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1 Introduction 

Communications are an integral part of any local authority recycling service. To participate fully, 

residents need to know: 

• What their services are. 

• Be aware of any collection requirements and rules. 

• Understand what happens to their recycling once collected.  

 

This guide is built on experience of running national recycling and waste prevention campaigns, and 

on good practice from local authorities throughout the UK. It provides information on how to develop a 

recycling communications plan and follows the Zero Waste Scotland Communications Planning Cycle. 
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The Zero Waste Scotland Communications Planning Cycle provides a methodical approach to 

campaign planning, whether you are: 

• Getting started with recycling communications. 

• Keeping communications up to date. 

• Expanding an existing campaign to cover new collections/materials or tackling specific issues. 

• Introducing new services or making major service changes. 

 

The ultimate aim of any recycling communications is to improve recycling performance. Research by 

Zero Waste Scotland and WRAP shows that key to the success of a recycling scheme is a well-

designed service with clear and engaging communications that help overcome people’s barriers to 

participation. At the heart of successful recycling communications lies a sound plan; the benefits of 

planning include: 

• Aids easier and faster decision making as the activities are planned. 

• Demonstrates clear coordination with any planned service changes. 

• Demonstrates consistency and clarity of communications through clearly defined aims and 

objectives. 

• Helps create clearer messages that can be directed at well-defined target audiences. 

• Helps create and build greater impact and reach through continuity and consistency. 

• Helps save time and money through the integration of activities. 

• Keeps activities and deliverables on track and helps avoid being reactive. 

 

As well as driving external communications, communication of the plan internally ensures that 

everyone in your organisation knows what needs to be achieved. 

This guide supports the Recycle for Scotland brand which is based on the successful Recycle Now 

campaign launched in England in 2004. The Recycle for Scotland campaign was launched in 

November 2011 and the campaign logo and iconography is used by all 32 Scottish local authorities. 

The logo is also being use by organisations across industry and commerce – where recycling 

messages or information are being communicated.  

This guidance makes full use of all the most recent research to provide local authorities with an 

authoritative and comprehensive source of information on all aspects of communications planning. It 

also signposts users to further sources of information and guidance produced by Zero Waste 

Scotland. 

1.1 Getting started 

Before you start to develop and deliver your communications it is important to identify who will be 

involved from the outset: 

• Who will be the project manager? Good project management is key to ensuring the 

communications are effective, delivered on time and in budget. It is the project manager’s 

responsibility to make sure the campaign runs smoothly and communication between the different 

contributing individuals and service areas are clear and timely to make sure everyone is kept 

informed and doing their part as planned.  

• Do you need external support? You will need to identify whether procurement of any external 

support is needed to ensure you can deliver your communications. For example: designers, 

printers, temporary staff.  This process can be time consuming especially if you are required to 

tender for the work. 
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• Who is responsible for the operational activities that will be communicated, such as the 

change of service? There are key elements, such as: bin delivery and service start dates, round 

design, collection dates for calendars, with which communications need to precisely align. 

Coordination of communications with operational activities is critical. 

• What input you require from your corporate communications team? You will need to ensure 

adherence to brand guidelines: font sizes, positioning of logos need to be known up front. What is 

the sign off process for communications materials? Does it need to go to elected members, 

management team? Who will gather up all the amendments, coordinate them and brief the 

designer? This is probably where the biggest issues arise - agreeing a sign process is critical. Also, 

do they deal with the social media accounts and PR? Will they help to develop social media content 

and PR plans?  

• Managing council website updates. Waste and recycling webpages will need to be up to date 

before major communications start, e.g., before an introduction communication goes out to all 

households so they can go on the website and get more information. It will then need to be updated 

regularly as service changes or improvements are rolled out. 

• Who will liaise with the call centre and front-line staff? They will need to be briefed about any 

planned service changes and provided with frequently asked questions (FAQs) to help address 

queries from householders. Call centre staff need to be on-side to feedback what the main issues 

are from callers. They should also be asked to comment on website and leaflet content; this is the 

information they will be answering questions on and will be able to spot problems with your 

communication before you send it to householders. 

• Who is responsible for communications with external stakeholders such as town and parish 

councils, housing associations? Is it corporate communications or is it left to service areas? 
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2 Background – Identify Where You Are  

This section looks at the information you need to gather to assess your 

current position and carry out a situational analysis (the next stage of the 

communications planning process).  

To help you identify where you are, you need to start with your local 

authority’s own information resources and gather basic demographic 

information about your area and the people who live there. Then, you need 

all the relevant information about the recycling and waste management 

services (current and proposed) with up-to-date information about their 

performance as well as existing and planned recycling targets. As you 

gather this information you should be asking yourself how it will help you 

understand: 

• The area and the people living in it – who they are, how old they are, where they live, what types of 

houses they live in, what their lifestyles are. 

• How well they use the local recycling and waste management services. 

• What are their barriers to recycling? 

Once you have gathered all the internal information you can, you should look further afield to see if 

there is other information or research that might be useful. The final stage is to review all the 

information to see what it tells you and to identify if there are any gaps in your knowledge that need to 

be filled. 

Even if you know your local area, you should complete this first stage because it will give you the 

factual evidence you need develop your strategy, provide baseline information on which you can set 

targets and help you make the case for case for the communications budget you need. It will also set 

the context for anyone who may be less familiar with the area. 

2.1 Demographics of your area 

Start by gathering information about your local authority and describing it – its location, geography, 

population profile, housing types and numbers, urban/rural mix, areas of deprivation and local 

environmental quality. Include any other relevant demographic information you think is relevant. 

Sources of information may include: 

• Colleagues in the waste and recycling department. 

• Other council departments. 

• Other local organisations, such as the local Primary Care Trust. 

• The Office for National Statistics (ONS). 

Draw on all sources to produce an accurate picture of your local authority for your communication plan. 

2.2 Current and proposed services 

You should gather information about all the recycling and waste services found in your local authority 
because it will help you put into context the full range of services that you provide. It will also give 
background information for non-waste staff or partners reviewing your communications plan. Your 
services and facilities should include: 

Kerbside collections 

• List what is collected in what type/s of container and how often. 
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• Describe the collection arrangements e.g. are materials collected on the same day or different 

days? 

• Is the service run in-house or contracted out? 

• Are there any special provisions for particular areas or property types such as flats? 

• Are there any seasonal collections or service variations e.g. garden waste, Christmas and other 

bank holiday collections? 

• Do you have any specific collection policies such as no side waste, closed lids, assisted 

collections? How are these monitored and enforced? 

 

Bring sites and Household Waste and Recycling Centres (HWRCs) 

• List all your recycling sites, their locations, the materials collected at each, access arrangements 

and opening times. 

 

Other facilities and services 

It is good practice to compile a list of all the other recycling services that are available to householders 
in your area, for example: 

• The arrangements for collecting bulky waste. How do they access it? What do they have to do? Do 

residents have to pay for this? 

• Are there any community sector recycling schemes or furniture reuse schemes? 

• Is there a schools recycling collection service? 

• Are there special collection services for flats? 

• Are there collection services for businesses? 

 

Other issues 

• Where does all the material you collect for recycling go? What happens to it and what is it used to 

make? 

• Are any recycled products used by your local authority? 

 

Proposed services 

• Are there any planned changes to your services? If so, what are they and what is the timescale for 
their introduction? 

• What are the proposed collection arrangements e.g. types of containers, what materials will be 
collected, how often, on the same day or different days? 

• Proposed provision for flats, HMOs and tenements. 

• Any other changes to services as a result of the new service introduction. 

This information forms the basis of what you need to communicate to people whether you are 

providing standard service information, launching a new service, raising awareness of services, 

motivating people or preventing waste. 

2.3 Waste data and targets 

Then you need to look at your council’s recycling and waste management data and targets, namely: 

• The service performance information you gather, how it is gathered and how often it is gathered. 

• Current and past service performance figures. 

• Waste service and statutory targets. 
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Understanding this information will help you set targets by giving you the context for your 
communications and telling you what needs to be achieved and by when. 

2.4 Research 

Consider whether any other research and information may be available and useful, such as: 

• Your authority’s corporate strategy, corporate social responsibility policy, etc. 

• Information from any previous communications campaigns undertaken by your local authority. 

• Relevant operational research undertaken by your local authority e.g. participation rates, waste 
composition analysis, etc. 

• Any reports or research conducted for your local authority by external parties such as consultants or 
Zero Waste Scotland. 

• Research or case studies from other organisations e.g. Zero Waste Scotland or other local 
authorities. 

• Other relevant research e.g. by Scottish Government, Zero Waste Scotland, SEPA, WRAP, Recycle 
Now etc. 

• Feedback from collection and other front-line staff. 

• Customer satisfaction surveys. 

• Contact centre enquiry information. 

In addition you should determine if there are any barriers to recycling you may already be aware of 
(this is covered in more detail in Section 5) such as current issues that need to be addressed before 
considering any promotions to encourage people to recycle more or changes to services: 

• Situational barriers, including inadequate containers, lack of space, unreliable collections, difficult 
access to recycling facilities. This can be found in certain housing types especially those with 
communal recycling facilities. 

• Behavioural barriers, including people being too busy to recycle, no established household routine 
and people forgetting to separate their waste/recyclables or put them out for collection. 

