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2. Glossary of Acronyms

Acronym Definition

ACORN A Classification of Residential Neighbourhoods
EU European Union

GBP Great Britain Pounds (£)

GMWDA Greater Manchester Waste Disposal Authority
MEL MeasurementEvaluation-Learning (Data Contractor)
MMU Manchester Metropolitan University

NEC National Exhibition Centre

PDB Project Decision Board

PMB Project Management Board

RAGM Recycle for Greater Manchester

RWM Recycling and Waste Management(Committee)
SABC Strategy & Behavioural Change (Committee)
SLA Service Level Agreement

TSG Time Specific Group

UK United Kingdom

WRAP Waste Resource Action Programme
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3. Executive summary

3.1 Project Objectives

3.1.1 The Greater Manchester Waste Disposal Authority (the Authority) has undertaken the
Urban Participation and Focus on Reusing Development of Communications Project
GUp and O6Fmomisepartidipation in recycling by target low performing areas
inéhar d t areasthraughtlie implementation of a demonstration project
which follows an innovative process to underpin the community driven
communication campaigns.

3.1.2 The Project was designed to predominately support the European Union (EU) in
promotingt he 06 The Waste Hierarchyd (Article
which underpins the EU Waste Policy.

3.1.3  To achieve this the Authority has undertaken a 6 step approach: -
Step 1 Understand the target demographics

Prior to submitting for LIFE+ funding, extensive research was undertaken to
understand if there was any particular areas or pockets of populations that were not
as good at recycling as others. Through this research four key themes were
identified as low performi ng:

1 Deprivation;

1 Transient populations, youth and students;
1  High proportion of different cultures; and

1 High density housing/apartments.

Splitinto 12 Actions (B1 to B12)
Step 2 Understanding the Waste Stream

The Authority undertook a Greater Manchester wide waste composition analysis in
2011 which identified that around 74% o
bin could be taken out of that waste stream and be recycled. As part of the P roject
the Authority procured MEL (a specialised monitoring and evaluation company) to
provide baseline data for the Project along with the pre and post monitoring and
evaluation (tonnage and participation) for each of the actions undertaken. Taking

the le arning from Phase 1, and to strengthen this process going into Phase 2 of the
project, with the Authority employed a Monitoring and Evaluation Officer to the

Project Team.

Step 3 Outline Campaigns to overcome participation barriers

Actions B1 to B12 were designed to research and overcome barriers to recycling and
waste prevention. To achieve this, the Project Team worked within the community

of targeted campaign areas to see what those barriers were. Working with the
community, by listening and understanding their needs, has meant that campaigns
have been tailored to meet their needs. This community led approach was central

to the innovative nature of the Project.  The findings from all campaigns have shown
a range of barriers from lack of facilities to poor understanding on how to recycle
correctly.
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Step 4 Engage with residents to identify barriers and develop campaigns within the
community

Engagement within the communities has been essential to the delivery of the
actions. By working with residents, the Project Team have been able to identify and
understand barriers. Once these barriers have been identified, targeted
communication campaigns have been developed and delivered to meett hat
particular communityds needs.

Step 5 Incorporate residents views into the campaigns

By listening to residents and incorporating their ideas into campaigns, residents

were more engaged and have, in varying levels, started to change their behaviours
to recycling. This has, howevergrantmeant
agreement assumptions to what campaign materials would be required was adapted
to incorporate and deliver campaigns so that residents felt that their views had

been taken into account. These changes are explained within the Technical (section
6) and Financial (section 7) parts of the report.

Step 6 Larger Scale Demonstration

All campaigns aimed to be delivered to circa. 1,500 households meaning that the
Project hastargeted approximately 63,000 households (around 6% of the
conurbation we serve).

3.1.4 Innovative Media
As part of the Proje
Within a number of t
used.

ct s o b jdehe latesvtecknplogy. h
he Projectds acwereon

The Authority has also developed interactive software which can be used on both
Android and Apple tablets and a mobile game application has been developed by the
associated beneficiary Manchester Metropolitan University (MMU) The game
0Get t i ng (AtlansBi4¢ id dvailable on 3 platf orms; Android, Apple (iOS and
on the Internet. The latter has been adapted to meet the specific needs of young
chidrenand was rebranded as 6Bin Bunny?od

Action B13 also used film and different broadcasting techniques alongside social
media networks to allow young people to engage with waste prevention and
recycling messages.

3.2 Key Deliverables

3.2.1  As explained in section 3.1 the Project covers 4 themes covering 12 actions, along
with 2 additional actions which relate to innovative media.

3.2.2 The table below sets out the deliverables for each of these actions; and where
possible the outputs that have currently been achieved.
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Table 1: Key Deliverables and Outcomes

Objectives | Deliverable Outputs
1,2,3&4 Deprived Urban Areas§42 1 Increase in participation
campaigns across 4 themes: 1 Increase in recycling
Deprivation, Transient, Faith and f Demonstrate positive changes
Apartments. in attitudes and practices
5 Develop employment/education 9 8 social media films
opportunities and experience for 1 1 mobile/web -based game
students to gain media experience developed over 3 Platforms
6 Robust Monitoring and evaluation 1 Robust methodology
of the Project 1 Robust data
1 Transferability of learning
7 Disseminate Project across EU 1 Attend minimum 4 LIFE+
Member States Platform meetings;
1 To develop a Communications | I Organise 2 seminars; and
Strategy and Plan to { Deliver Communications Plan
disseminate the Project

3.2.3 The Authority hascompleted all426 on t he gr o ushwhist meaimyalb i g
the aims and objectives within the bid grant agreement.

3.2.4 It should be noted from the offset that this Project is a research project aimed to
test and trial different techniques of engaging with residents.  Learnings from Phase
1 campaigns were captured and then embedded into th e approaches undertaken for
Phase 2to strengthen engagement and campaign delivery. Through trialling
techniques it was acknowledged that we would learn just as much from the
campaigns which were not successful in increasing participation , as from those
which did changer e s i dmavidurs

3.2.5  Through our in-depth case-studies Member States will be able to see what has

wor ked wel | and what hasndét wor k emblimgui t
clearer focus on delivering targeted campaign s to achieve increased participation in
recycling.

3.3 Introduction

3.3.1 The introduction will provide an overview t o the background of the Project, the
problem this demonstration project is addressing along with its objectives.

3.3.2  This section will also explore the expected longer term results and how the
Authority plans to utilise the lessons learnt from this Project moving forward.

3.4 Administrative Part

3.4.1 Due to a slower than anticipated start to the delivery of the Project  (as notified and
discussed)and the change of resources available within the 9 partnership District
Councils, the Authority 6&Projdce Geanevarteeinsizéto p
deliver the Project. This ranged from 5 to 15 members during the peak of actions to
ensure that the Project was deliveredby the gr ant a g ragreechiarget 6 s
completion date of June 2015.

3.4.2 The Project had robust Project Management processes in place and the
administrative part of this report set s out the problems the Authority has
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encountered in delivering a complex project to a challenging revised project plan.

3.5 Technical Part

3.5.1  Within this Project there are 14 Actions, 1 0 of which each have 4 campaigns (to be
delivered in 2 P hases) 2 have campaigns running throughout Phases 1 and 2 meaning
in total there are 42 campaigns taking place over a period from May, 2013 to
December 2014. Two additional act ions covering filming (with our contractor ,
Bellyfeel) and gaming (delivered in partnership with our Associated beneficiary,
MMU)also formed part of the Project.

3.5.2 Phase 1saw the completion of 1 8 of the 4 2 activities leaving the remaining 2 4
assumedgrant agreement activities to be completed from April 2014 to December
2014.

3.5.3  All objectives have been achieved, however delivery has not been without
challenge; meaning th at assumptions made within the A ctions in the grant
agreement have hadtobeamended to meet residentds
the community led aspects of the Project) but without being detrimental to the
Actiond6s objectiveds and output s.

3.5.4 The technical part of this report sets out the activities that have been undertaken in
the Project along with the outputs that have been achieved.

3.6 Dissemination Actions

3.6.1 A Communication Plan (Appendix N) was developed and implemented to enable the
Authority to focus on maximising dissemination of the Project. As well as locally
disseminating the campaigns throughout Greater Manchester, 4 LIFE+ Network
sessions have been attended and the Project was promoted th rough the Recycling
and Waste Management(RWM)Conference in Birmingham in both September 2013
and 2014 The results and key learnings were also featured in a wider session at the
September 2015 conference.

3.6.2  Given the vast interest in the Project, we were invited to speak and have given
various presentations at a number of conferences. In addition we have been invited
to be a member of the Euro -cities Waste Task Group and are on the Steering Group
from another LIFE+ Project currently being undertaken by Groundwork London.

3.7 Financial Report

3.7.1  Whilst the Project has been delivered, in order to deliver to the original completion
date, the Authority has approved an increase in funding; this has exceeded the
original budget.

3.7.2  Due to the mix of spend within categories needing to be adjusted to meet
community involvement requirements a financial modification request was
submitted to the European Commission in March 2015. This request has been
considered, and whilst formally rejected, the majority of changes have been agreed.

3.7.3  The main reason for the variation to the grant agreement was the increase in
Personnel costsdue to the Authority using a dedicated Project Team to deliver the
Actions rather than outsourcing Actions using External Assistance. This change was
designed to keep the project on track (timelines) an d maintain (in so far as possible)
grant agreement expected outcomes.

3.7.4  Within section 7, the Authority will provide a summary of costs incurred upto  the
formal completion on the 30™ September 2015, information about the accounting
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systems along with the allocation of the costs per Action.

3.8 Problems encountered

381 Whil st mobilisation of the Project was
activities did not commence until May 2013, when approval was obtained from the
European Commission (EC)}o enable Districts to be utilised within the Project via a
Service Level Agreement mechanism.

3.8.2 At the time of submitting the proposal it was envisaged that the Waste
Compositional Analysis and Survey undertakenin 2011 which involved sampling 1,300
households would be sufficient to provide baseline data for this project. It was
planned that the data from the survey would enable the Authority to make an
informed decision to determine the specific areas that needed to be targeted.
However, since the grant agreement, further assessment was undertaken and it was
concluded that the level of data was more limited tha n envisaged meaning that
initial results were not detailed enough to prove the areas for targeting were in the
lower quartile. Therefore the decision was taken to carry out (cost  fully funded by
the Authority) a more detailed baseline monitoring and evaluation desk top study.
This in itself brought delays to delivery of Phase 1 as Districts found it difficult to
provide the raw data within the tig ht deadlines, which in turn delayed the start date
on the ground until the 6 ™ May 2013. The Authority, however, ensured through the
additional work procured, that the baseline data was as robust as originally
envisaged in the grant agreement.

