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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 42different 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 dlowed 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 12 campaigns cover ing one of the four
following themes:

a) Householdsdfocused on communities in disadvantaged areas;

b) Students and Short lets dfocused on those areas with a high level of rental
properties or student rental accommodation ;

c) Faith and Culture dfocused on those areas with a strong religious or cultural
background; and

d) Apartments dfocused 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 s tudent
and short lets theme and was carried out in the Fallowfield area of Manchester. The
campaign targeted students who attended T he University of Manchester and
Manchester Mdropolitan University who live d in rented, high density, terraced
housing with shared community recycling facilities.

1.3 The campaign was initiated to overcome issues with low recycling levels and high
contaminatio n rates in student rental areas; i ssues that are generally caused as
students move out of halls to privately rented accommodation after their first year;
moving from a managed communal waste system to managing their own waste in
domestic properties.

1.4 To engage fully with the target community of students, the campaign  was delivered
mainly throu gh social media via a #Rubbish&Ifie competition which offered a reward
for correct recycling. Recycling ambassadors werealso recruited through the
Universities and encouraged to act as waste advisors in their community; as well as
promoting the competition.

1.5 Monitoring the impact of this campaign took place via face to face surveys with
students who lived in the targeted area. Surveys 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. Additionally, studentds re
campaign has had on recycling behaviour was assessed through the post intervention
survey.

1.6  The campaign seems to have had a positive effect, with 37% claiming to recycles
more since receiving communication. Success was also seen with more respondents
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1.7

being aware and presenting fewer barriers to using the dry recycling services.
Campaign recall was high, and the knock on effect towards recycling more due to
this is positive. Although the level of commitment to recycling is low, this could be
due to the demographic targeted i.e. students being less likely to be fully
committed.

The campaign encountered problems due to constraints of the academic calendar
and due to the relatively small target ar ea of private rental properties; this meant
that the majority of Manchester students were unable to participate in the
#RubbishSelfie competition. It is there fore recommended that this campaign would
be more suited to students living in halls of residence. It is therefore recommended
that this campaign would be more suited to studen ts living in halls of residence and
limited to one academic year.

2. Aims of the Campaign

2.1

The campaign was developed to promote the correct use of recycling facilities to
students living in private rental accommodation in Manchester dhome to one of the
largest student populations in Europe.

Key objectives were as follows:

a) raise awarenessof the importance of recycling ;

b) embed correct recycling behaviour; and

c) increase recycling rates across three waste streams & pulpables, commingled and
organics.

3. Key Facts

3.1

3.2

3.3

3.4

35

3.6

3.7

3.8

3.9

3.10

The total cost of delivering the activity w a s35,885.35 (£29,752.99), of which
030114.70(£2494099was per s onneld,870c6b (£4,842.08)was
consumables. Campaign materials were kept relatively low due to the use of social
media. GMWDA received 50% towards the total cost of this activity from the EU LIFE+
programme.

1672 hours were spent delivering the campaign.

The monetary value of the prizes donated by local business equates to
approximately £480 with 15 prizes awarded .

17 students were trained as recycling ambassadors.
3150 leaflets were distributed to private rental  properties across Fallowfield .
181 likes/follows were received from the target area of 1500 households (12%) .

There were 24 entries into the 10 week #RubbishSelfie (social media) competition
with twelve winners rewarded.

320 golden tags were attached to communal recycling bins as part of the ten week
#RubbishSelfie (social media) competition .

Four campus events were organised by students to promote the campaign .

37% claimed to recycle more since receiving campaign materials



4.

Results

4.1

4.2

4.3

4.4

In terms of measuring the overall success of each campaign a key indicator has been
identified which exploresthe change in respondentsd cl &
since receiving some form of campaign communications. Therefore; the question
6since receiving the recycling campaighn
towards waste and r easyakdyimesaguRd i s hi ghl i

Key indicator : 37% claimed to recycle more since receiving campaign materials
Awareness, claimed usage and barriers to using s ervices

42.1 The levels of awareness for both dry recyclate waste streams increased
pre to post evaluation.

4.2.2 The shared pulpables bin increased by 12%, from 85% to 97%, while the
shared commingled recycling bin increased by 10%, from 85% to 95%. Of
those aware, claimed usage of both dry recyclate bins remained consistent
and high with the majority using the services.

4.2.3 Positively, the proportion stating
using the dry recycling services has increased from 78% pre to 90% post
evaluation for both waste streams.

Campaign recall

A series of communication materials were developed for this campaign. The
information contained in the communication materials was recalled by the majority
of respondents (86%), withathird(33%) ci ti ng t hat otdéneagd h a
attached to their communal recycling bin.