• Knowledge barriers, such as people not knowing what to put in each container and understanding 
the basic mechanics of how the scheme works. When did you last tell householders what they can 
recycle? 

• Attitudinal barriers, such as people not believing there is an environmental or social benefit to 
recycling, viewing it as the council’s job not theirs and not getting a personal reward or recognition 
for their efforts.  

As you gather the information, identify any knowledge or information gaps and undertake research 
to fill any gaps. 

For more information about conducting research on recycling issues – see Zero Waste Scotland’s 
Kerbside Good Practice Guide to Monitoring and Evaluation which provides detailed step-by-step 
guidance on a range of suitable research techniques – this can be downloaded from the Zero Waste 
Partners website. 

2.5 Funding and support 

Depending on what you need to achieve, your communications will require funding - as a rule of 
thumb, you should aim for a budget figure of between £0.50 - £1.50 per household for standard 
communications.  

For communicating major service changes or more intensive communications activities for “hard to 
engage residents, £1.50 per household is more realistic. You may need to do some initial research 
now to identify potential sources of funding and support: 

• Find out how much funding previous campaigns had and where the funding came from. 

http://www.wrap.org.uk/sites/files/wrap/WRAP%20Barriers%20Synthesis%20Full%20Report%20final%20121214%20PUBLISHED%20-%20PDF.pdf
https://www.zerowastescotland.org.uk/partners
https://www.zerowastescotland.org.uk/partners
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• Look at internal budgets (possibly spread across your council) and the types and amounts of 
support (financial and other resources) available from other council departments and teams. 

• If you don’t know already, find out about your council’s budgetary decision-making processes and 
deadlines. 

• Investigate possible external funding sources. For example, as part of Extended Producer 
Responsibility, funding will need to be made available to meet packaging recycling targets and 
supporting communications will be part of this. 

• Do you have sufficient internal staff resources to manage the development and delivery of your 
communications? Do you need additional staff support? 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

CASE STUDY: The value of research 

North Lanarkshire Council (NL) introduced its kerbside collection 
for food waste in 2012. An operational review conducted in the 
first quarter of 2015 showed that performance indicators for  
NL –compared to results following trials conducted in 2014 in  
other areas of the UK – were low. North Lanarkshire Council  
obtained funding from Zero Waste Scotland to promote its 
existing food waste recycling services to approximately 50,000  
of the lower-performing households in their areas. The aim of the  
food waste recycling promotion was to encourage: 
 

• Users who have never used the service to start. 

• Lapsed users to start using the service again. 

• Infrequent users of the service to use it on a more regular 
basis. 

• Regular users to put more food waste out. 

• All householders not to put food waste into their blue  

• recycling or residual waste bins. 
 

Using templates from the RfS lapsed user toolkit to develop artwork, the promotional campaign 

ran from November 2015 – March 2016 and was delivered in three phases: 

Phase 1 – Missing food waste caddy – addressing the issue that householders’ caddies have 

gone missing and inviting them to order another one. 

Phase 2 – Everyone has food waste - this phase aimed to normalise that everyone has food 

waste and that it is not a sign of being wasteful. 

Phase 3 – Clean, simple, weekly – dispelling the ‘yuck’ factor with the clean, simple, weekly 

messages 

The campaign included production of a six-page leaflet using the template from Recycle for 

Scotland Lapsed User Toolkit. It was distributed initially to 50,000 of the lower-performing 

households. Other activities included PR website headers, bin stickers, , newspaper advertising, 

vehicle livery, social media and internal advertising amongst council staff. 

The campaign increased the food waste collected by 10%. This showed the value of conducting 

research to understand the changes to food waste recycling collections and to be able to identify 

the low-performing areas where the main communications drive should be targeted.  
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3 Situational Analysis – Establish Where You Want To Be 

This section looks at how to develop a situational analysis using the 
information gathered in Section 2. This is one of the most important 
sections of the plan and needs to provide a concise summary that reviews 
and analyses the background information to: 

• Analyse your current position e.g., what is required from an 
operational perspective to achieve the policy and national targets. 

• Outline where you need to be, including challenges, drivers, targets, 
opportunities that might prevent or help this to happen. 

• Explain what you will do to get there e.g., high level communications 
that will be needed to introduce the new service or improve service 
performance. 

3.1 Analyse your current position  

3.1.1 Demographic analysis 

• What does the demographic information tell you? Are there any unusual or unique characteristics, 
e.g. areas of deprivation, above average terraced housing, hard to reach/engage communities? 

• What implications might the demographic information have for service delivery and your 
communications e.g. large numbers of elderly people who might need assisted collections? 

• Are there areas with relatively high population turnover which might need basic recycling 
information on a more frequent basis or at specific times of the year e.g. in September when 
students start at college or university? 

3.1.2 Operational Analysis 

• Analyse the feedback about your service from crews, call centres, satisfaction or other surveys etc. 
Look at levels and types of complaints, satisfaction levels etc. What does this information tell you? 

• Review your current performance e.g. high/low participation levels, tonnages collected, capture 
rates, contamination levels 

• Identify any operational issues e.g. crew access to properties or containers? Are recycling sites 
clean and tidy or overflowing and untidy? Are staff helpful and pleasant? Can the helpline deal 
adequately with enquiries? 

• Are there any operational barriers to participation e.g. not all households having a container, 
containers too small? 

• Are there any other issues? 

If any service issues are identified, you need to look at how to address these before you begin your 
communications. If the service, in the opinion of your residents, is poor then communications alone are 
unlikely to succeed in raising participation. 

3.1.3 Communications Analysis 

• Do you have any information on participation or engagement levels?  

• What results have previous communications achieved? Identify how they achieved their objectives 
and whether that success could be replicated or used in future communications. 

• Have you developed a brand for your recycling communications? Is it effective? 

• Do you have the staff capacity to manage a communications campaign? 

• Are there any communications barriers that need to be addressed by your communications? 

• Which operational areas or services would benefit from additional communications support? 
• Are there any other issues? 

If you have insufficient information you will need to think carefully whether you are currently in a 
position to develop your communications or whether you need to do additional research to explore any 
issues you have identified. 
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For more information about operational solutions – refer to the Kerbside Good Practice Guide – this 

can be downloaded from the Zero Waste Partners website  

For more information about people’s barriers to recycling - see Section 5. 

3.2 Outline where you want to be   

• Consult your local authority waste strategy or colleagues for information about your targets, 
operational plans and proposed service interventions, timescales and deadlines.  

• Consider: 
o The outcomes of any work or studies that have been carried out and shaped decision 

making e.g. collections modelling, waste compositional analysis reports, participation data or 
reviews. 

o Any industry insights, government policy or legislation drivers, opportunities and challenges 
e.g. the Charter for Household Recycling, statutory recycling targets, Deposit Return 
Scheme, Extended Producer Responsibility.  

o Any deficiencies in operational performance which targeted communications might address. 
o Any market or reprocessing issues that may pose problem. 
o Any householder concerns or barriers and the actions needed to address these. 
o The impact on communications and information what may need to be communicated to 

householders.  
 
This will give you a broad overview of what your local authority needs to achieve and how it intends to 
do it.  

3.3 Explain what you will do to get there  

Once you have completed your analysis and outlined where you want to be, you need to provide a 

summary of the communication approach you will use to help achieve this. If you intend introducing 

further new services: 

• What new services will be launched and when? 

• Are you introducing different phases of communications e.g. pre-launch, launch and post launch? 

• How will your communications support new and existing operational activities e.g. supporting 
current collections of dry recyclables at the same time as introducing a new food waste collection 
service. 

If you do not have any plans to introduce further services or improvements: 

• What will your communications do to address any issues identified e.g. low capture rates or low 
participation areas? 

• How will your communications help you reach unattained recycling targets? 

• If you already have a high recycling rate, are there other opportunities to explore such as waste 
prevention? 

 
 
 
 
 

https://www.zerowastepartners.org.uk/
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4 Aims and Objectives – Define Aim and Objectives  

 

This section looks in detail at defining your communications aim and 

setting your overall objectives. It considers the different nature of aims 

and objectives and how to set targets which are SMART (Specific, 

Measurable, Achievable, Relevant, Time-bound). 

 
 

4.1 Define your aim 

Identify the main aim for your communications plan. An aim is a broad statement of what you intend to 
achieve and generally, you should only have one aim. Your aim can include vague and undefined 
terms, for example: 

• Meet Scottish Government Waste Strategy target. 

• Increase the amount of material recycled. 

• Encourage low or non-recyclers to recycle. 

4.2 Setting Objectives 

Once your aim is defined you can set the overall objectives for your plan: 

• An objective is a specific statement of what you intend to achieve. 

• Any terms need to be defined and the concepts understood. 

• You may have several objectives that combine to meet your overall aim. 

• Your objectives must relate to the impact of your communications. 

Remember to make sure that your objectives can be measured and decide how to measure them 

now. Objectives that a) can’t be measured or b) are too difficult, expensive or time consuming to 

measure will not be effective. Example objectives might include: 

• Increase the recycling rate from 50% to 65% by March 31st, 2024. 

• Increase participation to 60% in identified Low Performing Areas by March 31st, 2022. 

• Reduce contamination of recycling collections to under 5% by March 2022. 