3.8.3  Whilst the Authority had procured a monitoring and evaluation company (MEL) the
volume and complexity of the data meant that a dedicated post also needed to be
established within the Project Team to ensure that all data  was captured for the
activities and that timelines/deliverables remain ed on track.

3.8.4  Unfortunately in August 2013, the long-term sickness of the Project Manager
commenced. This required implementation of some interim arrangements b y initially
secondingaseniorme mber of the Authorityos,t®teadr
of Governance, Procurement and Transparency (GPT), to ensure progress was
maintained and outcomes remained focused upon.

385 As the Project Manag e fulbrevievad theePnojeagwas ont i n
undertaken. That very clearly highlighted that to in order to deliver, as per the
grant agreement, additional resources would be required to ensure all actions could
be completed within the original time frame of the Project. The Authority decided :
after discussion with the UK based monitor , to r ecruit to the Team rather than use
External Assistance This has led to the Personnel budget being overspent and the
other categories such as External Assistance and consumablesbeing underspent.

3.8.6  Upon completion of the review a Revised Pr oj ect Pl an was agr
Project Decision Board (as perthe Gr ant A g r @semantd airangements).
The Authority also met with our UK based Monitor to update him on the progress of
the Project and the revised Project Plan. The Plan focused on delivering all actions
within Phases 1 and 2. The rescheduling of the Plan was further complicated by the
requirementfor nocampai gn wor k to be del i verped
election ( Purdah) Period.

3.8.7 In campaign delivery terms, this meant that the delivery of all campaigns within
Phase 1 had to be completed by the 1 April 2014 and any delay to the start of those
campaigns would mean that the campaign, in some cases could not be achieved in
Phase 1 and therefore had to be moved to Phase 2.

3.8.8 The Purdah period further impacted on the start of Phase 2 as only research work
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4.

3.8.9

3.8.10

3.8.11

3.8.12

Introduction

could be undertaken between the 4 ™ April 2014 and 22" May 2014, until the
elections (both local and European) had taken place.

Upon the first meeting with MEL, they advised us that the targets within the grant
agreement were very challenged and did not reflect the demographic and social
problems relating to the areas we were targeting and the length of the campaigns.

To ensure that the Authority were analysing the impact of the campaigns against a
realistic target, it was agr e deandlyted againsth
the obtainabletarget based on MELOGS experience

The Project also encountered problems with Districts changing campaign rounds
during campaign delivery. This meant that in some campaigns pre and post
monitoring data did not match where the campaign was targeting. Moving into Phase
2, Districts made a commitment, where operationally possible, for the rounds to
remain the same. The only waste stream which need ed to be changed is the organics
waste stream, whichtendstobe an 6 opt i nd scheme basis
dependent on the weather. For exampl e,
more tonnage of organics to collect therefore one vehicle may need to cover more

than one collection round.

At was the initial intention that all Outreach Work would be undertaken within the
nine partnering District Council s under the negotiated SLA approach. However due
to delayed timescales and the impact of budget cuts (national Government Austerity
measures) on available resources this subsequently proved not to be viable for all
Districts. Due to this, Outreach Workers were directly recruited within the dedicated
Project Team.

Targeting 1,500 households for the Apartments Themes proved to be unworkable.
Therefore, in Phase 2, after capturing the learning, a new methodology (agreed in
the mid -term report feedback) was used to ensure that only high -rise flats of 60
apartments or more are targeted, with a maximum of 10 blocks for Action B10 and
B11 and maximum of 5 for B12.

4.1 Background

41.1

41.2

41.3

41.4

The Authority is Engl andds ,Healingwéttsover A¥ao$ t
Engl andd and pavides a world class sustainable solution for Greater
Manchesterods (excluding Wigan) waste. W
the 1.088 million tonnes of waste (2014/15) produced each year by approximately

one million households in Bolton, Bury, Manchester, Oldham, Rochdale, Salford,
Stockport, Tameside and Trafford. This waste comes from Di st r i ct Cour
managed household collections and 20 Household Waste Recycling Centres (HWRCs)
provided and serviced by the Authority.

On April 8" 2009, the Authority signed a 25 year recycling and waste management
contract with Viridor La ing (Greater Manchester) Limited; the largest waste contract
of its kind in Europe. This signalled the start of a £631milion ( ar ound 088
investment programme in waste treatment facilities.

In 2013/14 the Authority achieved 38.25% recycling and composting rate. This has
been achieved by O6big pictured communic
areas there are high recyclin g areas (70%) being achieved, in other areas only 15%
was being achieved.

During the time that the Project was operating recycling rates have increased to
41.04%(2014/15).
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4.2 Environmental Problem/Issue being addressed

42.1

4.2.2

4.2.3

4.2.4

4.2.5

Ashi ghlighted above, whilst O6big picture

Greater Manchester, the re are areas that are still not adequately recycling.

The aim of the Project was to target those low participating areas, through targeted
campaigns of approximately 1,500 households, using an innovative communications
campaigns.

The Project undertook all 14 Actions which equated to 42 communication campaigns
covering 4 themes; deprivation, transience, youth and students, differ ent cultures
and high density housings (apartments/flats); a mobile game application was
created and social media was usedto promote recycling.

To complete these campaigns the Project was been split into 2 Phases covering 4
Periods (Periods 1 & 2 in Phase 1 and Periods 3 & 4 in Phase 2). 18 campaignsvere
completed in Phase 1 and 24 in Phase 2.

To aid the delivery and raise the profile of recycling, social media was used, 8 films
were completed and placed both on YouTube and our website . Our Associated
Beneficiary MMU has produced a mobile game application, which was used at all
promotional events and activities.

4.3 Description of the Technical/Methodological Solution

43.1

4.3.2

The Authorityds wastodavdlop anéennovabivie eommunigagion
process to increase recycling participation and waste prevention in low performing
areas and was achieved by using a six-step approach.

Step 1: Understand the target demographics;

Step 2: Understand the waste streams;

Step 3: Outline campaigns to overcome patrticipation barriers;

Step 4: Engage with residents to further develop campaigns from within
the community;

Step 5: Incorporate residents views in the campaigns; and

Step 6: Deliver large scale campaigns

To support the principle objective, the Project has 7 supporting objectives:

Objective 1 Actions B1-B3 Deprivation;

Objective 2 Actions B4-B6 Transient populations, youths and students;

Objective 3 Actions B7-B9 High proportion of different cultures;

Objective 4 Actions B10-B12 | High density housing/apartments;

Objective 5 Actions B13-B14 | Develop employment and education
opportunities as a means of community
engagement;

Objective 6 Action C1 Robust monitoring of the Project ; and

Objective 7 Actions D1-D3 Disseminate the Project

4.4 Expected Results and Environmental Benefits

44.1

4.4.2

The Pr aggsdizexp@ded to demonstrate the effectiveness of different

communication campaign methods undertak

areas through a community driven approach.

Whilst the Authority hope dt 0 see positive changes in
attitudes to rec ycling, it wa s also acknowledged that not all of the 42 campaigns
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4.4.3

4.4.4

4.4.5

would make a significant impact. That, however, has meant that learning (both
successful and unsuccessful) has beenfully captured and used to shape further
campaigns.

From Phase 1 campaigns, lessons learntwere captured and disseminated to help
formulate the targeted campaigns in Phase 2.

Through the learning of these campaigns the Authority and its stakeholders have
been able to shape future targeted campaigns based on the results of the
demonstration campaigns which have been successful and learn from those which
have not succeeded in meeting the expected outcomes.

The Authority is committed to delivering the 50% recycling and composting rate by
2015/ 16. With the Aut horingtratedcsrrentlyeacoynd | i n g
41.04% a big step change needs to be made to enable the Authority to reach this
target. Working with our Contractor Viridor Laing (Greater Manchester) Limited and
our 9 partnering Districts it was, and still is acknowledged, that targeted campaigns
will play a substantial part of our approach going forward in order to tackle those
areas currently resistant to recycling , as well as tackling those mid -performing areas
that could recycle better and more .

5. Administrative part

5.1 Description of Project M anagement

5.1.1

5.1.2

5.1.3

5.1.4

5.1.5

5.1.6

5.1.7

In October 2013, the Head of GPTundertook a complete review of the delivery of
Project and those outcomes where taken to the Board for consideration.

Arising from those discussions a revised Project Plan was produced and agreed to

ensure that the Project could be delivered 6 on t h e toghe originat 6
completion date of June 2015.

To achieve this, the staffing structure of the Project Team needed to expand to
enable the delivery of 42 campaigns by the revised end date of 5™ December, 2014.

The approach to managing the Project is aligned to the principle of PRINCE Il and
was monitor ed against the progressof the overall project and financial plan. The
Authority developed a high level Project Plan which enable d the Project Team and
the Board to see at a glance, through a colour -coded approach, when and what
needed to be achieved within a set time period. This approach was further
supported by weekly progress reports from all Members of the Project Team to the
Head of GPTto ensure that the Project remain ed, where possible, on track to be
delivered within the prescribed deadlines. A copy of the overall Plan  (original versus
actual) is attached at Appendix A .

Previously it was envisaged that resources within our nine partnering District
Councils would be utilised for the Outreach Work ers within the Personnel costs; this
was to allow local knowledge to be used to better target campaigns. However, due
to time del ays and subsequent austerity measures, by the time a start needed to be
made, resource restraints within those District Councils meant only three out of the
nine District Councils have been able to sign the SLA approved by the EC. The
outcome of these changes has meant that the Project had to directly recruit 6 full -
time Outreach Workers within the Project Team of 15.

Communication with the Associated Beneficiary was good, and the Partnership
agreement was signed within the prescribed deadlines (see Appendix B) .

Through the governance arrangements (collectively) and separately t he Aut h
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Officers and Officers within the District Councils meetings were held to discuss the
delivery of the P roject.

5.1.8 Environmental Policy and Governance Output Indicator and Awareness Raising
Output Indicator Tables are set out at Appendix C.

5.1.9 MMUhad a dedicated Project M anager for action B14 Gaming. The Project M anager
was Dr Atif Waraich. The development team was led by Dr Darren Dancey. The
Project Manager chaired formal internal meetings to measure progress towards
overall project aims. The de velopment team, in addition, held weekly development
meetings to ensure progress in the technical development of the game.