The highest recall however was the provision of the British Heart Foundation
recycling bag, which was most commonly mentioned (94%).

Commitment to r ecycling
The percentage of 0 @manedconsigent pie ® postevaleation 6

at 18% and 19% respectively. As this campaign focused around students, you would
anticipate levels of commitment to recycling to be lower.



Section 2: Introduction
2.

2.1 The golden bin student recycling campaign was one of 12 campaigns run by GMWD A &
Up and Forward project. The campaign was delivered by GMWDAIn partnership with
Manchester City Council.

2.2 The campaign targeted approximately 3000 students living in private rental
accommodation in Manchester to promote the use of the recycling facilities available.
To engage with the target audience, the campaign used a targeted reward scheme
delivered through social media as well as traditional marketing methods.

2.3 Developed with the help of students, t he Golden bin campaign ran over two academic
years (phase oneran from October 2013 to March 2014 and phase two ran from May
2014 to November 2014) with the #RubbishSelfie competition running for a total of ten
weeks (six weeks in phase one and four weeks in phase two).

The competition involved the tagging of communal recycling bins in the target area  of
Fallowfield wi t h a gol den tag. Student s hebmoféhet h
weekd and tdthanselvesseeyclihg (@ include the golden tag) . Selfies
could then be uploaded to a dedicated Facebook/twitter or Instagram page with the
hashtag #Rubbish&lfie. Each week a winner was selected and a prize awarded upon
answering a recycling question correctly .

2.4 To aid in campaign delivery, r ecycling ambassadors werealso recruited among the
student population. Volunteers were trained to deliver a wide range of activities to
encourage recycling and waste reduction including events, doorstep surveys,
engagement activities and focus groups. A successful partnership was also developed
with the British Heart Foundation to encourage donation of unwanted clothes
alongside the promotion of the #RubbishSelfie competition.

2.5 It was expected that the campaign would appeal to students (by providing a targeted
reward) and that early engagement with students (semester one) would instil pro
recycling behaviours that would remain with students over the course of their studies.



Section 3: Campaign Area

3.

3.1 The campaign targeted 1593 privately rented student householdsthat used communal
containers for both their rubbish and recycling collections

The target area in Fallowfield (one collection round) was selected using district knowledge
of student accommodation with the potential to increase their levels of recycling.

All of the areas are characterised by high density, low -cost housing, typically back -to-back
terraces with alleyways and little space fo r recycling bins. Residents in these areas are
typically students and immigrants with high levels of private lets.

3.1.1 About Fallowfield

Fallowfield is an urban suburb of Manchester in the North West of England. It lies
roughly 3 miles south of Manchester city centre and is bisected north dsouth by
Wilmslow Road and eas@west by Moseley Road and Wilbraham Road.

In November 2011, private residential properties in the Fallowfield accounted for
67%. The ward hada higher proportion in the 15 to 24, age groups, particularly th e
student age group of 20 to 24, witht he dominant ACORNtypedescri bed ¢
flats and c¢ os mo(RefFalowdied Warl Brofile 20425)

Map: Targeted streets in Fallowfield
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3.2 About Manchester

3.2.1 Manchester is located in the south -central part of North West England. Manchester
is a city and metropolitan borough with a population of 514,400 (Office of National
Statistic, Mid -year population estimate 2013).


http://www.google.co.uk/url?url=http://www.manchester.gov.uk/download/downloads/id/17868/a26o_fallowfield_2011_02.pdf&rct=j&frm=1&q=&esrc=s&sa=U&ei=NytTVeGVEobkUZeOgMgK&ved=0CBQQFjAA&sig2=FiI3Q3K_DTQqzY4Q7xqNTA&usg=AFQjCNEsyiwyJc_kB-NMF0OEvrwt4z9RaA

3.3

3.4

3.2.2 Compared to Greater Manchester and England, Manchester has a younger
population, with a particularly large 20 -35 age group. There were 76,095 under- and
post- graduate students at Manchester Metropolitan University, The University of
Manchester and the Royal Northern College of Music during the academic year
2011/2012. (Office of National Satistics - Local employment profile )

Recycling collection service

3.3.1 In addition to a residual waste collection (collected up to three times a week due to
the sheer volume of waste) , the areas targeted in this campaign operate two
separate recycling collections:

a) communal pulpables recycling (weekly) o paper, cardboard, tetrapaks; and

b) communal comingled recycling (weekly) dglass bottles and jars, plastic bottles,
metal food and drink containers.