• Achieve a Council-wide recycling and composting rate of 50% by March 2022. 

For further information about setting aims and objectives for waste operations and communications 
campaigns, refer to the Kerbside Good Practice Guide. You can download this from the Zero Waste 
Partners website  

Expert briefings No6 and No7 which provide in depth guidance on setting aims and objectives are 
also available on the Zero Waste Partners website 

 

 

 

 

 

https://www.zerowastescotland.org.uk/partners
https://www.zerowastescotland.org.uk/partners
https://www.zerowastescotland.org.uk/partners
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CASE STUDY: Demonstrate aims and objectives 

In 2018-2019, Stirling Council’s Waste Service required communications 
support to help complete alignment of its household recycling  
collections to the Household Recycling Charter and associated Code of  
Practice.  
 
Activities undertaken to achieve this included: 

• Service guides with two variants.  

• Introductory letters (20 variants).  

• Envelope (two variants). 

• Social media.  

• Posters (three variants).  

• Communal bin decals. 

The council also organised two community consultation events, visiting 1514 
households to encourage attendance 
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5 Target Audience – Identify Your Audience 

This section helps you to identify and describe your target 
audience. There are four main groups to consider: 

• Householders - the focus of your communications. 

• Internal groups - your staff, senior officers, elected members, 
other council staff who need to know about your communications 
plan and may be able to help. 

• External groups - such as the media, community groups, other 
local authorities. 

• Specific subgroups – community groups, hard to reach/engage 
groups, potential partners to help communicate your messages 
such as caretakers, landlords and housing associations. 

You must be clear about the target audience for your communications and keep them as the focus of 
your effort at all stages. This section looks at each main audience in turn (householders, internal and 
external groups, specific groups and hard to reach/engage audiences). It will help you identify and to 
understanding the target audiences relevant to your communication plan. This is important because 
your target audiences must be at the heart of your thinking about messaging, strategy, communication 
methods and activities. 

5.1 All householders 

Use the information you have already gathered to describe your target audience. You may need to 
split them up into smaller groups or audience segments (an audience segment is a subgroup of 
people with broadly similar characteristics). Different methods and messages might be required to 
effectively communicate with, for example, people living in a suburban street with large, detached 
houses or people living in a high-rise council flat. You should assess the following characteristics: 

• Which are the most significant in terms of size and distribution? 

• What is their life-stage? For example, young and single, families with young children, mature 
couples etc 

• What are their similarities or differences? 

• Are there any areas where distinct groups or types of people are concentrated? 

• Any other characteristics? 

You should use the information gathered as part of your background research as part of Section 2 to 
look at your target audiences. Local knowledge can be very useful in this process, but opinions and 
anecdotal evidence should always be supported by factual evidence.  

5.1.1 Audience segmentation 

There are geo-demographical segmentation systems like ACORN or MOSAIC that can be used to 
help identify and map different audience groups. This can help you to ‘see’ where different types of 
people live and cross-reference other information against them e.g. anecdotal information from crews. 
Many local authorities use systems like ACORN or MOSAIC and you may be able to use it – find out 
from colleagues or other departments. You should use these systems to support and refine the 
information you have already gathered. 

However, whilst tools like ACORN or MOSAIC can be useful it is not a perfect science. 
Representatives from all types of groups will be found in specific audience segments and at an 
individual level, people may have different barriers, combinations of more than one barrier or they may 
have different messaging needs and require different communication methods to reach them.  

Audience segmentation should not be seen as a replacement for detailed local knowledge and 
research and should be used in conjunction with other communication planning tools such as surveys 
and focus groups. On its own audience segmentation is not the answer and using it exclusively to 
develop your communications can make you overlook some effective communication methods and 
activities. 
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5.1.2 Barriers to recycling 

What do you know about their barriers to recycling? Communications and operational services need 
to identify, understand and address the barriers to recycling that their target audiences (local 
householders) face.  

Barriers Description 

Situational  Not having adequate containers, a lack of space for storage, unreliable 
collections, unable to get to bring sites. 

Behaviour  Not having the space or systems in place in the home to recycle, being 
too busy with other preoccupations, difficulties in establishing routines 
for sorting waste and remembering to put it out. 

Lack of knowledge Knowing what materials to put in which container and understanding 
the basics of how the scheme works. 

Attitudes and perceptions Not accepting there is an environmental or other benefit, being 
resistant to householder sorting or not getting a personal motivational 

reward from recycling 

Source: WRAP Barriers to Recycling report 

5.2 Internal/external groups 

As well as householders, you need to consider the other groups that might need to be involved in 
your communications plan. Generally, these groups may not necessarily be the recipients or ‘end 
users’ of your communications i.e. householders – they are more likely to be people or 
organisations that can lend their support to help deliver the campaign or its messages. 

5.2.1 Internal groups 

It is essential to address internal groups or audiences – local authority employees and employees of 
contractors working for the local authority - as these groups can play an invaluable role. Indeed, 
without their involvement, it may be difficult to deliver recycling communications campaigns effectively. 
As with external audiences, it is useful to segment internal audiences in order to give them appropriate 
messages.  

A few of these audiences and the roles they may play are listed below: 

• Elected members (approving budgets, talking to residents, promoting recycling locally, speaking to 
the media). 

• Call centre staff (handling enquiries, directing calls correctly). 

• In-house press office staff (support on communications planning, help with campaign activities, 
media relations). 

• Receptionists (handling enquiries, handing out information). 

• Operational staff (dealing with residents, giving information on schemes). 

• Other employees (local ambassadors, leading by example). 

All internal groups must be kept informed of what you are doing or planning to do. You also need to 
make sure they have the right information at the right time in order to help you and that this 
information is clear and easy to use in the context of their job and daily work. 
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5.2.2 External groups 

These are individuals or organisations outside your council that might be important because they can 
lend their support, give advice or engage with key target audiences on your behalf to reinforce your 
messages and extend the reach of your communications. These groups (or stakeholders) range from: 

• Key opinion formers such as local MPs and MEPs. 

• Community leaders, parish councillors, local religious leaders. 

• Community groups and organisations. 

• Local recycling groups and charities. 

• The local media. 

When you have identified all the groups (remember more groups may emerge during your campaign), 
you need to decide what sort of information they need, how you will communicate with them and how 
often. 

5.3 Specific groups 

The local community is a potential resource with a complex web of organisations and individuals that 
may be able to help deliver your communications. These networks may not be immediately obvious so 
take time and consult with local communities to investigate them thoroughly. Opportunities may 
include: 

• Peer pressure opportunities, e.g. Neighbourhood Watch, family and friends, community councils. 

• Religious and cultural groups or local societies e.g. Women's Institute, youth groups, student 
groups, religious networks and communities such as churches, Gurdwara, mosques, etc. 

• Community links e.g. libraries, local amenities, leisure centres, community centres, schools, clubs 
and pubs. 

• Local community voluntary groups e.g. environmental or conservation groups, elderly support 
groups. 

• Housing groups e.g. tenants’ associations, caretakers, landlords, housing associations. 

• Others as necessary e.g. benefits agencies, police community support officers, neighbourhood 
wardens etc. List them all and identify specific local groups that may be important or useful. 

5.4 Hard to reach/engage 

Hard to reach and hard to engage are sections of the population which are: 

• Hard-to-reach operationally due to their location or housing type e.g. high-rise flats or an isolated 
rural area. The issues they face are best addressed by consulting with residents at an early stage 
and designing services that are convenient to use and simple to communicate. 

• ‘Hard-to-engage because it may be difficult to communicate with them about the recycling service 
and/or how to use it. Language and literacy issues may present specific challenges. 

Hard to reach/engage audiences are commonly associated with low performing areas (LPAs). LPAs 
are geographic areas (often relatively small) where there is a concentration of households that 
participate less in the recycling service(s) provided to them compared to households in other areas 
of the same authority. Low participation can cover a number of specific issues: 

• Low levels of participation in terms of recycling services overall resulting in low tonnages collected 
and/or the range of materials collected resulting in low tonnages captured for some materials. 

• Incorrect participation resulting in the wrong materials being presented and poor quality of recyclate 
collected which can lead to rejection of entire loads if contamination levels are high. 

Low participation is a relative term as performance may simply be lower in relation to a local 
authority’s overall recycling performance or recycling/landfill targets. You should carefully consider 
whether you have any LPAs and look very carefully at the issues, barriers and people living in any 
LPAs you identify. Each area could have a distinct audience profile, geography and associated 
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barriers to recycling. You may need to implement specific operational improvements to address 
people’s barriers to recycling and run specific communications once their barriers have been 
addressed. 

Review any cultural issues that may be present: 

• Literacy and language e.g. groups where English may be a second language or literacy levels may 
be low. 

• Social conventions e.g. in some cultures women will not talk to men they do not know or men may 
not accept advice from women. 

• Social attitudes e.g. will environmental, or cost messages have more impact? Do people care about 
where they live? 

• Religious beliefs/practices e.g. some groups do not drink alcohol so might not respond to images 
using wine bottles. 

• Differing waste practices in countries of origin e.g. some residents may not have experienced 
recycling.  

Zero Waste Scotland have produced guidance documents on hard to reach and hard to engage 
groups: 

• Engaging people with learning disabilities in recycling and waste prevention activities. 

• Local authority tenemental communications support. 