5.2 Organisational Struct ure of the Project Team and Project M anagement

5.2.1  Due to the long-term sickness of the Project Manager (since August 2013), interim
arrangements were put in place in oversee the Project. In practical terms, a senior
and experienced manager, the Head of Governance, Procurement & Transparency
(Head of GPT)was brought into the Project T eam t o review t he
manage the Team.

5.2.2 To enable delivery to remain to the original timescales, the Project Team  employed
6 Campaign Officers. The Authority also employed a dedicated Monitoring and
Evaluation Officer (agreed in principle by the EC in the letter dated 09/09/2015) . In
terms of Project Management, the Head of GPT overtook the overall responsibility of
delivering the Pro ject (working 4 days per week until completion ) to enable stability
throughout the remainder of the Project.  This represented additional resource, but
enabled the delivery of the Project to be pulled back on lin e, which would not have
been possible if this action had not been taken . Due to rejection of this part of the
budget madification the Authority is funding 100% of th is additional cost.
Additionally a Support Project Officer was employed to help support the  Project
Team to deliver the campaigns and maintain the Projectd s w e (agreed ire
principle by the EC in the letter dated 09/09/2015).

5.2.3  With the changes required to ensure that the delivery of this comple x project
remained on track, this new structure provided a n additional 1,130 days of resource
to the Project Team. This and the difference in salary within the grant agreement to
actual salaries has increased the Personnel budget significantly. The financial part of
this report (section 7) expands further on the financial implications of this change.

5.2.4  As outlined above an additional position was recruited to strengthent he monitoring
and evaluation element. The Authority recognised that robust data was critical to
both the delivery of this Project and its future dissemination . Whilst the Project
Teamhadassi stance from the Aut hor i &dedcatedD a
resource was needed to fully oversee the pre and post monitoring of 42 campaigns,
which was impacting on other priority work. The Data and Research Analyg
continued to support the Project Team and worked closely with the Head of GPTand
the Monitoring and Evaluation Offi cer to ensure that robust data wa s delivered on
schedule. The Montorin g and Evaluation Officer commenced with the Project Team
on 6" May, 2014.

5.2.5  The Authority saw further changes to the staffing structure when the Dis semination
Officer went on maternity leave from September 2014. This individual subsequently
elected not to return back to the Project.

5.2.6  To ensure that the Project maintained momentum whilst the Dissemination Officer
was on maternity leave further transitional arrangements were put in place. With
effective from 2 " June (to allow for a transitional hand -over of duties) t he Authority
created a Senior Campaign Officer within the existing team structure which focused
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on supervising the delivery of all campaigns (whilst still delivering their own
allocated campaigns).

5.2.7 By running the two posts concurrently between June and September this enabled
the Dissemination Officer to focus purely on disseminating the Project and
facilitating the delivery of our first seminar, which was held on the 3 " September
2014 and proved to be a major success.

5.2.8  Upon completion of the campaigns in December, 2014 the Senior Campaign Officer
then became responsible for the delivery of the After -LIFE+ Communications Plan.

5.2.9  During October to early December 2014 the Project Support Officer continued to
work on day-to-day dissemination activities (2 days per week) until the Senior
Campaign Officer solely took over the dissemination work to deliver the After -LIFE
Communications Plan between December 2014 and June 2015

5.2.10 Appendix D shows the structure of the team (2014) which illustrates the transitional
arrangements along with the resources that sit outside the team, but within the
Authority , also being used to deliver the P roject.

5.3 Governance

5.3.1 As part of the Project comprehensive governance arrangements were set up to
drive, monitor and deliver the P roject in order to ensure that the campaigns aims
and objectives are delivered to time and budget.

Chart 1: Governance Arrangements

Strategic &
Behavioural Chang
(SABC) Committe

Authority

Project Decision
Board

5.3.2 The terms of reference for the above arrangements (with the exception of the
Authority, which is the main strategic decision making body) are attached at
Appendix E.

5.3.3 The Time Specific Group (TSG)was the primary focus to enable the Project Team
and the Districts to work together on project delivery, sharing best practice as well
as planning for the delivery of campaigns. A sample of the minutes of this meeting is
attached at Appendix F1.

5.3.4 The Project Management Board (PMB)was responsible for overseeing the Project and
ensuring it was delivered on schedule and within budget. The membership consist ed
of the Project Team, a n Authority Director, plus a representative from MMU and a
District. T he Board was responsible for the prod uction of reports to the EC and to
the Project Decision Board (PDB). A sample of the minutes of this meeting is
attached at Appendix F2.

5.3.5 The PDBwas chaired by the Treasurer & Deputy Clerk (Coordinating Beneficiary) and
comprised of 2 Senior Officers (Senior Accountant and Director of Strategy and
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Resource$, plus had 3 Elected Members including the Chair of the Authority and
Chair of the SABCCommittee. Originally the Head of GPT was Vice-Chair of this
Board, however when the interim arrangements were put in place (to cover the
absence of the Project Manager), the Director of Strategy and Resources was
appointed to the Board to increase independence, and enable the Head of GPT to
produce and present Project Status reports to the Board.

5.3.6  This Board was ultimate responsibility for the delivery of the P roject and has been
critical in challenging and suppor ting the delivery of the Project . A sample set of the
minutes from those meetings are attached at Appendix G.

5.3.7 The SABC Committee monitored the ProjectPl an via a oO6traffic
red) performance man agement system. Any areawhichwas i dent i fi ed
within the report would be reported to the Authority. A sample of the minutes of
this meeting is attached at Appendix H.

5.4 Partnership agreements status (incl. date of signature) and key content

5.4.1  Asreported within the Inception R eport the partnership agreement was signed in
accordance with the common provisions and was included within that report.

5.4.2 To enable Districts to undertake Outreach work on the campaign, 12 Service Level
Agreements were signed.

5.4.3 These are:

Action | Campaign District Date Signed

Bl Recycling Awards Bury 3 September, 2013
B2 Celebrating Recycling Bury 28" January, 2014
B3 Business Recycling Bolton 20" November, 2013
B6 Recycling Games Bolton 11™ September, 2013
B8 Culture Campaign Bolton 20™ November, 2013
B8 Culture Campaign Bury 3" September, 2013
B9 Diverse Campaign Bolton 20" November, 2013
Bl Recycling Rewards Oldham 8™ August 2013

B3 Business Recycling Oldham 8" August, 2013

B7 Faith Campaign Oldham 31 May, 2013

B8 Culture Campaign Oldham 8™ August 2013

B11 | Ambassadors Campaign | Oldham 31°" May, 2013

5.4.4  Copies of the SLAs are contained at Appendix | (1:12).

6. Technical part

6.1 General

6.1.1  The primary objective wa s to demonstrate an innovative communication process to
increase recycling and waste prevention participation in low performing urban
areas, and develop communication media to support implementation across the EU.

6.1.2  The Project was developed in recognition that many EU countries face the same
problem, which prevents them from being able to achieve higher waste prevention
and recycling goals. It is more difficult to engage residents in urban areas that often
have issues of deprivation, transience, multiple cultures and restrictive storage
space linked to housing type. Across Greater Manchester these areas have lower
recycling rates than their more prosperous suburban counterparts, despite the
majority receiving the same service and information. This demonstrated there wa s
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a need for more targeted communications developed with, and for, communities.

6.1.3  The Project was based around 4 demographic themes (comprising 12 specific areas)
that targeted support at historically low performing areas, and also included 2
further cross cutting themes; gaming (developed by MMU) and a filming project ; 14

areas in total, B1 -B14.

6.1.4  With the exception of campaigns aimed at University students, each campaign was
originally set to target four areas of 1,500 households, split across 2 phases. The 2
student campaigns aimed to target around 3,000 students. As part of the Project,
training opportunities were developed for young people using innovative gaming
technology, video and social media, which also encouraged young people to get

involved with recycling.

6.1.5 The main aim of the demonstration campaigns wa s to fully engage with the
community and allow residents to shape how the campaigns were delivered within
the parameters set out within each of the Actions in the grant agreement . When the
Authority submitted the bid documentation, assumptions were made about how
residents might wish campaigns to be run, based on previous experience , and
externally available research (e.g. WRAP studies). Subsequently B5 (at Inception
Report stage) and B4 (at Mid-Term Report stage) were changed and agreed in

principal by the Commission.

6.1.6 In terms of the external assistance and consumables, however, assumptions made
within the grant agreement, showed that for many of the campaigns delivered in
Phase 1 and 2 the original assumptions if followed would have resulted in sub

optimal outcomes.

6.1.7 Asreported in the Mid-Term Report, the variation of expenditure to undertake these
changes wasrelatively low in cost, and therefore did not impact on the Authority
being able to deliver the Project with in budget (excluding personnel costs). The
Project continued to be delivered based on t he views of residents, rather that

sticking to the assumptions within the grant agreement.

6.1.8  Within section 6.2, the report illustrate s any changes which have been made and
section 7.1 sets out the overall financial implications of these changes.

6.1.9  Thistechnical section reports against the Revised Project Plan agreed by the Project
Decision Board in October 2013 with a focused Phase 2 Project Plan where it was
agreed with MEL that campaign delivery would be completed by the 5™ December,

2014

6.1.10 The Authority hascompleted 42 Case Studiesfor every campaign delivered (see
Appendix J ). Case Studies arefully available on the P roject website.
http://upandforward.recycleforgreatermanchester.com/casestudies/

6.2 Technical Progress against Objectives/Act ions

6.2.1 Principle Objective: To demonstrate an innovative communication process to

increase recycling and waste prevention participation in low performing areas, and

develop communication media to support implementation across the EU.

To achieve this it was acknowledged from the outset that a considerable amount of
preparation would be required to enable the E Cto have reassurance that the areas

identified within the campaigns (B1 -B12) met t he
this evidence the Authority has developed a 6 step approach:-
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a) Step 1: Understanding the target demographics

Work was undertaken to analyse information from the 2001 census , and then
emerging data from the 2011 census, to aid the targeting of the areas to be

used within the campaigns. As well as undertaking that analysis and research,

the Authority alsotooki nt o account WRAPGs 2008 r
understanding the barriers to waste prevention and recycling. Th e Authority

has also drawn on the wealth of knowledge within our Greater Manchester

District Councils. Upon the completion of this 3 pronged approach (census,
research & Districtsd obtairedvd ciedr gieture,andt h «
understanding of the demographics of Greater Manchester.

b)  Step 2: Understanding the waste streams and effective targeting

The Authority undertook a statistically sound waste composition analysis in
2011. This information provided the Authority with a greater understanding of
the composition of waste and Greater
significant recycling rates (exceeding 70% on average overall), or around
double the then current capture rates. However, due to length of time since
that study and changes in District waste collecti on services, the Authority fel t
that this data did not, on its own, provide the necessary quality and

guantitative robustness required to enable us to set the lower and higher
quartiles within our campaigns.