Manchesterds curr S86hi8%(as & Ocgober 20My r at e i s


http://www.neighbourhood.statistics.gov.uk/HTMLDocs/images/Employment%20Local%20Profile_tcm97-136118.xls

Section 4: Demographics

4.
4.1  Demographics of r espondents

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;
c) length of residency; and
d) tenure type.

4.2 Household size

When comparing household size, results were fairly similar pre to post evaluation.
Over half of the households surveyed consisted of five or more people at 57% pre and
58% post.

Graph: Household size of respondents
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4.3  Age of respondents

When comparing the age profile of respondents, pre and post evaluation the majority
fell into the younger age group of 18 -24 at 96% and 94% respectively.



Graph: Age group of respondents
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4.4  Length of time inp roperty

Pre and post evaluation the majority (89% pre and 99% post respectively) had been
resident at the property for 1 to 6 months. Pre evaluation a higher proportion (8%)

was resident for 1 to 2 years, compared 1% post evaluation.

Graph: Length of residency
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Tenure t ype

When comparing tenure type, the majority pre and post evaluation privately rented
their accommodation. Exploring further, post evaluation 97% privately rented through
a letting agent, compared to 36% pre evaluation. While pre evaluation 61% privately
rented via private landlord compared to 3% post evaluation. This would be due to

respondentds interpretation of how they
results.

Graph: Tenure type
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Section 5: The Approach to the Campaign

5.

5.1 Four members of staff were employed to deliver the campaign , two Campaign Officers
and two Outreach Workers from GMWDA

5.2 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 surveys) occurring before and after the main campaign periods.

5.3 The campaign was structured to run over two academic years, commencing in the first
university semester (October 2013) so as to encourage a change in recycling behaviour
that would remain with students during the course of their studies.
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5.4 Research period
54.1 Engaging with u niversities

To promote the campaign and encourage uptake, links were quickly developed

with The University of Manchester and the Manchester Metropolitan University .

During this time Project Officers made links with  existing environmental
student groups and volunteer p rogrammes.

5.4.2 Engaging with landlords to promote the campaign

Project Officers worked with Manchester City Council to identify private
landlords, however this proved problematic due to data protection issues and
absent landlords. Due to the problem s faced in identifying and engaging with
private landlords, Project Officers looked to  promote the campaign through
weekly doorstep engagement activities and student events.
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54.4

Area assessment

Several visits to the area were made during the research period including a
drive around the area during a bin collection day. This enabled Project Officers
to assess recycling behaviour including participation levels, bin contamination
levels and the general maintenance of the area (fly -tipping).

Surveys

During the pre -evaluation period 152 face to face surveys were completed .
Whilst surveys were mainly used to gauge campaign success they were also
used to establish barriers to recycling and social media use.

The results showed that a small proportion of people claimed that the bins

were always overflowing; only one third had received any recycling information

when they moved into their property and the most popular social media site
was Facebook at 95% with twitter at 64%.

Graph: Barriers encountered to services
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Chart: Did you receive any recycling information when you moved into your
property

HYes (n=58)

1 No (n=58)
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Graph: Social media usage
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The data gathered above was used to develop the campaign alongside
information gathered from focus groups. Leaflets promoting the campaign also
included information on recycling (see 5.5.5) and Facebook was used as the
main promotional tool.

5.5 Engagement period

5.5.1

Focus groups

To aid in campaign development, Project Officers held two focus groups with
students from T he University of Manchester.

Key themes that emerged from these meetings were:
a) Predominantly students wanted to s ee social media being utilised,
suggesting thatthiswould be 6t he best way to qui

convey a message to the student pop

b) Theuseof6 hasht agsd and 0s el faidsugdgested asrway
to instil a fun an d current element into the campaign

c) Participants suggested that Facebookwas the most popular social media
platform amongst university students.

Photograph: The Manchester University focus group
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0Social media is a really
students. Giving people the chance to win prizes is a
great incentive and will encourage recyclin g amongst
students in the area.o

Hannah Brown u niversity student from Fallowfield

5.5.3  Developing the #Rubbish Selfie competition
Following student engagement, the #RubbishSelfie competition was devised.
How it worked:
a) Each week for the duration of the competition golden tags were
attached to communal recycling bins (by Project Officers and student

volunteers) in the target area with a gol den tag (see 85.5.5c).

b) Studentsweret hen encouraged to find O0tf
selfie of themselves recycling with the golden tag .

c) Selfies had to be uploaded to a dedicated Facebook/twitter or
Instagram page with the hashtag #RubbishSelfie. Each week a winner
was selected by the Up and Forward team, and a prize awarded.