• Recycling messages to the Chinese and Muslim communities. 

These are available for download on the Zero Waste Partners website 

5.5 Review lifestyle characteristics  

It is important to understand the impact which lifestyles, life-stages or cultural issues in your local 
authority may have on the recycling service and how it is communicated. There may be particular 
opportunities or barriers that are specific to different groups and your communications should aim to 
overcome or avoid them. Different areas within your authority may have different characteristics and 
need different approaches to both system design and communications. 

Summarise the information you have on the lifestyles of residents in your target areas e.g.: 

• Socio-economic status e.g. where do residents’ shop and what do they buy? This may affect where 
you can effectively get your message across to them. Are houses large enough to store the 
proposed mix of recycling containers easily? This will affect choices about communications 
messages. 

• Population turnover/transience e.g. are residents’ students, migrant groups or travellers? Even in 
relatively stable districts, the population turnover can be 15%. This can affect the frequency of 
communications needed. 

• Any other characteristics as necessary. 
 

Summarise the information you have on the life stages of residents in your target area: 
 

• Young people e.g. often transient, have other priorities and relatively low incomes. 

• Young families with pre-school age children e.g. may have other priorities but may be open to 
recycling messages. 

• Families with children at school e.g. may have other priorities but they are often involved in 
community activities. 

• Middle aged e.g. more settled, may be active in the community. 

• Elderly e.g. may have access issues and require assisted collections, may also be active in the 
community. 

• Any others as necessary. 

Keep this summary to hand when you consider your communications messages and communication 

methods. 

https://www.zerowastepartners.org.uk/
https://www.zerowastepartners.org.uk/
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CASE STUDY: Demonstrate how to target specific audiences and the success 

of this  

Aberdeen City Council focused on a communications strategy to engage, enable and 

encourage members of the Polish community to use the recently-introduced food waste 

recycling services for flats.  

This project focused on engaging members of the Polish community in recycling food waste using the 

service provided by Aberdeen City Council. It also aimed to engage members of the Polish community 

who do not have English as their first language to access food waste recycling information. The 

Polish-specific outreach programme included community representatives, organisations and 

businesses within the City of Aberdeen. 

It was supported by Zero Waste Scotland’s Consumer Behaviour Innovation Fund. 

 The project  had the following objectives: 

• A communication strategy to encourage the Polish community to recycle food waste. 

• Adapted food waste templates relevant to the Polish community. 

• Polish-specific outreach programme which included specific community representatives, 
organisations and businesses within the City of Aberdeen. 

• Dissemination of findings to Zero Waste Scotland. 
 

Communication materials and dissemination methods were informed by: 

1. A desk research phase. 
2. Information-gathering sessions with key Polish representatives living in Aberdeen (seven 

interviews). 
3. Two focus groups to test materials with Polish nationals living in Aberdeen. 
4. Final review sessions with key Polish representatives living in Aberdeen (five interviews). 

 

The key outputs from the research phase identified: 

• An adapted version of Aberdeen City Council’s current food waste recycling leaflet, available in 
both Polish and English, was needed. 

• Campaign promote food waste recycling within the Polish Community should be disseminated via 
leaflets distributed via Polish community organisations, Polish businesses, and Polish support 
organisations. 

A Polish interpreter and translator were used to facilitate engagement with Polish organisations and 
businesses, as well as directly engaging with individual members of the Polish community 
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6 Branding and Messaging – Developing Communications 

Having identified your target audiences and their needs you need to 
develop your brand and message. This section will help you develop your 
communications brand and its identity, the tone of voice for your 
communications and explains how to link to the national Recycle for 
Scotland campaign brand to get the most out of it. It uses some of the most 
recent research into people’s barriers to recycling and looks at the 
implications for messaging. 

Branding encompasses concepts such as identity, personality, promise and 
visual identity: 

• Identity is the outward expression (name and visual appearance) of a company or campaign. 

• Personality is the assignment of human personality traits e.g. seriousness, warmth, or imagination), 
to a brand. 

• The promise is the experience consumers should expect from all interactions with the brand e.g. 
your recycling collection services. 

• The visual identity is the overall look and feel of the brand – the images used, the style and design. 

Brands and identities are easy to produce but can be hard to get right. Developing the right brand for 
recycling communications is something in which a great deal of time, research and effort has been 
invested in order to get right and the Recycle Now brand and its Scottish equivalent – Recycle for 
Scotland - enjoy high levels of public recognition throughout the UK. 

 

Your communications should adopt the national Recycle for Scotland brand, localised to your area as 
there are a number of benefits: 

• Industry research shows that local communications benefit from association with national 
campaigns and messages, through greater awareness and increased impact. 

• The campaign logo (brand marque) and iconography is in widespread use by all Scottish local 
authorities and is being used by an increasing numbers of organisations throughout Scotland to 
communicate recycling messages. 

• The campaign has an extensive range of resources designed to help local authority recycling 
campaigns. 

• The brand and its activities are extensively tested and evaluated. 

You can review the Recycle for Scotland branding guidance and toolkits with downloadable templates 
on the Zero Waste Partners website Some examples of the Recycle for Scotland brand in use by local 
authorities are shown below: 

https://www.zerowastescotland.org.uk/partners
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6.1 Visual identity 

Use a graphic designer (in-house or external design studio/agency) to develop initial design ideas and 

ways to incorporate the Recycle for Scotland branding along with your own corporate branding if 

necessary. Ideally, you should test your designs and messages using focus groups (or as a minimum 

circulate to non-waste members of staff and call centre staff) to ensure they will be effective.  

Agreeing a sign off process for all design artwork is a critical part of the communications planning 

process to ensure communications are delivered on time and within budget.  Make sure you identify 

who needs to be involved in this process from the outset and document it within the communications 

plan.  

And finally, once selected, your brand must be applied consistently across all your communications 
activities. Example of a local authority visual identity applied across a range of materials: 

 

 

 

 

 

In this example, Edinburgh produced a range of 

materials including vehicle livery and leaflets to 

promote food waste recycling to lapsed users. 

They used templates from the Recycle for 

Scotland toolkits to help them achieve an 

impactful campaign.  

There are numerous toolkits available on the Zero Waste Partners website, containing advice and 

downloadable templates for the following service areas:   

Zero Waste Scotland Toolkits 

• Service change communications 

• Food waste 

• Plastics 

• Contamination 

• Disruption to recycling services 

• Reduced frequency collections 

• Recycling on the go 

• Glass recycling collections 

• Food waste for lapsed users 

• RfS Annual campaigns 

• Guidance on terminology  

• HWRC signage 

 

All the templates have been designed to be compliant with the Recycle for Scotland design guidelines 
and tested with groups of householders.  

There are also several specific guidance documents and a range of online information designed to help 
you develop your Recycle for Scotland brand identity and communications materials including: 

https://www.zerowastepartners.org.uk/
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• Design guidelines for local authorities, which aims to raise awareness and understanding of the 
design process needed when developing recycling promotions. 

• Indicative costs guide, which aims to help you estimate the cost of communications activities. 

• Printing processes explained, which seeks to raise awareness and understanding of print processes 
in common use and how they work. 

• Collection calendar guidance which gives advice on developing artwork for collection calendars. 

These are also available for download on the Zero Waste Partners website 

6.2 Tone of voice 

Tone of voice enables a brand to convey its values or qualities through the language it uses. A 
brand's tone of voice – what it says and how it says is very important. Research shows that the right 
tone of voice is critical to the success of recycling communications. 

You need to communicate with people in ways that do not irritate or annoy them. Be careful of text 
that may unwittingly cause offence – the wrong word, phrase or tone could alienate sections of the 
population. Recycle for Scotland is designed to engage consumers with clear messages in a 
positive, warm and friendly tone of voice. Consult the Recycle for Scotland Brand Guidelines for 
further information about brand values and brand essence to guide your communications. Also, 
refer to the ten basic principles of design and the checklist contained in Design Guidance for Local 
Authorities, this will help you review any artwork you have developed. 

Once your brand and tone of voice is decided you can begin to develop your communication 
message/s. 

6.3 Type of message 

Your messages must be designed to engage, inform, educate, motivate and even inspire your target 
audiences. Depending on what your objectives are, your message needs to: 

• Be personal. 

• Be simple, clear and consistent. 

• Address the barriers of your target audience. 

• Focus on a single action or an issue and how to overcome it. 

• You need a clear ‘call to action’ - a clear statement urging people to do something. 

Different audiences may need different messages and you may need to develop separate specific 
messages to engage specific target audiences. What works for a high recycler may not necessarily 
work on a low/non-recycler, for example: a high recycler may be motivated to greater recycling efforts 
by information on environmental benefits whereas a low/non-recycler may only just respond to the fact 
that recycling is convenient and easy. 

Don’t overload people by trying to communicate too much – people are easily distracted or put off.. It 
is better to focus on a single message and repeat it than try to communicate too much in one 
go. Your messages need to be developed with a range of communication channels in mind. How will it 
work, for example on a leaflet, in an advert, on an exhibition display, on the radio or on the side of a 
collection vehicle? 