To resolve this, the Authority procured, at our own cost, a sub -contractor
(MEL) to undertake an additi onwhere des|
possible, each District & last 12 months tonnage data to produce the relevant
data. The findings of this data then enable d the Authority, using the

information gained from step 1 and step 2 to identify the low performing area s
within the Districts which me t the demographic requi red for each of the
campaigns (B1B12). The individual tonnage yield reports are set out in

Appendix K .

By then undertaking the pre -monitoring tonnage and participation monitoring
priortothecampai gn b ei n gthedroject Hack ithe apprapréate
guality of data to give a good standard of evidence that the Authority had
targeted the areas that sit within the lower quartile of performance within

that District.

As al l Dperat¢ different collection frequencies, the Project Plant ook
into account the required length of time needed to deliver both pre and post
campaign monitoring.

c) Step 3: Outline Campaigns to overcome participation barriers

At its peak a Project Team of 15 was in place to work with the Greater
Manchester Districts to develop action plans for the 42 campaigns which
delivered all the objectives set out within the P roject Grant Agreement. More
detail in relation to the campaigns is contained within paragraph 6.2.2 of this
report, O6Supporting Objectivesd.

d) Steps 4 Engagingwith Residents to further develop campaigns from within the
community & incorporate their views in campaigns

The Authority believes, and research has cited (Belerdo, 1995, Skinner, 1974,
Kotter, 1995, Beer & Nohria, 2000) that engag ement and empowerment within
the communities , through communication is the key to drive positive change.
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By using focusgroups and wlunteers and incorporating their views within the
campaigns, the Authority expected to achieve enhanced results in recycling
participation/waste prevention because the campaigns were driven by and for
the local communities.

e) Step 5: Delivering large scale campaigns

By undertaking steps 1 85, the Authority hasdelivered all the campaigns
within the P roject. It was acknowledged from the offset that these campaigns
were innovative, and therefore may not always produce the expected results.
This is why a two Phase approach was been built into the P roject, thus
enabling lessons to be learnt from the first phase campaigns and the approach
adapted (if necessary) for Phase 2 campaigns. More details regarding the
implementation o f the campaigns is within section 6.2.2 of this report below.

f) Step 6: Monitoring and evaluating campaign success

To enable a comprehensive evaluation of the LIFE+ Up and Forward @mpaigns
GMWDA commissioned the Environment and WasteDepartment at M-E-L
Research to carry out a series of monitoring and evaluation approaches
including: Target setting; weight monitoring;  set out rate monitoring and face
to face surveys. Further details are given within section 6.2.2(f).

A Six Step Approach Handbook has been written for Cities, Regions and
Municipalities, detailing the above process in more detail, to target waste
communications in urban are as (see Appendix L ). The overall progress of the
Project is detailed in Appendix A.

6.2.2 Supporting Objectives 1-7 (Actions B1-B14)

a) Objective 1. Demonstrate the use of communication media to increase
participation in waste prevention and recycling in deprived urban areas
through an innovative process

Eachof the 12 areas selected for delivery of Objective 1 (B1 -B3) were
identified as low yielding for the amount of recyclable materials collected at

the kerbside and had high levels of deprivation; with high proportions (66 -84%)
of ACORN category 4 (Financialy stretched) and 5 (Urban adversity)
households. The factors associated with deprivation - low incomes, lack of
access to education and opportunity generally lead to a lack of prioritisation

for recycling. In addition, it has been recognised that there ar e difficulties
reaching this group of residents with the traditional approach of door knocking
and / or awareness raising promotional activities. A combination of children
within the household and a busy lifestyle means that this group may not have
time to engage with a doorstep canvasser trying to deliver a recycling
message. Often, door step campaigns engage with the group of people that are
already committed to recycling and are interested in finding out more about
recycling, rather than those that do no t understand or are not aware of the
recycling collections available in their area.

It is against this back drop that the B1 -B3 campaigns were delivered.
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B1: Recycling Awards

The aim of the B1 action was to involve the community in promoting recycling
through a financial reward to schools which would in turn increase knowledge
and participation in recycling. 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 also assessed to ensure that there was a high proportion of
primary school age children living there. 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 rewa rd tags were counted and prize
money allocated in proportion to the number of tags collected by each school.

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.

Photo 1: Prize cheque presentation in Bury

Full details of each campaign are given in the relevant B1 case studies (see
Appendix J ).

Key Achievements

B1 Recycling Rewards Results
Recycling Ambassadors recruitedtrained 23
The number of surveys, events and 356 surveys
meetings held by Recycling Ambassadors 17 events
Days spent door knocking by Ambassadors 41
The number of reward tags distributed 22,173
The number of reward tags redeemed 13,938
The number of schools rewarded 10
Changes in waste prevention d participation | Pulpables: +34%
Commingled: +29%
Changes in waste prevention - tonnages Pulpables: +4.1 tonnes
Commingled: +4.3 tonnes

*Data for the organics waste stream is not shown as full data could not be
achieved across all campaigns due to seasonality and inconsistencies in round
data. Please refer to individual case studies for available data.

Conclusions
Campaigns were delivered in accordance with the Project documentation and

all key indicators (recruitment of volunteers, increase pa rticipation) have been
achieved.
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The level of engagement, participation and the results achieved (participation
rates have increased by over 34% in certain waste streams) has shown that this
methodology clearly can work. For a relatively small financial investment which
included the prize s the campaign was able to reach groups traditionally difficult
to engage with on recycling issues, and who would have resisted contact at the
doorstep for recycling awareness and educational programmes.

Recruited volunteers continue to be active in the communities targeted, leaving
a lasting legacy of the campaign and allowing behaviour change to become
sustainable.

As part of the negotiations with our Design and Print Contract (Carbon Creative)
it was agreed, that fruit trees would be available, free of charge to the

Authority has part of their Carbon Offset scheme. 20 fruit trees were plant ed as
part of this initiative.

Modifications

Unfortunately, the main element of the campaign, the Reward Tagsand
communication materials were omitted from the consumables list and upon
listening to residents views, leaflets were used to disseminate information
rather than posters. In Financial terms this led to an additional expenditure of
03719.62ef br aPdaford,BaBel2(Sesection 7.1.6).

Lessons Learnt

The recruitment of Recycling Ambassadors did not go as well as anticipated
despite the introduction of an incentive scheme . It was also assumed that
volunteers would be willing to carry our door step engagement surveys, in
reality volunteers preferred to use informal chats and carry our surveys at
school gates. However, where volunteers were recruited from the community
this did allow for improved engagement. The campaign s found that residents
were more likely to listen and respond to people within their own community.
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B2: Celebrating Achievements

The B2 Action trialled a new approach; r efocusing the recycling message and
moving into the community, with  the help of local community groups and
volunteers in the target area. A resident -led family event was organised to
celebrate the ¢ ommu mobvingthesmessagd dsemilationénto t
the community. As part of t hi sobilegamé on
application was also showcased and received positive feedback.

Whil st the campaignds primary objectdi
and participation, the approach also tackled issues around poverty and
deprivation. The training of recycling ambassadors gave residents the
opportunity to achieve new skills in communication. Many of the events held

also offered practical demonstrations into reducing food waste and healthy

eating; often providing food for residents to take a way.

Photo 2: Recycling Superhero meets junk modellers at Radcliffe event

Full details of each campaign are given in the relevant B2 case studies (see
Appendix J ).

Key achievements

All 4 campaign events achieved high levels of attendance and a positive change
in behaviour; increase in participation of 24% for organics, 8% commingled, and
3% pulpables. Increases in tonnages were also recorded of 12.8 tonnes for
commingled and 22 tonnes for organics. A decrease of -4.5 tonnes was seen in
the amount of pulpables waste collected. H owever, this decrease was found in
one campaign area (Trafford), all of other B2 campaign areas recorded a slight
increase or stable tonnages for pulpables. The decrease in Trafford could be due
to a number of factors including peaks and troughs in seasonality; pre

monitoring was carried out in February 2014 and post monitoring in October

2014.
B2:Celebrating Recycling Results
The number of Recycling Ambassadors 35
recruited and trained
rveys, events and meetings held by Recycling | 407 surveys, 14 committee
Ambassadors meetings,
6 focus groups
The number of days spent door knocking by the 14
Recycling Ambassadors
The number of people engaged in staging the 1360
event
The number of people that attended the event 620
The format of the event has been agreed and Yes x 4
planned by the community
The event has taken place Yes x 4
| Changes in waste prevention & participation Pulpables: | +3%
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Commingled: +8%
Organics: +24%
Changes in waste prevention dtonnages* Pulpables: -4.5 tonnes
Commingled: +12.8
tonnes

*Data for the organics waste streams is not shown as full data could not be
achieved across all campaigns due to seasonality and inconsistencies in round
data. Please refer to individual case studies for available data.

Conclusions

The campaign allowed the recycling message to be delivered in a fun and
innovative way using influential members of the community. Campaigns were
delivered in accordance with the Project documentation and all key indicators
have been achieved. Overall positive changes in behaviour have been seen, in
particular with the commingled and organics waste streams. Some residents
have even gone on to form their own environmental groups and continue to
work hard to improve recycling and waste minimisation in their c  ommunity.

Recruited volunteers continue to be active in the communities targeted, leaving
a lasting legacy of the campaign and allowing behaviour change to become

sustainable.

Modifications

The assumptions made within grant agreement for this campaign of the items
contained did not match the needs identified by the community; consumables
specific to this campaign were spent on leaflets and posters which were
designed to recruit Ambassadors and promote the events, along with craft
equipment which was used for the event. The Authority purchased a quality

i nst
used the remaining money to purchase banners, leaflets and posters to promote
the events (see section 7.1.6). The costume and banners were used in Phasel
and 2; therefore the campaigns were able to be delivered within the overall
6consumabl| eTeebsuperhbedogastume was used extensively for other
events and provided a focal point for getting acros s key recycling messages,

6Super Herod cost ume

especially to young people.