Image: #RubbishSelfie tags and leaflets
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http://gmwdasharepoint/Life Plus/Image Library/B5 - Manchester/Rubbish Selfie/Tags and images for FB/Rubbish Selfie Tags.jpg

5.54

Volunteer recruitment
Officers engaged with existing student volunteer programmes (Manchester
Leadership Programme) to recruit student ambassadors. By linking in with the

volunteering module, students received credits towards their course depending
on the number of ambassadorshours completed.

Image: My Manchester volunteer advert

MANCHE: wI'I'-R

My Manchester News

"he University of Manchester

My Manchester News You are here: My Manchester News = Issue 18, 2013-14
» Issue 31, 2013-14 #RubbishSelfie - Recycle and you can win prizes!
* lssue 30, 2013-14 Published on 5 February 14

* lssue 29, 2013-14 As part of the European Union funded LIFE+ Up + Forward campaign to increase recycling rates, Recycle for

Greater Manchester is giving students the opportunity to win great prizes just by recycling.
» Issue 28, 2013-14 giving Pportunity great pi just by recycling.

* Issue 27, 2013-14 i, hE
B HRE
i

To get invalved, students living in Fallowfield, Longsight and Rusholme should simply upload a phota of themselves or

o
i
'_. friends at the selected ‘Golden Bin' (be quick - there's a new bin each weekl) and submit it to the competition page.
i

s
)

i
* lIssue 26, 2013-14 HEF L Don't live in these areas? No problem. Like the page and you will still have the chance to win! Prizes range fram sports

i
3 - i)

N - - S HD % ovents lickets to rea meals for your whale household.

Issue 25, 2013-14 L

Think sustainability
> Issue 24, 2013-14
Here’s how it works:

* Issue 23, 2013-14
N 1. Like the Rubbish Selfie Facebook page - you're already in with a chance to win!

Issue 22, 2013-14 2. Each week, a bin chosen at random will be tagged with a golden ticket.
b losue 21 201314 3. Take a photo of you or your friends recycling at that bin and get it uploaded!

; 4. Say cheesel A winning recycling photo will be selected each week.
» Jssue 20, 201314 5. Be prepared to answer an on-the-spot question abaut recycling to confirm your winning status!
> lssue 19, 2013-14 Terms and conditions apply. View the Facebook page for more details
Pply. pag

> lIssue 18, 2013-14 Learn more about the campaign

* Issue 17, 2013-14

> lIssue 16, 2013-14

A total of 17 recycling ambassadors were recruited to the campaign and
trained in recycling and door step engagement. As part of their training
ambassadors also visitedtwo of GMWDAsrecycling centres: The Materials
Recovery facility (MRF) at Sharston and the Thermal Recovery facility (TRF) at
Bolton.

Volunteers were asked to act as community waste advisors fo r students during
the campaign; they held events on and off ca mpus and carried out weekly door
knocking and leaflet drops to promote the campaign within the targeted area.

Image: Student volunteers attending training session

15



5.5.5

Campaign materials

The following communication materials were developed for the campaign as
follows:

a) Promotional | eaflet

An A5 leaflet explaining the #RubbishSelfie competition was produced and
posted door to door to the 1,500 targeted households. The leaflet included
clear information about how to take part and also incorporated a guide to

recycling.

WIN PRIZES O]

Follow the four steps below for your
chance of winning some of the prizes on offer.

Take a picture of you o your friends

; b
Find a ‘goiden tag' attached BB rocynying L ine'coiden tag

10500
\Wait until winner is announced
"ymm..,mmmmzmpm

Upload to Twitter or

Instagram remember
to @Rubbishselfie and #Rubbishselfie erl
R and don't forget to add your postcodel Mdmra\esmw""
you are helping toincrease gov.ukirecycing

this campaIgn YOU S8 o chester. 3oV

By taking Pt 0 0 4 oyciing:

To find out more

[T p——

Brown bin

/ Yes please...
/

I@" gl S

m SR

LJ @Rubbishselfie W @Rubbishselfie #rubbishselfie m%ﬁt‘&'ﬁg?m O"'ec?'c.lem

Junk mail Newspapers & magazines il Wrapping paper & cards Glass bottles & Jars Plastic boltles ONLY

No thanks... rlease dispose of in your normal black rubbish bin. NO thanks... lese dispose of in your normal black rubbish bin.

| g‘Bu i)

w Yogurt pots Margarine fubs Plastic bags
Plastic fllm Polystyrene Plastic bags
\ J
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b) A5 Promotional card with QR code

Promotional cards were given to ambassadors to distribute to fellow
students in class and at events.

c) Golden tag

3 laminated golden tags were produced for tagging of communal recycling
bins.
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