Test your messages on your target audience, ideally through focus groups or with non-waste council 
staff and obtain approval from senior managers and/or elected members as required before 
proceeding too far with detailed design work. Make sure you have a clear and quick decision-making 
process for approving designs and messages. 

file:///C:/Users/claire.chu/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/8ASA97FC/•Design%20guidelines%20for%20local%20authorities,%20which%20aims%20to%20raise%20awareness%20and%20understanding%20of%20the%20design%20process%20needed%20when%20developing%20recycling%20promotions.%20%20•Indicative%20costs%20guide,%20which%20aims%20to%20help%20you%20estimate%20the%20cost%20of%20communications%20activities.%20%20•Printing%20processes%20explained,%20which%20seeks%20to%20raise%20awareness%20and%20understanding%20of%20print%20processes%20in%20common%20use%20and%20how%20they%20work.%20%20•Collection%20calendar%20guidance%20which%20gives%20advice%20on%20developing%20artwork%20for%20collection%20calendars%20%20%20%20These%20are%20also%20available%20for%20download%20on%20the%20Zero%20Waste%20Partners%20website


 
 

Improving Communications Through Effective Communications 
 

 

23 

7 Strategic Approach and Communication Methods 

The next stage in the communications planning cycle is to agree the overall 
strategic approach and communication methods most appropriate to 
achieving your aim and objectives. This section helps you look at your 
overall approach, the issues to consider in different operational situations 
and how to choose the most appropriate mix of communication methods.  

This section takes you through this process and looks at the types of 
communication methods and how to use them to use to support services in 
different situations and target different audiences. 

7.1 Overall approach 

The first step is to use the information from your background research, knowledge of your key 
target audiences and your likely budget, you need to decide which mix of communication methods 
will be the most effective to reach your target audiences. Key questions to ask yourself are: 

• Do I need to reach everyone across the whole local authority area (broad brush communications)? 

• Do I need to target particular audiences or people in particular areas (targeted communications)? 

• What type of information do I need to communicate (simple or detailed)? 

Use your answers to help you decide on your strategy and select the most appropriate communication 
methods: 

Communication 

methods 

Examples Broad brush/targeted 

Advertising Radio, press, TV, outdoor, mobile, 

online etc 

Mainly broad brush though can be 

targeted if used carefully 

PR Media relations via radio, press, 
TV and online 

Mainly broad brush for local authority 
recycling communications though 
sometimes specific areas can be 
targeted e.g. via local weekly 
newspapers 

Direct marketing  

techniques 

Door–to–door canvassing, leaflet/ 

information distribution (e.g. door-
to-door), exhibitions and events 

Targeted 

Community engagement Building on-going permanent 
relationships with local 
communities 

Targeted 

Online Council website Broad brush (but capable of 
communicating detailed information) 

Internal communications  Internal communications with 
council staff 

Targeted 
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Depending on your situation, your communications may need to do one or more of the following: 

• Create and maintain awareness. 

• Build interest and anticipation. 

• Provide practical information. 

• Address people’s barriers. 

• Create behavioural change. 

• Keep people engaged and participating over time. 

You should focus on whichever of the above is the priority for your communications and develop an 
integrated plan whereby different communication methods and activities target different audiences in 
different ways. For example, radio advertising is good at creating and maintaining awareness or 
building interest and anticipation in a current or new scheme whereas leaflets targeting people in a low 
performing area, provide practical information that can address their barriers. Your plan and the 
communication methods you use should not attempt to cover everything all the time. 

Some communication methods are better at reaching people across a wide area (broad-brush 
methods), whilst others are more effective if used in a targeted way in small, discreet areas (targeted 
methods). Some are effective at both. For example: 

• TV is good for targeting people across an entire region with the same message. 

• Radio, depending on its coverage, is better to target people in smaller areas, say a single local 
authority area (although broadcast areas may overlap with other local authorities) 

• Social media is an excellent way to target specific groups of people it can be based on 
demographics and specific behaviours. 

• Local weekly newspapers may target people in particular areas of a local authority. 

• Door-to-door canvassing is effective if used in a targeted way in relatively small areas e.g particular 
housing estates. 

• Signage at recycling sites will only target people visiting that site. 

Your choice of communication methods also depends on what type of information you want to give to 
people: 

• Advertising is good for short, simple messages e.g. awareness raising and a simple call to action. 

• PR in your local press can be effective at communicating both simple and complicated information 
e.g. launching a new service or explaining to people what happens to their recycling. 

• Leaflets and calendars delivered to every household and the council website can deliver detailed 
information. 

• Door-to-door canvassers and call centre staff can give detailed, tailored information to individual 
people. 

You should design your strategy to use a number of communications methods because no single 
method will be as effective in isolation and each one has advantages and disadvantages in different 
situations. 

Also, you should develop an integrated strategy with a range of communication methods targeting a 
number of target audiences in different ways over time. This type of approach will help to maximise the 
chances of hitting your target audiences and increase the impact of your communications. 

7.2 Methods to reach audiences 

As well as selecting your communication methods and activities on the basis of how they can support 
your services, your selection also needs to take account of your target audiences as different 
communication methods are more/less effective with different audiences. The methods you select 
must: 

• Be able to reach the desired target audiences. 

• Address any barriers they may have. 

• Present the information in a way that they will respond to. 
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Research by WRAP suggests that not only do different audience groups have different barriers 
to recycling but that they are more receptive to specific recycling messages using different 
communication methods. Refer to WRAP’s barriers research which contains more detailed 
information. It can be accessed online at: Zero Waste Partners website   

When you have decided which communication methods to use, you should look at how they fit 
together and assess whether they will reach all your target audiences. Use a simple matrix to map 
your communication methods against your target audiences to ensure: 

• You haven’t missed any key groups. 

• All your target audiences are targeted using a number of methods. 

• The communication methods you have chosen to complement each other. 

Checking that your selected communication methods are a good fit with your target audiences and 
your objectives should help you to decide about the appropriate mix of communication methods and 
activities you want to use to get the right messages to the right groups in the right ways. 

7.3 Impacts of each method 

Each communication method has different strengths and weaknesses, and their impact will vary 
depending on how they are used. It is essential to use the most appropriate mix of communication 
methods based on your target audience, objectives and budget and to consider the impact, influence 
and targeting of the communications method or activity. 

7.3.1 External impacts 

To assess the likely impact on your target audience and to decide whether a particular communication 
method is right for your strategy you should assess it against the following attributes: 

• Impact - the degree to which the communication will be noticed by the person receiving it. 

• Influence - the extent to which the technique will influence the recycling behaviour of the people 
receiving it. 

• Targeting - the precision with which the technique can be used to reach a very specific audience or 

group.  
 

These attributes can be applied to different communication methods and activities, for example: 
 

• TV advertising is high impact, but it is also very indiscriminate, so its targeting ability is low. This 
means its cost effectiveness for local campaigns is relatively low and should be given a low priority. 

• Leaflets delivered door-to-door are similar to TV in terms of their ability to influence people. 
However, they can be highly targeted and effective and can be very cost effective so they should be 
given a high priority. 

• Social media can have both a high and low impact, is targeted and low cost. Its impact depends on 
the content and engagement levels. People liking and sharing content is critical and helps build 
relationships with your brand. Monitoring social media is essential to improve engagement as you 
can determine what works best with your audience. 

 

 

 

 

 

 

 

https://www.zerowastepartners.org.uk/
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CASE STUDY:  Demonstrate an effective communications strategy  

Falkirk Council created a communications campaign to inform users about the introduction of 
a new kerbside bin and changed use of an existing recycling provision.   

As part of a service change to start collecting dry mixed 
recycling in two separate containers, Falkirk Council rolled out 
a new burgundy bin recycling service to approximately 72,000 
households in summer 2019. The council developed an 
effective integrated communication campaign which 
targeted all households aiming to engage, enable 
and encourage householders to participate in the new service. 

 External-facing communications methods included:  

• Website updates (including delivery details 
overall guidance and FAQs around service changes).   

• Social media posts focusing on:   
o Falkirk Council’s waste and recycling service is 

changing – how to use the new collection service.   
o Reminder of collection days.   
o Recycling is easy in Falkirk – motivation around what 

you can do to recycle more of your rubbish.   
o What can be recycled.   
o Environmental and financial benefits of embracing the new service and recycling more.   
o Using new collection service will contribute towards a substantial improvement in the 

council’s recycling performance and reduce the waste sent to landfill, supporting Scotland’s 
waste reduction targets.   

o Promoting recycling to residents, motivating and enthusing them to take responsibility for 
managing their waste and increasing the sustainability of collections.   

o Addressing and highlighting any concerns, issues or success.  

• Printed communications delivered directly to householders by contracted delivery team 
officers on blue bin collection days. Information leaflets delivered by hand through individual 
letter boxes and A5 bin stickers placed onlid of emptied blue recycling bin, to show bins are now 
only be used for plastics, metals and cartons. Materials also included bin tags 
(hangers), collection calendars and householder service guides.   

• Awareness of the service change raised in council magazines such as 
quarterly tenants' magazine, publications, website copy, social-media marketing opportunities 
and electronic notice boards.   

• Vehicle signage    

• Local press and community newsletters .   

• Local information sessions for householders’ housing associations and private landlords.   
 

Additional internal communications comprising: 

• Engagement with councillors and community councils.   