Lessons learnt

(01,296.79)

Whilst volunteers did aid in community engagement and the delivery of the

event, they did prove hard to recruit with t

ime spent on community

engagement and attending meetings often being minimal. C ontinuous support

was also required from Project Officers.

With a campaign such as this that is limited to a very short time period (i.e. one
event) it is difficult  to measure the impact of the event on the surrounding
area. This is not necessarily a problem, and can in fact be seen as a positive in
that additional households are receiving campaign information. There does,
however, need to be an awareness that there i s this possible crossover so that
campaign communication materials do not contain information that is too area

specific.
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B3: Community and Business Recycling

This action involved the support of local businesses that were used as a catalyst
for promoting recycling at the point of sale. This was seen as an effective
method to trial as it was assumed that low income families (many without cars)
are reliant on loca | services. To enhance the campaign and encourage local

businesses to participate, a O6LIFE+ B

the community . If residents purchased goods at a local shop and produced our
leaflet, shop owners would hand out the bag which contained further
information about recycling along with promoting recycling at the  point of sale.

Photo 3: One of our free bags for life being used in a local shop.
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Full details of each campaign are given in the relevant B3 case studies (see
Appendix J).

Key achievements

Across the 4 campaigns 26 businesses signed up to be key information points;
with 1,194 bags for life distributed.

Increase in participation was seen across 2 recycling waste streams of up to 29%,
with an increase in the weight of pulpables of 2 tonnes and an increase in the
weight of organics of 30.8 tonnes. Commingled participation decreased by -4%,
however, this cou Id be due to more accurate participation by existing recyclers
which may increase tonnages without necessarily increasing the participation
rate.

B3:Business Recycling Results

The number of shop owners recruited 26

Recycling Ambassadorgrecruited and trained 24

The number of shop visits undertaken 86

Number of shops that fully embrace the 26

campaign with point of sale material.

Shops reporting positive feedback 26

Changes in waste prevention 8 participation Pulpables: +19%
Commingled: -4%
Organics: +29%

Changes in waste prevention dtonnages Pulpables: +2.0 tonnes
Commingled: | +0.3 tonnes
Organics: +30.8 tonnes

Conclusions

By encouraging local businesses to become information points in the community
the campaign has been able to reach groups traditionally difficult to engage
with on recycling issues, and who would have resisted contact at the doorstep.
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Successwas seen with businesses in the targeted areas acting as an
intermediary point between the District Council and residents, providing display
space for information on recycling, distributing information leaflets and
distributing promotional bags for life. T his gave the opportunity to raise levels
of awareness about the use of the recycling collections within a very small area
the community. Feedback from all businesses taking part was positive; however
many were not willing to stock the free bags for life fo r a longer period as they
already sold bags for purchase by customers.

Campaigns were delivered in accordance with the Project documentation and
all key indicators have been achieved.

Modifications

It was originally scheduled that 2 campaigns would run in Phase 1, and a further
2 within Phase 2. However given the delays in baseline data and then the
amount of time it took to find suitable collection rounds within the Districts
which fit the Actionds cr iateénrPhaae 1lpas the
other campaign could not be completed prior to the Purdah period. 3 campaigns
therefore ran in Phase 2.

The assumptions made for this campaign of the items contained within grant
agreement did not match the needs identified by the community or by the
businesses involved. Shop owners did not want materials on their shelves or pop
up display stands and the use of a Bag for Life was identified as an appropriate
marketing tool to promote the campaign. The Authority therefore purchased
addi tional Bagds for Life as purchase
promotional leaflets and used the remaining money to purchase window

stickers, posters and leaflets to promote the campaign (see section 7.1.6).

Lessons Learnt

The selection of suitable collection rounds was difficult to  determine due to the
criteria of identifying a low performing area with deprivation (low income
families), ensuring that there are a suitable number of willing shops to

participate in the campaig n, and that they are used by local residents within the
community. With major supermarkets now operating in these areas and the
introduction of home delivery, the assumption that low income families rely on
local businesses could not be substantiated witho ut intensive research.

It should be noted that the shop customers are not limited entirely to the area
covered by the waste collection rounds which defined the target area; there

were a number of households outside the study area also receiving recycling and
waste management information. This is not necessarily a problem, and can in
fact be seen as a positive in that additional households were receiving
informative recycling information. There does, however, need to be an
awareness that there is possible crossover so that campaign communication
materials do not contain information that is too area specific.

It is good practice to avoid any monitoring for both set out rates and weight
monitoring during the two weeks before and immediately after the Christmas
and New Year holidays because of the impact this holiday season has on

peopleds waste and recycling behaviou

timescale of this campaign, it was not possible to avoid monitoring during this
period.
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b)

Objective 2: Demonstrate the use of communication media to increase
participation in waste prevention and recycling in communities with a high
proportion of youth, transience and students through an innovative process

Each areaselected for delivery of the B4 campaign was identified as low

yielding for the amount of recyclable materials collected at the kerbside and

had high levels of deprivation. It was also required that the selected area

contain a high level of rented properti es. On average each community area
selected had high proportions (66%) of ACORN category 4 (Financially stretched)
and 5 (Urban adversity) households.

Targeting transient populations brings additional challenges alongside those
associated with high levels of deprivation ( low incomes, lack of access to education
and opportunity ). Residents are often new to the area and unaware of the local
recycling collections and other reuse and recycling facilities available.  All of these
factors lead to a la ck of prioritisation for recycling with reduced  visibility and
shared neighbourhood learning preventing a positive recycling habit being formed.

It has also been recognised that there are difficulties reaching this group of
residents with the traditional approach of door knocking and/or awareness
raising promotional activities. This group often does not have time to engage
with a canvasser at the doorstep trying to deliver a recycling message.

It is against this backdrop that the B4 -B6 campaigns were delivered.
B4: Private Rental Market

The B4 campaign looked to engage with the private rental market across

Greater Manchester to educate transient populations on waste prevention, re -
use and recycling services. As well as providing initia | information to tenants on
re-use and recycling facilities available, the campaign provided permanent
reminders in properties as a means ofrepeated education to promote the
correct use of services.

Whil st this a ovbsitointréase recycling pardidipation and
knowledge, it also tackled additional deprivation issues. In B4 Manchester a
large scale event in partnership with local organisations around prevalent issues
associated with deprivation including crime, health and unemployment was
held. The promotion of re -use also looked to benefit disadvantaged people by
harnessing reusable resources that might otherwise be dumped .

Photo 4: Local housing associationstraining on benefits of recycling

Full details of each campaign are given in the relevant B4 case studies (see
Appendix J ).
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Key achievements

Increases in participation and tonnages were recorded ac ross 2 recycling waste
streams; commingled and organics. The key indicator shows that 59% are
recycling more since receiving some form of communication and of those asked
on average 60.5% had used reuse services during the campaign period. Overall
there was an increase in committed rec yclers of 34%. Pulpables decreased by -
50% participation and -5.1 tonnes. This could be due to peaks and troughs in
seasonality; poor overlap between rounds; weather and operational issues. The
largest decrease of -35% was recorded in Tameside Tameside changed its
collection round for the pulpables waste stream towards the end of the
campaign and monitoring also took place over Christmas. Therefore, the
pulpables results for this area should be used with caution.

B4: Private Rental Results

Number of letting agents, social housing 20

providers taking part

Number of Residents taking part in Big Tidy Up 100

Changes in waste prevention d participation Pulpables: -50%
Commingled: +9%
Organics: +22%

Changes in waste prevention - tonnages Pulpables: -5.1 tonnes
Commingled: +2.3 tonnes

Key indicator % recycling more (based on +59%

survey guestion)

Commitment to recycling (based on survey +34%

guestion)

Average % of people using reuse services 60.5%

during the campaign period (based on survey

question)

*Data for the organics waste streams is not shown as full data could not be
achieved across all campaigns due to seasonality and inconsistencies in round
data. Please refer to individual case studies for available data.

Modifications

Within the Inception report, changes were agreed to move to information packs

rather than 6émoving ind and o6émoving o
discussions with the Districts, landlords and the P roject teamthata 6 mov i n
outd bookl et would be I|Iimited in cont
would be unknown. Also a 15 page O6mov

therefore deter people from reading it. Campaigns therefore provided a
simplified informatio n pack, providing condensed and relevant information. This
together with the installation of permanent notices in properties provided a

good alternative to deliver the recycling and reuse message. The installation of
permanent notices in particular will en sure recycling is positively promoted over
many years to come.

It was also agreed that TenSwapNet be removed from the action (as reuse
services are well established in Greater Manchester) and that the Authority
would engage with reuse organisations direct ly to promote reuse within the
campaigns.

To reflect the above changes it was agreed that the indicators be amended to
reflect outcomes (rather than outputs) as follows:
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Previous Indicators New Indicators

Number of tenants packs/moving out Increase in participation
packs distributed

Positive change in behaviour

Number of items placed on Number of letting agents, landlords

TenSwapNet and social housing providers engaged
in the campaign

Number of Questionnaires received n/a

To assess any changes in residenis reuse behaviours all respondents were asked
(during post doorstep surveys), if they have given, disposed of or sold any
unwanted items such as clothes, toys, furniture etc. during the campaign period
(past 3 months). This is presented in
reuse services duri ng tdeéa, werafeapildei fgniturg e
re-use organisations monitored how many residents had made a donation after
seeing some form of a LIFE+ communications. In B4 Stockport, this showed that
29% of donations were due to the campaign. Further information is given in the
B4 Case Studies Appendix J ) and B4 MEL Campaign Reports Appendix M).

Financial implications are given in section 7.1.6
Conclusions

Success has been seen with more than half of those asked claiming to recycle
more since the campaigns (+59%), in addition almost two thirds of people
(60.5%) had used some form of re-use network/service during the campaign
period.

It may be reasonable to assume that some changes in behaviour will take time.
Indications from social landlords show that the turnover of residents in the

targeted areas is low. For example in Cheetham Hill, during a 6 month period
covering the campaign (May to October 2013) the turnover of residents for

Places for People Housing Group was 4.5% and 7.5% for Guinness Housing Trust.
Therefore, the effects on behaviour of welcome packs to new tenants will  not

be shown in this campaign period.

Lessons learnt

Following phase 1, Districts were asked that no changes be made to collection
rounds. In terms of the organics, this proved to be more difficult as in summer
mont hds p aratedircregseaduda tmgarden waste; therefore rounds tend
to get changed at short notice to meet those demands.

