used to their full potential.  
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 3.3 About Manchester (www.manchester.gov.uk ) 

 
Manchester is located in the south -central part of North West England. Manchester 
is a city and metropolitan borough with a population of 510,700 (2012 est.). Of the 
total population 34.5% live in flat/apartment/maisonette accommodation, 30.2% 
terraced, 30.3% semi-detached, and 5% detached. 

    
  
 3.4 Flats collection s ervice  

 
  Apartment recycling in Manchester commenced in 2006 with a phased approach as 

each site had specific  requirements mainly due to space for the storage of 
containers and bins.  
 
In addition to a residual waste collection, Manchester operates three separate 
recycling collections:  
 
a) pulpables recycling ð paper, cardboard and  tetrapaks;   
b) commingled recycling ð glass bottles and jars, plastic bottles, metal  food    and 

drink containers; and  
c) organics waste (food) collected for composting . 

 
 3.5 Manchesterõs current recycling rate is 36.8% (As at September 2014)  
    

 

  

http://www.manchester.gov.uk/
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Section 4: Demographics & Acorn Data  

4.   
  
 4.1 A series of demographic questions were asked to ensure that the respondents from 

the pre and post-evaluation  were comparable. These were:  
 
a) size of household; 
b) age group of respondent; and 
c) ethnic origin of respondent . 

 
 4.2 Household size  

 
When comparing household size, pre and post-evaluation , household composition 
remained similar with around three quarters falling into two people households  
 
Graph:  Household size of  respondents  
 

 
 

 4.3 Age group 
 
When comparing the age profile of respondents, results are fairly similar pre and 
post-evaluation , with the majority (80% pre and 76% post) falling into the younger age 
group (18-34). 
 
Graph: Age group of respondents  
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 4.4 Ethnic group  
 
For the post-evaluation, the proportion classified as ôWhite Britishõ increased 12%, 
from 61% to 73% 
 
Graph: Ethnicity of respondents  
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Section 5: The Approach to the Campaign  

5.   
5.1 

 
The campaign employed two members of sta ff, a Campaign Officer from GMWDA, and 
an Outreach Worker from Manchester City Council Recycling Team. 
 

 5.2 The Manchester campaign fell into phase two of the project and built upon lessons 
learnt in phase one. During the fi rst phase it became apparent that residents were 
generally unwilling to volunteer as ambassadors. However, it was found that housing 
providers were keen to see recycling facilities used correctly and had ongoing issues 
with waste management. It was therefore decided to adopt a different approach for 
phase two, with Project Officers focusing on the recruitment of caretakers and other 
employees based on-site (e.g. concierge) to become ambassadors.  
 

 5.3 The campaignõs key target audience was residents who wanted to recycle but lacked 
the knowledge and motivation to do so, and those residents who already recycled 
some items but not everything. It was expected that over the life time of the 
campaign residents would understand why they are being asked to recyc le, and then 
continue to recycle as part of their normal routine.  
 

 5.4 The main elements of campaign delivery were broken down into three distinct 
periods: research, engagement and behavioural change, with pre and post monitoring 
(via face to face survey s) occurring before and after the main campaign periods.  

 5.5 Research period - six week period to develop contacts .  
 

  5.5.1 Contact  with local housing providers, l andlords and management agents  
 
To establish contact and introduce the campaign an email was sent to each 
individual housing provider/ management agent, followed by an introductory 
telephone call. Were possible face to face meetings were organised on -site 
between Project Officers, a representative from the housing provider and the 
caretaker.  
 
Introductory meetings were used to establish if caretakers or other 
employees based on site would be willing to become recycling ambassadors .  
 
Image: Introductory letter  
 

 



11 
 

  5.5.2 Volunteer recruitment  - residents  
 
To allow for early recruitment of residents, posters were developed and 
installed  at all apartment locations (with prior app roval from the housing 
provider/management agent) . Were possible individual letters were 
delivered door to door and information wa s posted on available social media 
sites and websites relating to the apartment block.  
 

 
 

  5.5.3 Bin audits  
 
During initial meetings with housing providers/ management agents and 
caretakers,  bin audits were completed for each site to establish current 
recycling and waste issues. Audits were carried out by Project Officers and 
included recording the number and size of the recycling facilities, where they 
were located, what signage was being used, what contamination was being 
found in the bins, and any nuisances such as littering and fly -tipping.   
 
Photograph: Communal recycling containers: (L-R) Life Buildings  and 
Langley buildings  
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 5.6 Engagement period  - six week period for  ambassador recruitment and to gather  
feedback to inform the use of different communication methods.  
 

  5.6.1 Gathering feedback  
 
Focus groups and surveys were held with residents to understand problems 
regarding waste and recycling services (lack of bins, donõt know what goes in 
each bin etc.). They were also used to establish residentsõ opinions on what 
communication methods would most help to increase recycling in their 
apartment block .  
   

   Project Officers also attended an active resident group at Redbricks. This 
proved to be a productive way to gain feedback and recruit ambassadors.  
 
Feedback from residents obtained during the initial stages of engagement 

showed the following:  

a) High contamination from plastic bags. To overcome this issue posters 

were developed with the message ôno plastic bagsõ (see 5.3.4).  

b) Students living in apartments were throw ing away lots of items at the 
end of their tenancy which could be recycled including clothes and 
small electrical items. To help alleviate this problem a partnership was 
formed with the British Heart Foundation who provided on -site facilities 
for the collecti on of clothes and small items.  

 
Image: BHF recycling bins 

 

 
 

c) Lack of knowledge. A high proportion of residents were placing the 
wrong items in the commingled (mixed) recycling bin, most notable 
margarine tubs (70%), plastic trays (63%) and paint tins (51%). It is also 
worth noting that only 48% were correctly recycling their food waste.  
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Graph: Which bin would you put the following in?  

 

 
 

d) Signage was the most favoured communication method in the majority 
of locations ( see 5.3.4 for signage developed). 

 
Graph: What would help you to recycle more?  

            

 
 
 
e) Many locations identified problems with frequent dumping of large 

items in the bin stores by  residents (see 5.3.4 for signage developed).  
     
 
 
 

 5.6.2 Volunteer recruitment  
 
Officers gained initial authorisation from the housing providers/management 
agents to approach caretakers to beco me ambassadors. Once approved, 
Project Officers visited each caretaker on -site to explain the ambassador role 
and offer support and guidance. O fficers trained caretakers to ensure they 
had an understanding of recycling and what the campaign was trying to 
achieve. Each ambassador was provided with a training handbook and log 
book to record issues and feedback from residents. Ambassadors were invit ed 
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to attend a morning session at the recycling education centre to gain further 
knowledge of recycling.  
 
Image: Letter inviting ambassador to the education centre  
 

 
    
  5.6.3 Development of campaign materials  

 
Following feedback from caretakers, housing providers/ management agents 
and residents, campaign materials were developed as follows:  
 

   a)  Recycling guide  
 

 
 

   

 
    



15 
 

b) A4 posters 
 

 
 
 

   c) A1 permanent signage  
 
 

    
 
 
 
 
 
 
 
 

    
 
 
 

    
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