• Staff training, ensuring all council staff were fully appraised of the detail of the service change and 
had the opportunity to ask questions relevant to their role. These sessions covered colleagues 
in waste strategy, collections, disposal, administration and those in the corporate customer service 
contact centre.    

• Collection crew briefings to ensure buy-in from frontline staff. Crew briefings covered service 
schedules, health and safety procedures, contamination issues, relevant legislation and on how 
to answer queries from the public.    
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7.3.2 Internal impacts 

As well as the effects on your target audience you should consider the potential impact on the local 
authority if your communications succeed – will your services and resources be able to cope? You 
should consider the following issues and ensure sufficient resources are in place to cope with any 
extra demands created by your communications. 

Potential Internal Impact Possible Solution 

• Ability of collection teams to cope with the 
additional material being collected 

• Rearrange rounds to take account of 
increased time collecting/emptying containers 

• Capacity of containers and vehicles with the 
additional material being collected 

• Assess containers and vehicles to ensure  
they have enough capacity 

• Ensure additional containers can be provided 
if required 

• The ability of front-line staff to deal politely 
and efficiently with questions 
from householders or HWRC users 

• Train staff 

• Extra requests for help and support 
from householders e.g. assisted 
collections 

• Identify level of potential demand (use 
demographic information) and plan how to 
respond 

• Capacity and collection frequency of 
bring banks and ability of HWRCs to 
deal with increased numbers of users 

• Review size of banks and collection 
frequencies to see if any changes might 
be required 

• Extra requests for bulky waste 
collections 

• Review system for responding to 
enquires to maintain adequate response 
times and plan to have extra resources 
on hand if required 

• Additional enquiries to call centres • Train staff to deal with enquiries quickly 
and efficiently and arrange for additional 
staff to be available to deal with likely 
peak demand periods e.g. around the 
launch of a new service –perhaps 
throughout-sourcing or sharing with a 
neighbouring authority 

• Householders visit website to obtain 
further information 

• Update information 

• Check system can cope with increased 
web traffic 

 

7.3.3 Crisis planning 

Have you considered what to do if something goes wrong? You should have a detailed emergency 
plan, a crisis PR plan and a trained media spokesperson to deal with media enquiries and give 
interviews. 
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7.4 Behaviour change models 

There are a range of best practice behaviour change models including ISM, Mindspace and the EAST 
framework to define interventions for changing behaviour.  The EAST framework which was developed 
by the Behavioural Insights Team (UK Government) in 2012. It works on the premise that if a 
behaviour needs to be encouraged it should be made Easy, Attractive, Social and Timely (EAST). 

This is the easiest model to apply to recycling behaviour change. Consider applying it as you develop 
your communications. 

• Easy – make services easy to participate 
with, make messaging and information clear 
and concise. 

• Attractive – create well designed and 
professional communications, use of 
incentives to engage people e.g., free food 
waste liners.  

• Social – we care about what others do, most 
people in Scotland recycle, encourage people 
to make a commitment to recycling. 

• Timely – prompting or nudging someone at 
the right time e.g. collection day. 

 

7.5 Distribution methods 

There are a variety of ways to distribute communications material and information to target audiences 
including: 

• Addressed mail using Royal Mail where precise targeting is required for collection day changes, 
distribution of calendars, etc. 

• Door-to-door distribution (door-drops) of leaflets/calendars/service information packs by crews, 
canvassers, specialist distribution companies or the Royal Mail. 

• Pick-ups – from libraries, council offices, community centres, leisure centres and other public 
buildings. 

• Posters in libraries, council offices, community and leisure centres, doctors’ surgeries, community 
notice boards etc. 

Each method has its advantages and disadvantages and the final decision over which method(s) to 
use is usually determined by a combination of factors: 

• Effectiveness - will it reach the target audience? 

• Ease - will it be simple, complicated or time-consuming to organise? 

• Timescales - how quick/slow will it be? What are the lead times? Will it work in the timescale I need 
it? 

• Reliability - how reliable is this method? Can I guarantee people will see/read my message? 

• Cost - how cheap/expensive is it? Does it represent good value for money? 

There are a number of expert briefings available for download from the Zero Waste Partners website 
to help develop an effective communications strategy, these include: 

• Becoming an Expert No14: Communications strategy 

• Becoming an Expert No15: Engaging culturally diverse communities in recycling 

• Becoming an Expert No16: How communications can support operational activity 

https://www.zerowastepartners.org.uk/
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8 Communication Activities 

Your communication methods cover a wide range of individual activities and 
once you have decided on your overall strategic approach and selected the 
mix of communication methods to use, you need to look in detail at the 
communication activities you need to deliver your communication 
objectives. 

You should begin by looking at which communication activities to use as 
part of the mix of communication methods you have selected – a list of 
potential activities is outlined below. Next, you need to set individual aims 
and objectives for each activity and decide how to monitor and evaluate 

them. This will enable you to identify which activities perform well, which perform less well and to 
report on your successes. 

Communication methods Communication activities 

Advertising • External advertising – 
billboards, adshels, bus, train 
and tube 

• Internal advertising – bus, 
tube 

• TV and radio advertising 

• Online advertising 

• Press advertising 

• Free poster sites 

• Branding of collection 
receptacles 

• Information stickers for 
collection receptacles 

• Livery of collection 
vehicles 

• Signage at drop off sites 

• Signage on bring banks 

• Signage on recycling and 
waste collection 
containers 

PR • Briefing local media (TV, 
radio, press and online 
media) 

• Launch event(s) 

• Press packs and press 
briefings 

• Council newsletters 

Direct marketing techniques • Leaflets and service calendars 
(collection information) 

• Contamination cards 

• Door-to-door canvassing 

Community engagement • Building on-going permanent 
relationships with local 
communities and community 
groups 

• Events, roadshows and 
drop-in days 

Online • Council website 

• Social media platforms 

• Email and E-zines 

Internal communications • Intranet 

• Staff magazine 

• Briefings 

• Crew and staff training 
packs 

 

Like your communication methods, your activities need to be selected using the following criteria: 

• Appropriate to your strategy and your chosen communication methods. 

• Support the achievement of your overall aim and objectives. 

• Appropriate for the services you are promoting. 

• Best fit for the type of message and audience. 

• Can be managed successfully with your available resources. 
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• Can be delivered within your anticipated budget – e.g. using a mix of ‘high cost’ and ‘low cost’ 
activities and ‘free’ media (such as posters in council/public buildings) wherever possible. 

Again, you should use a number of activities for each communications method because no single 
method will be effective on its own and each activity (like their corresponding methods) has its 
advantages and disadvantages in different situations. Also, you should develop an integrated strategy 
with a range of communication activities and methods which overlap with each other. This will 
maximise the chances of hitting your target audiences by delivering your messages via a number of 
different methods over a period of time and increase the overall impact of your communications. 

Expert briefings 19,20,21 and 22 show in detail how to identify the most appropriate campaign 

activities, included guidance on the use of social media. This guidance can be downloaded from the 

Zero Waste Partners website 

8.1 Individual aims and activities  

For each communication activity it may be helpful to identify aim and individual objectives against 
which progress, and achievements can be monitored and evaluated. Your aim and objectives for each 
activity need to link back to and support your overall aim and objectives. If they do not, you should 
question the value of a particular activity. This approach will help you to be clear about the purpose of 
each activity and see how it fits into your overall plan. 

8.2 Communication tactics (tasks) 

Next, you need to look in detail at the individual tactics, or tasks, that make up each activity. You 
should list all your communication activities and break down the individual tasks each one needs in 
order to be developed and delivered successfully, for example: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A brief description of the activity, for example the design print and mail out of an 
instruction leaflet for a service change. 
 

• Develop content and design an eight-page leaflet, including amends and sign off 

• Design envelope overprint and sign off 
 
Note:  sign off - ensure you provide sufficient time for this. This can take an 
unexpectedly long period of time! Always agree and include a sign off process and 
include individual responsibilities. 
 

• Print 67,000 leaflets (including spares) and deliver to mailing house 

• Provide mailing house with address database 

• Mailing house to arrange envelope print, stuff leaflets, address envelopes and 
mail out 

 
Note: If you chose to add measuring and monitoring mechanisms to see if you have 
achieved the activity. 
 

• Were the leaflets delivered to all households by 31st March 2021? 
 

 

https://www.zerowastescotland.org.uk/partners
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CASE STUDY: How to develop campaign activities 
 

In tandem with changes to its waste collection service and introducing kerbside recycling 
across the mainland and islands, Shetland Islands Council (SIC) implemented 
communications and engagement activities in a multi-phased approach.  
  
From 2017 to 2018, Shetland Islands Council carried out a comprehensive community engagement 
and communication strategy to support the introduction of the new charter compliant recycling 
service. This occurred over two phases with an initial roll out to two island communities followed later 
with a larger scale campaign covering the rest of the SIC area.  

  
Community Engagement Approach  

 
A key first-phase activity was community 
engagement. Two Community Engagement officers 
knocked on every domestic property in Muckle Roe and 
Brae to provide a brief overview of the recycling service, 
including:  
 

• A description of the new wheeled bins.  

• What materials could and could not be recycled.  

• The collection frequency. 

• Options for securing bins. 

• Recording and addressing any concerns that were 
raised.  