Identifying private landlords is a barrier that was presented throughout all of

the campaigns, mainly due to data protection issues and absent landlords. The
short timescale of the campaign and limited resources meant Project Officers
were unable to gather this information. A more positive outcome was achieved
by working with social housing providers. Generally social housing officers were
already looking for solutions to waste problems and welcomed the support
provided as part of the campaign. It is therefore recommended that campaigns
targeting the private rental market should be delivered over a longer timescale
or be focused on social housing.
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B5: Golden Bin

The campaign was initiated to overcome issues with low recycling levels and

high contamination rates in student rental areas; issues 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. Most students are u
bind waste management systtgm used i n

Tochange student sd aandéngagedudlyswithttie targetc y c |
community of students, the campaign was delivered through social media via a
#RubbishSelfie competition which offered a reward for correct recycling.

Recycling ambassadors were also recruited through the Universities and
encouraged to act as waste advisors in their community; as well as promoting

the competition. The campaign ran over 2 semesters (covering both Phases 1
and 2).

Photo 5: Facebook Entry for Rubbish Selfie competition

Full details of this campaign are given in the B5 case study (see Appendix J).

B5:Golden Bin

Manchester Results

The number of student Recycling 17

Ambassadors recruited and trained

Number of leaflets distributed to private 3150

rental properties

The number of campaign prizes awarded 12

Increase in waste prevention and recycling participation (  survey guestions)

Key indicator - % recycling more following +37%

the campaign

Increase in positive attitudes Super Committed: 0%
Committed: +1%
Non-Committed: -1%

Key achievements

Respondents were asked if receiving the recycling campaign materials had
changed their behaviour towards waste and recycling. Positively, over a third
(37%) claimed to now recycle more, followed by just over half (55%) recycling
the same as they did before. The campaign had the highest recall across the
whole Up and Forward project at 87%.

Levels of awareness increased for both the dry recyclate waste streams.
Awareness of the shared pulpables (paper and card) increased by 12%, from 85%
to 97%, followed by 10% more respondents being aware of the shared blue
commingled recycling bin from 85% pre to 95% post evaluation.
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Modifications

In the Inception Report approval was gained to move the Golden Bin campaign
away from the Halls of Residence activity included in the bid, to targeting
student residential areas in Fallowfield, Lon gsight and Rusholme, Manchester;
these areas were identifie d as having particular problems with high
contamination rates and low levels of recycling.

The assumptions made for this campaign of the items contained within grant
agreement did not match the needs identified by the student private rental
community. To promote the Golden Bin competition The Authority purchased
leaflets and bin tags instead of the anticipated promotional posters (see section
7.1.6).

Conclusions

The campaign successfully engaged with university students living in rented
accommodation to promote the use of the recycling facilities available to them.
Success was also seen with more respondents being aware and presenting fewer
barriers to using the d ry 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.

Although entries into the competition via social media were lower than

expected, the campaign received the highest recall across the whole Up and
Forward project at 87%. The low entries could be due the relatively small  target
area of 1,500 households (rather than university wide).

When compared to other LIFE+ campaigns within the Project, Project Officers
found that student volunteers were easier to recruit and remained active and
committed for longer (as volunteering could be linked to their course). The
ambassadors were at ease with door step engagement tasks and frequently put
forward their suggestions of how to improve uptake and increase promotion of
the campaign.

Using social media as the main communication tool meant that marketing costs
were kept relatively low; allowing this campaign to be easily replicated across
Europe.

Lesson learnt

Due to the relatively small target area of private rental properties, the majority

of Manchester students were unable to participate in the #RubbishSelfie
competition. It is therefore recommended that this  part of the campaign would
be more suited to stude nts living in halls of residence.

The campaign encountered problems due to constraints of the academic
calendar. Developing initial university links, recruiting volunteers and

identifying student homes within the target area took longer than  anticipated.
This led to a delay in the start of the #RubbishSelfie competition and led to the
campaign running over two academic years. This in turn led to problems as
Project Officers had to re -recruit for ambassadors (as many had left) and also
new students had moved into the targeted areas; so rather than re -affirming the
message, Project Officers and ambassadors were starting afresh. It is therefore
recommend that this campaign is confined to one academic year.

Final report: GMWDA LIFE+ LIFE11/ENV/UK/000389

28



B6: Recycling Games

As students are known poor performers in terms of recycling, the B6 recycling
campaign looked to promote recycling amongst students in a fun and non -
patronising way through the use of a real -life, competitive game that would be
played at organised events on university grounds. The recycling games
competition was run at the University of Bolton and targeted two halls of
residence, Hollins and Orlando Halls, and two private accommodation sites, The
Packhorse and The Bank.

The campaign ran over 2 semesters from September 2013 to April 2014. In
semester 1, a competition was held for students to design a recycling game. The
competition received 6 group entries. The judging panel received presentations
from all entrants -me@nd t gvasuede s the winmieg B
entrant. The game involved two teams going head to head to collect and sort
recyclable items through an assault course. The game was subsequently

produced and used at 2 major events.

Full details of each campaign are given in the B6 case study (see Appendix J).

Key achievements

The B6 action has shown anincrease in awareness of facilities by almost 60%
together with a decrease in barriers to recycling and a high claimed usage of
facilities at 88%. The key indicator shows that 25% of respondents are claiming
to recycle more. In addition to increases in recycling and usage of facilities, the
campaign has also fostered closer working relationships between the Univers ity
and Bolton Council, which will allow for continued future collaboration in the
promotion of student recycling.

B6:Recycling Games

Bolton Results

The number of requests for the competition brief 17

The number of competition entries 6

Recycling Ambassadors recruited and trained 4

The large scale event has been held 27" March 2014and 22™

September 2014.

Increase in waste prevention and recycling participation (survey questions)

Key indicator - % recycling more following the +25%

campaign

Increase in positive attitudes Super +12%
Committed:
Committed: +12%
Non-Committed: -12%

Modifications

The assumptions made for this campaign of the items contained within grant
agreement did not match the needs identified by the student community. Due
to the bespoke nature of the game design the hire of an inflatable obstacle
course was not feasible. The Authority therefore procured an external company
to take the main elements of the winning design and reproduce it to allow for
easy storage, construction and transportation. The game was made into a
portable stand with four rooms available - kitchen, bedro om, bathroom and
garden. Each room is designed to encourage recycling of objects in a fun way;
keeping the main elements of the original winning design. The portable game
will take a prominent role in future Authority campaigns and events.  For
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financial im plications see section 7.1.6.

It was not possible to obtain collection weights or participation rates in student
halls of residence asthe waste was incorporated into a round that covered other
properties, or was collected by a private company. Therefore, surveys were
conducted before and after to assess the campaign. A key indicator was set to
exploret he change in respondentsd cl ai me:
some form of campaign communications.

Photo 6 and 7 : Beat the Bin Men at Orlando Halls, Bolton University and
Permanent Beat The Bin Men Game (Messy Bdroom)

Conclusions

The campaign successfully engaged with students by involving them in the
creation and staging of a ©o6real Il i fed
recycle in a fun way. There was a positive effect on behaviour with 25% claiming
to recycle more since receiving communications mat erials. Success was also
seen with increased levels of awareness for both waste collection services.
Barriers are still being presented, such as forgetfulness, while accessibility is

still a concern to some pre and post evaluation. The level of committed

recyclers has increased, which shows a shift in perceptions towards pro

recycling behaviours.

Whilst the costs associated to this campaign seem high, an educational game is
now available for future use across Greater Manchester by Districts and partner
organisations to encourage correct recycling behaviour; in particular amongst
the student and youth population.

Lessons learnt

During the campaign, delivery problems arose with gaining access to the halls of
residence; therefore this resulted in the surveyors standing outside the main
entrances and walking around the general area to speak to students living at
one of the four sele cted halls of residence. In addition, during the post
evaluation some of the halls were only partially occupied, which reduced the
available sample size.

The campaign also encountered problems due to constraints of the academic
calendar. It is recommended that the research period including making contacts
should commence in the summer break to allow the main activities to
commence once the students returned for the 2013/14 academic year when
students are more receptive to communications. Recruit of volunteers should
also take place at the start of the new academic year with the new intake of
students; this is a time when students have less pressure of exams and
assignments.

As the University of Bolton is mainly a commuter university with few hall of
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residence; it is suggested that the recycling game campaign is better suited to a
university with a high proportion of students living in concentrated halls of

residence. Thiswoul d al so be beneficial when a
fairs as the majority of first year students live in halls. In this campaign and due
to the | ack of halls, whilst fresherad

audience, relatively few students engaged were living in the targeted halls.
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Objective 3: Demonstrate the use of communication media to increase
participation in waste prevention and recycling in communities with a high
proportion of people from different cultures through an innov  ative process

Each area selected for delivery of Objective 3 was identified as low yielding for
the amount of recyclable materials collected at the kerbside, had high levels of
deprivation and a higher proportion of a particular faith. On  average each area
selected had high proportions (87 -96%) of ACORN category 4 (Financially
stretched) and 5 (Urban adversity) households.

Traditionally, areas of high deprivation tend to have lower levels of
participation in recycling schemes, be they household kerbside collections, or
bring sites. Many studies have also implicated ethnic minority groups as being
less likely to recycle, and indeed, lower recycling rates have been observed
across Greater Manchester in areas where ethnic minorities form a significant
proportion of the community.

It is against this back drop that the B7 -B9 campaigns were delivered. The
recycling message was refocused and moved into the community with the help of
faith groups/leaders in the target area s. In addition to lack of prioritisation of
recycling these campaigns had to overcome language barriers and cultur al
sensitivities to enable these communities to have access to services and deliver
equality .

B7: Faith Campaign

The faith campaign aimed to promote recycling behaviour in low performing
areas where there are clusters of people that follow a particular faith. Officers
worked with local places o f worship to explore whether religious beliefs, core
attitudes and the way of life p romoted by particular faiths could influence
communities waste prevention and recycling behaviour.

Communication materials were designed with the help of fait h leaders that
presented the recyc ling message in a clear way, often in multiple languages.

Engagement and delivery was focused around keyeventsi n t he f ai t

calendar and delivered in a way recommended by faith | eaders.

During phase 1 the results mainly indicated that the 2 campaigns have had
limited or no positive change to residents participation in recycling. The Project
Team acknowledge that both campaighs managed to successfully engage with
residents and language barriers were identified has one of greatest hurdles.
Moving forward, new approaches were trialled in Period 3, Phase 2, such as
greater use of a translation service, recruitment of Community Leaders as
Ambassadors and a period of mae intense engagement within the communities.

Photo 8: Residents with graffiti artist Simon Carrigan as part of an activity day

Full details of each campaign are given in the relevant B7 case studies (see
Appendix J).
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Key achievements

The faith campaigns engaged with 7 Mosques/Churches and over 20 local
community groups. 23 Recycling Ambassadors were recruited to help disseminate
the recycling message within their communities.

B7: Faith Results

Recycling Ambassadorgecruite d and 23

trained

The number of religious leaders 8

recruited to the campaign

Number of household surveys 209

undertaken by Recycling Ambassadors

Setting up a faith led focus group 11

Campaign materials developed and Yes

approved by community leaders

Participation of community leaders in Yes

campaigns

The number and type of campaign 4500 recycling leaflets , 900 Ramadan
materials delivered recycling leaflets, 400 sorry we

missed you cards and 990
promotional water bo ttles, 1500 Big
Tidy up leaflets, 1 x Advert in Asian

leader, 1 x electronic recycling
guide, 1,000 O6Resp

magnet s, 3 x O6Re:s
1,500 Action Week leaflets.
Changes in waste prevention o Pulpables: -4%
participation Commingled: -35%
Organics: -10%
Changes in waste prevention - tonnages | Pulpables: -4.2 tonnes
Commingled: -7.6 tonnes

*Data for the organics waste streams is not shown as full data could not be
achieved across all campaigns due to seasonality and inconsistencies in round
data. Please refer to individual case studies for available data.

Modifications

The assumptions made for this campaign of the items contained within grant
agreement did not match the needs identified by the community. The Authority
purchased multi language leaflets and promotional water bottles instead of the
anticipated posters , information packs and bin stickers (see section 7.1.6).

Conclusions

Despite undertaking different approaches in phase 1 and phase?2 and using
different media the results show that all 4 campaigns had limited or no positive
change to residentds participati olifPhdsa
2), focusing engagement on women seems to have had more success, with some
increase in participation levels (+5% pulpables and +3% commingled). However, it
is reasonable to assume that changes will take time and further engagement is
required over a longer period to obtain and sustain a change in behaviour.
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Lessons Learnt

As the campaign was on a short timeframe it proved difficult to  gain full support
from community and faith groups asit can take time to build up contacts and
make links. It is suggested that the approaches used throughout the B7 Faith
campaign should form part of a long term programme of education within

targeted ethnic communities.

Engaging with the Muslim community proved difficult; not only due to the

language barriers, but also due to women not being able to attend services at the
mosques within the campaign area. To overcome language barriers, especially in
door-to-door canvasing, it is recommended that ambassador s are recruited from
the local community or translators used (aswe did with campaigns in B8 culture ).

Final report: GMWDA LIFE+ LIFE11/ENV/UK/000389

34



B8: Culture Campaign

The culture campaign aimed to increase recycling in low performing areas where
there were high proportions of a particular. T he recycling message was refocused
to incorporate cultural ideals and sensitivities of residents and moved into the
community with the help of cultural and community groups in the target area. To
ensure any campaign literature produced w as directly relevant to the community
focus groups and discussions were held with community groups and religious
leaders.

During phase 1, whilst work was undertaken to engage with the residents,
changing residentsd at tassuocdssfgl asaidticipatedc y ¢
Moving forward Outworker Workers were mainly based within the campaign area

to enable more intensive engagement to take place. A large scale event a
6Recycling Mela was also held in Rochc
increase engagement. In addition Project Officers worked alongside translators to
overcome the main language barriers identified.

Photo 10: Using translators to engage with residents

Full details of each campaign are given in the relevant B8 case studies (see
Appendix J ).

Key achievements

During the culture campaigns over 1200 residents were directly engaged with
(face to face contact) through events and doorstep engagement. There were
64 recycling ambassadors recruited and trained who worked alongside 8 key
leaders from the faith communit .

In addition a Bollywood themed music video was launched which is now available
for download on the P roject website.

https://www.youtube.com/watch?feature=player embedded&v=3ZqPvBGViYM

B8: Culture | Results

The number of Recycling Ambassadors 64

recruited and trained

Number of household surveys undertaken by 294

Recycling Ambassadors

The setting up of a community led focus group 7

Campaign materials, and delivery mechanism Yes

developed by the community

The number and types of communication 1,400 activity books 7,400 bin

media delivered stickers, 3,900 campaign

leaflets, 1 film, 1 recycling

Mela, 2,500 recipe books, 1 x
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advert in Asian leader

newspaper
Participation of community in delivering the Yes, 8 recycling themed
campaigns chil dr end sfansile s

fun days held, 1 Mela, 1
Roadshow, 11 days of door
step engagement

Changes in waste prevention 0 participation Pulpables: -17%
Commingled: -33%
Organics: -29%

Changes in waste prevention - tonnages Pulpables: +2.6 tonnes
Commingled: -5.3 tonnes

*Data for the organics waste streams is not shown as full data could not be
achieved across all campaigns due to seasonality and inconsistencies in round
data. Please refer to individual case studies for available data.

Tonnage data for the commingled and pulpables waste streams is from 3
campaigns only out of the 4 only due to a round restructure in one campaign area
rendering the results incomparable.

Modifications

The assumptions made for this campaign of the items contained within grant
agreement did not match the needs identified by the community . Therefore
changes were made to allow communications to fully meet the aspirations of the
community and hence to try and maximise engagement and behavioural change
in the campaign areas (see section 7.1.6) .

Conclusions

By establishing links with Mosques (in particular the B olton Council of Mosques),
and by developing campaigns which are led by the community a greater reach
has been possible. Although the participation and tonnage results show little or
no positive change in behaviour, the culture campaigns have been able to reach
residents who would historic ally have resisted engagement through the
traditional approach of door knocking. Often, door step campaigns engage with
the group of people that are already committed to recycling and are interested

in finding out more about recycling, rather than those th at do not understand or
are not aware of the recycling collections available in their area.

It is reasonable to assume that changes in behaviour may take time and that the
approaches used throughout this action should form part of a long term
programme of education within targeted ethnic communities.

Lessons Learnt

Cultural and language barriers added to the difficulties associated with areas of
high deprivation making engaging in these communities and gaining a response
that shows a positive behaviour change challenging. Recruiting volunteers from
the community allo wed for improved engagement as did the use of translators.

In addition, the support of community leaders was essential in developing
targeted campaign messages. It is important to locate and engage with
established groups in order to understand cultural norms and standards. This
understanding is vital in the development of communication materials and
activities.
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B9: Diverse Campaign

The B9 campaign was delivered to increase recycli

ng in areas where a mix of

different cultures and languages in recent years has made traditio nal approaches
less successful. To ensure the campaign developed a message that was
acceptable to all ethnic groups identified in the area and to address cultural
sensitiviti es, Project Officers worked closely with local housing partners,

community groups, faith and cultural leaders.

Campaign materials were developed to tap into faith an d cultural

messages/themes and included 6 L o v e
Rightdo and

carried out in some areas, assisted by the recruitment of Guajarati, Urdu and
Hungarian translators to help deliver the recycling message. This was well

received in the comm unity.

Photo 11 : Example of Recycle for your Community Guide
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Full details of each campaign are given in the relevant B9 case studies (see

Appendix J).

Key achievements

Increase in participation across all 3 recycling waste streams and an increase of

organics of 20.6 tonnes.

Had Be wRd d pOReLC L &
0 Re cyc | eDodrsiep engagament bk mas @algoi t

developed by the community

B9:Diverse Campaign | Results
The number of Recycling Ambassadors 8
recruited and trained

Number of household surveys undertaken by 595
Recycling Ambassadors

The setting up of community led focus group s 7
Campaign materials, and delivery mechanism Yes

The number and types of communication
media delivered

1,500 recycling leaflets, 4,000
bin stickers, 1000 x Love Old
Trafford recycling leaflet, 900
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X lapel recycling stickers ,
1,000 x recycling guides,
1,500 commingled bin
stickers, 1,500 ESOL
workbooks, 1,700 recycling
information guides

Participation of c ommunity in delivering the Yesdincluding 11 community
campaigns groups engaged with, 3
Drop-in sessions held, 6 ESOL
classes attended, 2 primary
schools engaged with and a
design a sticker competition

held.
Changes in waste prevention 8 participation Pulpables: +23%
Commingled: +4%
Organics: +10%
Changes in waste prevention dtonnages* Pulpables: -1.4 tonnes
Commingled: -5.8 tonnes

*Tonnage data for the organics waste streams is not shown as full data could not
be achieved across all campaigns due to seasonality and inconsistencies in round
data. Please refer to individual case studies for available data.

Modifications

The assumptions made for this campaign of the items contained within grant
agreement did not match the needs identified by the community . Therefore
changes were made to allow communications to fully meet the aspirations of the
community and hence to try and maximise engagement and behavioural change
in the campaign areas (see section 7.1.6) .

Conclusions

The campaign met the objective of involving the community by working closely
with community groups and key faith leaders in a variety of settings, with

positive results shown in participation levels across all 3 recycling waste streams.
These results suggest that more people are now recycling, in particular the
garden and food waste (organics) and pulpables (mixed paper and card).
Reductions in the weight collected of pulpables and commingled could be due to
seasonal changes or the fact that residents have removed contaminations from
these streams, thus lowering the tonnages collected. It should be noted that
establishing behaviours can take time to bed in and hopefully the range and/or
weight of recycling will gradually increase.

This campaign encountered difficulties with cultural and language barriers due to
the diverse community targeted. Project Officers also found it difficult to engage
with residents through organised sessions. Due to a lack of feedback gained, and
the lack of volunteers recruited the development of a campaign that appealed
across the community was problematic. Therefore, this campaign was developed
by targeting pockets of the community through drop -in sessions. Using this
approach has seen better results than the B7 and B8 faith and culture campaigns.
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Lessons learnt

Due to the high proportion of non -English speakers in the area, pictorial images
and translations were used in campaign materials alongside a greater focus on
direct face to face contact (drop in sessions); both improved engagement.
Translators whilst expensive also proved beneficial in overcoming any language
barriers.

Devel oping one message e.g. ORecycl e f
of ethnic groups was cost effective. Also the development of separate drop in
sessions tailored to represent both ethnic groups, and delivered at meeting

places specific to these groups enabled Project Officers to effectively engage

across the whole community.