  
In total, 380 doors were knocked across Muckle Roe 
(50) and Brae (330). Overall, the response rate 
recorded was high with 42% (158) of all households 
engaged; within Muckle Roe and Brae, 48% (24) and 
41% (134) of residents respectively were engaged. The 
majority (70%) were positive about the new service and 
had no concerns.  Second visits by the Waste and 
Recycling Team were carried out to provide further 
information and assurances to 23 residents (just under 
half (48%) of those residents with concerns;14% overall).  

  

The findings from the community engagement exercise helped: 
• Inform the development of the communication materials to ensure that key concerns are 

proactively addressed, and communications included key areas of information, support and 
advice for residents to confidently use the new recycling service.  

• Develop practical operational solutions for both residents and local crews which address the 
concerns identified such as bin tethering, storage and collection locations.  

  
Further activities which took place over the phase one and phase two communication 
campaign included introductory letters, a leaflet detailing how to use the service correctly, collection 
information and helpful guidance on bin tethering and set out. Further community engagement 
activities also took place including school visits, stands at areas of high footfall, and attendance at 
community council meetings.   
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8.3 Must have, business as usual and nice to have activities 

Communications methods can be grouped in your communications plan, for the roll out of a major 
service consider the following: 

Must have communications:  

• Introduction leaflet. 

• Instruction leaflet. 

• Collection calendar. 

• Container labelling. 

• Corrective tags and stickers. 

• Crew cards. 
 

You cannot do without these and your roll out would fail if you did not have them! 

Business as usual communications: 

• Website. 

• PR. 

• Social media. 

• Crew training. 

• Council magazine. 

• Councillor briefings. 

• Internal newsletters or emails. 

These are ‘every day’ communications activities that are literally being done every day. The website is 
always available, social media is always alive, briefings and internal training are always scheduled. 
You need to make use of these in your communications mix. They are also generally free. 

Nice to have activities:  

• Outdoor advertising. 

• Press advertising. 

• Roadshows. 

• Videos. 

• vehicle livery. 

If budgets allow, they are nice to have, if budgets are cut, they will be the first to go. Do they show 
value for money, do they demonstrate an increase in understanding or action on the part of the 
householder? Be careful why you chose them even if you have the budget; be aware which  will give 
you the biggest reach and impact. 

Pre-launch, launch and post launch 

Similarly, methods can be grouped into phases to support the roll out of a major service change. 
Consider the following to help you with scheduling, all of these should be supported with business-as-
usual activities: 

• Phase 1, Pre-launch awareness raising activities, introduction leaflet, outdoor and press 
advertising, etc. 

• Phase 2, Launch activities - instruction leaflet, collection calendar, container labelling, corrective 
tags and stickers, crew cards. 

• Phase 3, Post launch - thank you communication to householders e.g. online, direct mail, PR, etc. 
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8.4 Monitoring and evaluation mechanisms 

Each activity should have its own monitoring and evaluation system, so you know whether it was 
carried out effectively. For example, the monitoring and evaluation for an event, like a roadshow, could 
comprise: 

• The number of events organised. 

• The number of people attending the event. 

• The number of people spoken to. 

• The amount of information taken away. 

• A survey of attendees (all or a sample) to obtain information on attitudes towards, understanding of 
and opinions about the event and recycling locally (impact). 

For more information on monitoring and evaluation see Section 10 of this document. 
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9 Planning Your Activities – Scheduling and Costs 

This section looks at the process of putting your ideas into a coherent 
implementation plan and provides you with a mechanism to ensure that 
all activities are completed on time and within budget. 

First, you need to ensure your communications plan dovetails with any 
operational activity that is planned - such as the launch of new collections. 
Then the plan needs to take account of any national activities with which 
your communications could link in order to generate increase media and 
public interest. Once all these key dates have been timetabled you can 
schedule all your communication activities. At the same time you need to 
obtain costings for all the communications activities and materials in order 
to develop your budget. 

The length of your plan will depend on how far into the future you need to plan and how far you can 
accurately forecast your budget levels and make reasonable planning decisions. In most cases the 
best approach is to plan and review communication activities over a 12-month cycle although 
occasionally, for short campaigns, your plan may only need to cover a few months. It is a good idea 
though to have an overall strategy that covers 2-3 years, though you do not need have prepared 
detailed plans for that length of time. Finally, you should consider the level of detail for different 
people: 

• A simple overview of main activities, timescales, deliverables and outcomes for managers and key 
stakeholders. 

• A more detailed version which you and your team will use on a day-to-day basis. 

In terms of the format for your plan, a simple Gantt chart produced in Excel will be sufficient. 
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9.1 Link with service provision 

Start your communications plan by looking at your service targets and operational activity. List the key 
milestones and deadlines: 

• Operational/service performance targets. 

• Operational activities and initiatives designed to achieve your service targets e.g. launching a new 
service. 

• Changing collection times/frequencies. 

It may be useful to show key operational activities that will affect your communications activities within 
the same plan to provide a focus for key deadlines. Operational actions could be shown in your plan 
alongside communications activity by displaying it in a different colour, for instance. 

9.2 Link with national events 

Identify key national dates or events that you can use to base activities around or generate positive 
local PR. Key international, national awareness days and events include: 

• Compost Awareness Week. 

• Earth Day. 

• World Environment Day. 

• European Week for Waste Reduction 

• Scottish Food Fortnight 

• Recycle Week. 

• The Clean Up the World Weekend. 

• St. Andrew’s Day. 

• Rabbie Burns’ Day. 

National events can be used effectively by local campaigns and have a number of benefits: 

• There may be general public awareness about the national event as a result of national media 
coverage. 

• Any event you organise locally in support is likely to attract more interest from the public. 

• A local event may attract the interest of your local media looking for a local angle or story about a 
national event. 

9.3 Schedule campaign activities 

When you have identified all the key dates, deadlines and milestones you need to plot them onto a 
Gantt chart, planning each activity and breaking it down into its individual tasks. Look at when each 
activity needs to be completed and allow time for all the tasks required to organise each one. Other 
key points to consider: 

• Allow time for funding or sponsorship applications and build in campaign meetings as required. 

• When scheduling activities, remember to allow for holiday dates e.g. staff, public and school 
holidays. 

• Booking advertising space e.g. billboards may need to be done well in advance to get the best 
spaces and deals. 

• Allow sufficient time for design, sign off, print and distribution of all printed material. 

• Leaflet distributions may need to be ready a long time in advance – as much as a couple of months 
for Royal Mail. You need to list your entire communications programme and schedule all your 
activities and tasks. Include everything. 

9.4 Outline indicative costs 

You should make some initial budget decisions quite early on based on indications of the size of any 
budget you are likely to have. As a rule of thumb and based on the experience of a large number of 
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UK local authorities, effective communications cost a minimum of £1.00 per household for ongoing 
communications. This will vary depending on local circumstances, for example the figure for smaller 
LAs could be greater as core costs for activities like monitoring will absorb a greater proportion of 
funding. Also, if you are launching a brand-new service, you may need to spend more in order to 
ensure you do so successfully – up to £1.50 per household. 

Work to an initial target budget somewhere between £0.50  - £1.50 per household. Prioritise your 
activities into ‘must have’ and ‘nice to have’ activities and fully cost all your ‘must have’ activities first. 
Is the budget figure you obtain higher or lower than your target budget? 

• If lower, prioritise and start costing your ‘nice to have’ activities until you reach your target budget. 

• If higher you need to investigate what scope, there is for finding some extra budget or economise by 
prioritising your ‘must have’ activities. Rule some out or find more economical ways of delivering 
them: 

o Reduce the scale of activities e.g. five events instead of ten, or two weeks advertising 
instead of four. 

o Investigate cost efficiencies for some activities by working in partnership with neighbouring 
authorities. 

o If your activities straddle a financial year, see what activities you can push back or pull 
forwards. 

If you have to economise you should also be wary of making some activities so small that they may 
not have any impact at all. It might be better not doing them and reallocating that proportion of the 
budget to other activities that have a greater chance of achieving your objectives. 

Remember, if you have to cut down, you may need to revise your aims and objectives down as well as 
you may not be able to reach your original targets with a reduced budget. If it looks unlikely, use this 
information to make a stronger case for additional budget or seek agreement to a less ambitious 
target. 

Zero Waste Scotland has produced an Indicative Cost Guide that aims to help with costing 
communications activities and should help you develop initial budgets and obtain value for money; this 
can be downloaded from the Zero Waste Partners website 

9.5 Include contingencies 

Your plan will need to allow for contingencies and the unexpected: 

• Time - you should build in time ‘slippage’ for unexpected delays such as staff illness or key staff 
leaving, decision-making delays or stoppages, having to re-do work etc. 

• Emergencies - you should draw up an emergency plan and a crisis PR plan in case, for example: 
any controversy arises related to your new services or facilities or there is an accident involving a 
collection vehicle. 

• Staff – some communications activities may require additional staff support. You should plan the 
time and budget to secure and train temporary staff if necessary. 

• Re-programming - plan to be able to respond to budget changes in either direction so that you know 
how to maintain the best value for money and achieve your objectives. 

• Budget – you should allow for unexpected costs or cost over-runs with a contingency budget of 
between 5%-10%. 

Communications sometimes end up costing more than expected if activities and materials are 

changed a lot, especially at the last minute. Practical ways to avoid this are by having a clearly agreed 

plan at an early stage, clear decision- making lines and by completing approvals on messaging and 

copy before the design stage. 