Cultural and language barriers added to the difficulties associated with areas of
high deprivation making engaging in this community and gaining a response that
shows a positive behaviour change challenging. Engaging with and developing
partnerships (whilst benefic ial) was also difficult due to time constraints. It is
therefore recommended that the campaign take place over a longer period
(preferably one year) with the approaches used throughout the campaign forming
part of a | ong term programme of education.
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d) Objective 4. Demonstrate the use of communication media, alongside collection
modifications, to increase participation among individuals living in apartments
through an innovative process

Prior to commencing Objective 4 intensive research was undertaken to
understand the key issues affecting recycling . The evidence clearly shows that
convenience, ease of access and structural issues are significant barriers (Waste
Watch, 2006) and these need to be addressed alongside any communications.
Pertinently, the Sita study (2010) found that blanket communications did not
work, suggesting that micro level engagement could work, though this was not
demonstrated. It is against this backdrop that the B10, B11 and B12 campa igns
were delivered.

B10: Bags and Caddies

The aim of the campaignwas t o change residentsd at
the introduction of recycling services into the flats.

All campaigns faced the same challenges; which were: overcomingl and | or
reservations about introducing food waste; distributing bags and caddies; and
gaining access to the buildings to enable door knocking engagement to be
undertaken.

Whilst the campaigns were challenging, and a lot of lessons were learnt in phase
1 to enable more fo cused campaigns moving forward. Campaigns in phase 2 were
carried out in Salford and Bolton. Salford targeted 883 low performing households
across nine apartment sites and Bolton targeted 560 low performing households
across seven sites. Throughout all 4 campaigns a range of communication
techniques and materials were used to try to engage with residents; this included
permanent signage and leaflets.

Photo 1 3: Bags and caddiesbeing delivered in Bolton

L

& o
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Full details of each campaign are given in the relevant B10 case studies (see
Appendix J ).

Key achievements

Over a quarter of residents are now recycling more as a result of the campaign,
with phase 2 campaigns showing greater increases of up to 47%. In addition,
campaign recall was high with at least three quarters remembering some form of
communication.

Final report: GMWDA LIFE+ LIFE11/ENV/UK/000389
40



B10:Bags and Caddies Results
The number of bags and caddies distributed Bags: 4402
Caddies: 3106

Increase in participation (based on questions in
survey below)

Increase in positive attitudes Super +11%
Committed:
Committed: +22%
Non-Committed: -22%
Key indicator d Average %recycling more 37.25%

following the campaign

Modifications

During phase one, the logistics and level of resources required to distribute the
bags and caddies to 1500 households over many apartment blocks (in excess of
20) proved to be very time consuming and made the delivery of an intense
communication campaign very challenging. Moving forward, phase two campaigns
reduced the campaign target to focus on the maximum of 10 apartment blocks,
with a minimum of 60 households in each blo ck (i.e. minimum of 600 households
to be targeted). By reducing the sample size a more focused and quality
campaign has been ddivered, with significant improvement in results.

All campaigns were delivered within budget even though additional expenditure
was spent on communication materials (at the request of residents) to aid the
delivery of the campaign (see section 7.1.6).

Conclusions

The overall results suggest that a combination of informative and appropriate
campaign literature as well as providing the tools to store and carry recycling has
had a positive effect on resident behaviour in the targeted apartment blocks.

Lessons learnt

Gaining access to the buildings and getting residents to actually open their doors
is a barrier that was presented for most of the communal engagement activities.
To overcome this issues Project Officers were in close contact with management
agents and caretakers. However due to the short timescales of the Project it was
on occasion difficult to make contact resulting in a delay to door step activities
taking place.

Recommendations to assist in overcoming this barrier are: gain uptake in the
campaign from the managing agents prior to evaluation activit ies; and once
uptake in is gained, send out Council branded letters to residents explaining the
up and coming activities.
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B11: Ambassadors

The ambassador campaign focused on ¢che
through the recruitment of Ambassadors, who would promote and educate

residents on recycling in low performing, high density housing areas .

Ambassadors were contacted regularly (every two weeks) to ascertain campaign
progress, assist in any further training that was required, and to  collect

information provided by residents. Ambassadors were asked to maintain a log to
record their activities including any issues or questions they were asked.

In addition to recruiting ambassadors, campaign materials were developed from
resident and housing provider feedback. This included the provision of bespoke
information guides and recycling information signage for communal bin store
areas. These provided an alternative delivery point for this campaign.

Photo 15: Recycling Guide distributed to all flats within Barker Street, Oldham

Your unwanted bulky ffems can Barker Street
Recycling

also be reused or recycled

Full details of each campaign are given in the relevant B11 case studies (see
Appendix J).

Key achievements

54 Ambassadors were recruited across the four campaigns. On average 14.5%
claims to recycle more. The highest change was in Oldham where one quarter of
residents claimed to have changed their behaviour.

B11:Ambassadors Results

The number of Recycling Ambassadors recruited 54

and trained

Increase in participation based on survey questions are given below

Increase in positive attitudes Super Committed: +22%
Committed: -3%
Non-Committed: +3%

Key indicator d Average % recycling more 14.5%

following the campaign

Final report: GMWDA LIFE+ LIFE11/ENV/UK/000389
42



Modifications

Moving forward and building on lessons learnt from phase 1, the methodology for
Phase 2 changed. Campaigns targetedfewer households with a maximum of 10
blocks of high-rise apartments to enable a more management approach to be
undertaken.

Conclusions

There are signs that the campaign has
behaviours. However, time constraints of the campaign have not accounted for

the continued role of ambassadors. It is reasonable to assume that the role of the
ambassador would come into its own after a period of time when information has
been forgotten, misplaced or new residents move into the blocks. Further
evidence of their ability to change r ¢
therefore be seen post campaign.

From the feedback gathered it is clear that there is no single solution to

providing better waste provision and increased recycling. The only way to tackle
these issues is to provide a range of solutions that can be applied on a need by
need basis. However, this in itself is a task as the needs of each block and their
residentsd needs to be understood and

Lessons learnt

The primary lesson learnt from phase 1 was 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 2, with Project Officers focusing on the recruitment of
caretakers and other housing provider employees based onsite (e.g. concierge)
to become ambassadors; this approach had greater success.

It is recommended that the recruitment of ambassadors forms part of a
continued and sustained approach; building solid relationships with management
companies and social landlords.
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B12: Facilities

This campaign targeted low performing multi occupancy dwellings to make
recycling easier and more accessible for residents by addressing some of the main
barriers to apartment recycling including: access; convenience and structural
issues.

The campaign sought active participation from residents, caretakers and housing
providers to develop strategies throughout the campaign. These strategies
included: improving or installing new recycling facilities on site; providing
residents with bags and caddies to store and carry recycling; engagement stands
and focus groups to support residents in using recycling services; doorstep
engagement activities; and the production of be -spoke communication material
including leaflets and installation of permanent signage on or near to the
recycling bins.

Photo 17: New communal facilities installed at Margaret House, Tameside

Full details of each campaign are given in the relevant B12 case studies (see
Appendix J).

Key achievements

Overall, over a quarter of residents have changed their behaviour and are now
recycling more, in some locations the change was as much as 44%. The recall of
the campaign was also high amongst residents; on average three quarters
remembered some form of communication (up to 95%).

In total 73 new facilities were instal led across 22 locations in Greater
Manchester.
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B12: Facilities Results

Number of facilities installed 73 communal containers

Increase in participation based on survey questions are given below

Increase in positive attitudes Super Committed: +14%
Committed: +17%
Non-Committed: -17%

Key indicator d Average % recycling more 29.75%

following the campaign

Modifications

As with B10/B11, the methodology for Phase 2 changed. Campaigns targeted
fewer households with a maximum of 10 blocks of high -rise apartments to enable
a more management approach to be undertaken.

Conclusions

Concentrating on providing better facilities, tailored recycling information and
signage has resulted in a positive shift towards pro recycling behaviours.

The campaign has had a positive impact with residents claiming to now recycle
more since receiving some form of communications material. Success was also
seen in the levels of awareness and claimed usage increasing for all waste

streams. In addition to this, the level of commitment to recycling also increased.

Lessons learnt

The frequency of waste collections needs to be considered when installing new
facilities. Shared recycling bins can fill up quickly if the recycling scheme is
positively welcomed by the residents. A failure in keeping the bins empty could
result in recyclable waste being diverted back to the residual containers.
Residents may also become demotivated, moving them away from the adoptio n
of a pro recycling behaviour.

It is important to make sure that the recycling containers are placed in an
accessible location: the ease of use will minimise the use of residual bins.
Recycling facilities should be located together with residual waste where

possible. Clear and pictorial labelling of shared recycling bins to reinforce
recycling behaviour is reco mmended.

General deprivation issues impose other priorities for residents: this can prevent
them from participating in what they consider to be more peripheral activities
such as recycling. Dedicating resources on active engagement with residents
improves communication and can help to carefully define the social context; it is
highly recommended to avoid a Gone-size-fits -alld approach.
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e) Objective 5: Demonstrate innovative communication media using employment
and education opportunities as a means of community engagement

B13: Engaging Young People using innovative video and social media

This action aimed to promote recycling through the use of social media, whilst
developing the skills and employability of university students . The Authority
procured a company, Bellyfeel, to work with students undertaking Film and
Media Production degrees at Bolton University to produce 8 short films which are
now uploaded on YouTube and also available on our website. During the film
production stage a student editor was employed on a freelance basis to work
directly on the film production , and 16 third year students gained experience in
working with industry doing a variety of roles including developing storyboards,

filming, script writing, performing and editing, which will benefit thei r future
employment prospects. A four stage approach was taken in delivering this
action: -

Stagel: |Bol t on Un i"yearswmdentsywbrked ®ith Bellyfeel to deliver
the 8 films. As part of this stage, residents from local communities,
drama and dance studies were engaged in film participation .

Stage 2: | Editing and Production dupon filming of the raw footage, the students
worked with Bellyfeel to edit and produce the broadcasts

Stage 3 | Broadcastshave been disseminated through a number of social media
formats as well as traditional technigues.

Stage 4 | Sudents working on the films were encouraged to apply for awards.

Students at Bolton University have been fully engaged in producing the films and
the quality of the films improved as each film wa s produced. Hyperlinks to the
films (available also as subtitled and signed versions) are contained within the
dissemination section of this report.

Photo 25 : Filming by Bolton University students working along Bellyfeel.

This action has been delivered to time and budget and has achieved the following

results.

B13: Filming through social media

The number of films completed. 8

The number of films uploaded to the website 8

Coverage of each campaign Yes (see below)

The number of young people trained or employed 1 employed,
16 trained
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