For detailed advice on scheduling and costing refer to expert briefings No23 and No24 which can be 

downloaded from the Zero Waste Scotland website 

 

 

https://www.zerowastepartners.org.uk/
https://www.zerowastepartners.org.uk/
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10 Monitoring and Evaluation – Evaluate Effectiveness 

Monitoring and evaluation is part of a continuous process of learning and improvement that enables 
you to assess the performance of your communications against your aim 
and objectives. Effective monitoring and evaluation will help you: 

• Know whether your communications have achieved or exceeded their 
aim and objectives. 

• Identify which activities worked well and which didn’t; how they might be 
improved or whether they should be substituted for other activities. 

• Justify the expenditure on communications to senior managers and 
elected members. 

• Develop better communications in the future by refining and 
improving activities, focusing spending more effectively and achieving better 

results. 

The continuous improvement loop: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

You need to be thinking about your monitoring and evaluation techniques right from the start of 
the communications planning process: 

• If you undertake any pre-campaign research when you assess your current situation, consider 
whether it could be repeated to form part of your post-campaign evaluation. 

• You should ensure your monitoring and evaluation measure impacts which directly link back to the 
attainment of overall recycling and waste management service targets e.g. increasing your recycling 
rate. Elements like operational performance, should be monitored and evaluated on a continual 
basis. 

• If you are measuring changes in awareness, attitudes and behaviour you need to undertake pre- 
and post-campaign monitoring to evaluate changes. 

You will also need to decide who is responsible for undertaking the monitoring and evaluation 
activities and how much they will cost. This last point depends on whether they will be managed in-
house or contracted out to specialists, or a combination of the two. 
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For detailed information about target setting and monitoring and evaluating your communications see 

Improving the Performance of Waste Diversion Schemes – A Good Practice Guide to Monitoring and 

Evaluation. This comprehensive guidance document gives detailed step-by-step guidance on a range 

of monitoring techniques for waste operations and communications and can be downloaded from the 

Zero Waste Scotland website 

Zero Waste Scotland can also offer technical support and guidance with respect to monitoring and 

evaluation. For further information contact us through the Zero Waste Scotland website 

10.1 Examples of monitoring and evaluation  

Determine whether the overall aim and objectives have been achieved. Assess the impact of the 

communication activities. For example: 

• Waste and recycling tonnages (pre and post campaign). 

• Set out/participation rates (pre and post campaign). 

• Capture rates (pre and post campaign). 

• Contamination rates (pre and post campaign). 

• Requests for additional containers. 

• Were the communications material produced and delivered on time. 

• Campaign reach and impact e.g. opportunities to see/hear, website and social media analytics. 

• Call centre logs, customer satisfaction surveys and feedback. 

• Press coverage. 

• Review monitoring information to determine future communication activities. 

10.2 Review impact of campaign activities 

When you evaluate the monitoring information you have gathered you should review the impact of 
your communications by answering the following questions: 

Did you achieve your overall aims and 
objectives? 

Refer to the overall aims and objectives you set and 
check the corresponding monitoring and evaluation 
information you have gathered. 
 

Did you achieve the aims and 
objectives for your individual 
communication activities? 

Refer to the aims and objectives you set for your 
individual communication activities and check the 
corresponding monitoring and evaluation information 
you have gathered. 
 

What was the overall impact of 
your communications? 

Identify the overall or ‘headline’ achievement of your 
communications eg increased tonnage collected, 
increased participation etc. 
 

Investigate any other issues (positive 
or negative) which you identify or 
relate to your communications 
objectives 

The review process may uncover some unexpected 
results (good and/or bad) that require investigation as 
well. You should look at all the issues your 
monitoring and evaluation reveals in order to conduct a 
thorough review and build on your successes and avoid 
repeating any mistakes. 
 

 

https://www.zerowastepartners.org.uk/
https://www.zerowastepartners.org.uk/
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CASE STUDY: Demonstrate monitoring and evaluation of communications campaign,  
including what monitoring undertaken and how this allowed evaluation of the campaign 
against its objectives.  

  
Recycle Week 2020 was a Zero Waste Scotland campaign in 
September 2020 with the theme  ’thank you for recycling’. 
The week-long digital-only campaign was based around a 
suite of designed assets. Performance was evaluated using 
digital monitoring methods.  

  
The following metrics were used to determine if campaign 
objectives around local authority asset usage and householder 
engagement were met: 

  
Media coverage and reach  

• Metrics for online and print media were compared to previous years and baseline levels. Key 
performance indicators included volume and of coverage and opportunities to see.  

Zero Waste Scotland website views  

• Pre- and post-campaign comparisons made on recycling articles and pages  

• Web traffic monitored on campaign landing page    

• Web traffic on new campaign content compared with typical page views  
Social media reach and engagement  

• Analytics report on both organic and paid social media covering post reach, impressions and 
engagements   

• Qualitative analysis of audience comments on campaign materials   
Partner and stakeholder engagement   

• Quantitative analysis on local authority usage of digital assets   

• Evaluation of a dedicated partners website including page views and asset download  

• Coverage in partner newsletters, briefing and online news pages was recorded  

• Enquires from stakeholders were recorded  
Zero Waste Scotland newsletter engagement  

• Email marketing statistics for newsletters which included features on Recycle Week with a focus 
on open and click through rates compared with typical trends.   

Internal communications    

• Colleague engagement monitored through engagements with posts on internal networking 
platforms, attendance at internal events and general feedback direct from colleagues.   

   
Zero Waste Scotland identified the following statistics, which can be compared with typical 
performance, or performance of previous Recycle Week’s for a picture of overall success. 

•  Reach and engagements were up  on the previous year, across all social media platforms. 

• Page views for general recycling content up 430% on previous week   

• Campaign articles and the recycling topic page made the top 10 website pages viewed for the 
campaign month September  

  

10.3 Managing disappointing results 

If you have followed all the advice in this document your communications should be effective, but 
success can never be guaranteed, and any communications programme may experience 
disappointing results from time to time. 

It is important that any temporary setbacks or disappointments, which may have had causes entirely 
outside your control are not seen as failures by key stakeholders and budget holders. Success in 
dealing with such situations lies in the consistent and credible presentation of results in an easy-to-
understand format, always relating the actions undertaken to the objectives.  

Honesty is essential, it is never acceptable to misrepresent or overstate results. Team debriefing 
should be carried out to disseminate lessons learned and applying them to future campaigns. 
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Finally, even disappointments can be turned to your advantage as they will undoubtedly form 
opportunities to learn. When presenting disappointing results, it is important to show what has been 
learned as a result and what will be done differently in future. 

10.4 Determine future activities 

Once you have established whether your communications have succeeded or not you should 
study the information again in more detail to see what you can learn for future campaigns. This 
final review could even act as the first stage in your next communications plan with the results 
forming your baseline information. You should: 

• Identify activities that worked well, e.g. reached lots of people in a cost-effective manner, had high 
impact, produced marked increases in participation or tonnage. Could any successes be replicated 
or built upon in future campaigns?  

• Identify which activities worked well and which worked less well. Consider what changes you might 
need to make in order to repeat successful activities in a different location, on a different scale, with 
a different audience etc. You may want to conduct debrief meetings with relevant staff to look at the 
information in more detail. 

• Identify activities that weren’t so successful and why not. Look at weaker performing activities and 
try to identify the reasons for their weaknesses. Could their shortcomings be eliminated or avoided? 
Would it be better not to repeat the activity? Is the activity basically ‘sound’ but needs improving in 
some way? NB - weakness does not necessarily mean failure to reach an objective, it may be a 
particular activity performed less well than others e.g. an event that attracted less visitors than other 
similar events. Again, you may want to conduct debrief meetings with relevant staff to look at the 
information and implications in more detail. 

• Review the findings, identify and list your key recommendations for future communications. 

This final assessment process will give you a firm, factual basis on which to: 

• Build evidence to support the use of communications. 

• Make the case for additional funding for future communications. 

• Build and develop campaigns which achieve even greater results in the future. 

Your results should be summarised, written up into a short campaign report and disseminated to 
key internal stakeholders and used to gain support for further communications. The findings 
should also be used in internal communications to thank staff involved in the campaign for their 
support and in press releases to give feedback to the public on how well they are doing, to thank 
them for their efforts and urge them to continue to recycle. This will generate additional positive 
media coverage and further your overall communications aim. 
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11 Conclusion 

Once you have reached this point, by working through this document, you should have prepared and 
finalised your communications plan and be ready to start delivering your communications. By now you 
will be familiar with all aspects of communications planning but there are a few key points to re-
emphasise: 

• Your communications need to reflect your situation and your aspirations. Your area and its issues 
will be unique and may require tailored solutions to encourage and embed long term behaviour 
change. Understanding your area, the people living in it and the barriers present are all key to the 
development of a campaign which successfully increases recycling performance. 

• You will need to use a range of different communication methods and activities to target your 
audiences successfully and you will need to use all the resources available to you imaginatively to 
achieve your objectives. 

Careful objective setting together with intelligent use of monitoring and evaluation techniques are vital 

to measure success and to build on your achievements for the future. 

A Communications Planning Template is available through Zero Waste Scotland website 
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