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Are you ready to 

effect change? 

ORGANICS 
MANAGEMENT 

WASTE  
RECOVERY 

GLOBAL CORPORATE 
SUSTAINABILITY 
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GRAB YOUR PHONE IT’S TIME FOR A POLL! 
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RECYCLING IN THE NEW MILLENIUM 
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  BUT HAVE YOU ASKED YOUR RESIDENTS??? 

© RRS 2017 

I need economic 

rationale 

I want a 

cleaner 

future 

I want to bring the 

community together 

I want a 

catalyst for 

job creation 
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WHY RESEARCH? 
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1. Every community is different! 

2. We are in a new SMARTER world of recycling 
and communication. 

3. Residents respond to a personalized 
message. 

4. We make assumptions about what residents 
understand. 

5. Research does not need to break the bank!  
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LAKELAND SW & RECYCLING BY THE NUMBERS 

16.2 MILLION POUNDS 
of recycling collected in 

FY2018 
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51,400 reached 
annually at  
41 EVENTS 

11,800 WEBPAGE 
VISITORS PER YEAR (Avg. 
229 page views per day) 

Approx. 600 
CUSTOMER SERVICE 

CALLS per day. 

76% Avg. Set out 
Rate & 20% 

Contamination Rate 

50-60 
CONTAMINATION 

LETTERS sent per month. 



RESEARCH 
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• City staff interviews:  

• Communications & Marketing 

• Solid Waste Drivers (recycling and garbage 
ride-along) 

• SW Supervisors & Recycling Educator 

• Customer Service & Utility Staff 

• Review of Recycling Composition Study  

• Review of current communications collateral 

• Residential Survey 
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PROBLEMS: 
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Confusing 
between 

Lakeland’s 
program and Polk 

County 

 

 

Residents confused 
about recycling 

 

Plastic Bags most 
common 

contaminant 

Spacing carts 
away from one 

and other 
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Common Recycling Contamination in carts and at MRF: 

o Plastic bags 

o Garbage 

o Brush and yard waste 

o Food 

o Tarps 

o Clothes 

o Household hazardous waste 

o Wood 

Drivers tag carts to inform residents of contamination 

Repeat recycling contamination offenders (per drivers)  

• Contamination varies by neighborhood/household 

• Some residents are apathetic 

• Some use recycling bin as an overflow for garbage 

• Disregard recycling cart tags 

• Residents are confused about what to recycle 

• Fines are not strict/consistent enough 



SURVEY DEMOGRAPHIC OVERVIEW  
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RESPONSES BY GENDER 
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RESPONSES BY AGE 

TOTAL SURVEYS SUBMITTED : 1,644 



SURVEY DEMOGRAPHIC OVERVIEW – BY ZIP CODE 
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Responses By Zip Code 

15 
© RRS 2019 

• Majority of 

respondents are 

from 33803 

 

• Nearly half of 

respondents are 

from 33803, 

33813, 33801, 

and 33810 



WHAT ITEMS DO YOU THINK 
CAN BE RECYCLED? 
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VALUES THAT IMPACT RECYCLING PARTICIPATION 

WHAT DO YOU VALUE MOST ABOUT LAKELAND’S RECYCLING PROGRAM? 

 

17 
© RRS 2019 

23% 

14% 

39% 

20% 

1% 
3% 

Easy to participate 

It helps to make a better 
community 

I realize I'm doing something to 
make a difference 

Convenience 

Information is clear 

Other 

• Almost 40% value 

realizing that they are 

MAKING A DIFFERENCE 

 

• Nearly 25% feel that it 

is EASY TO PARTICIPATE 

 

• Another 20% found 

Lakeland’s program to 

be CONVENIENT 



QUALITATIVE RESULTS 



TRENDS FOUND IN COMMUNITY FEEDBACK 
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KEY TAKEAWAYS 



KEY TAKEAWAYS 

Saving natural 
resources greatest 

motivation to recycle 

 
22 

© RRS 2017 

Residents value that 
they are making a 

difference 

 

Identified barriers to 
recycling are apathy 

and confusion 

 



LAKELAND STRATEGIC COMMUNICATIONS 

MEASURABLE OBJECTIVES:  
 

Decrease recycling contamination in recycling by 5% six months from campaign launch  

 

Change behavior bagged recyclables and wrap in recycling bins as measured by 5% of 
residents placing a “no plastic bag sticker” on their recycling carts within the first three 
months of receiving it.  

 

Decrease in calls from confused Lakeland residents by 10% after campaign launch. 

 

20% of residents will recognize that recyclables should be clean, dry and empty as per 
responses in a post-campaign survey.  
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LAKELAND STRATEGIC 
BRANDING UPDATE 
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RECYCLING COLLATERAL LIBRARY: 
• Recycling Logo 
• Informational Postcard for events what to recycle 
• Branded format for a what to recycle magnet 
• Template for social media graphics and emails 
• Create a library of shareable visual content for social media 
• Refresh website graphics for consistency to match brand 

standards 
• SW vehicle wraps as a billboard with educational themes 

recycling and solid waste (No plastic bags, cart distance, 
yard waste education)  

 

SOLID WASTE COLLATERAL LIBRARY: 
• Holiday Schedule reminders/magnet 
• Telephone message recording 
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SURVEY POST-CAMPAIGN 
Testing Behavior Change 



DENVER CAMPAIGN LAUNCH 
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DENVER CAMPAIGN LAUNCH: POSTCARD & SURVEY 

Back of postcard 
with link to survey 
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Front of postcard mailed  

to Denver households 



DENVER SURVEY 
RESULTS 
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•Based on 543 respondents  

•99% of respondents live in 
the City of Denver 

•More than 40% of 
residents have always 
recycled paper cups. 



DENVER SURVEY RESULTS 

30 

How 

important is 

it to you to 

be able to 

recycle the 

items you 

use? 



ST. JOHNS COUNTY SOLID WASTE  
 

Rebranding 



RECYCLING, SOLID WASTE & YARD WASTE SURVEY 
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• RRS reviewed current communications tools in St. Johns County, Fla. pop. 245,000  

• Baseline communications survey received 1,140 responses from SJC Residents 

 

• KEY COMMUNICATIONS TAKEAWAYS: 

• Curbside Behavior 

• Primary motivation - personal responsibility to recycle the waste they create  

• Biggest barrier – confused about what to recycle, don’t care about recycling 

• Yard Waste 

• Biggest barrier -do not know specific guidelines for yard waste collection 

• Confused about acceptability of unbundled branches, palm fronds, and tree trunks 

• HHW 

• Lack of advertising 

•  Unaware of drop off locations 

 

 

 



RECYCLING, SOLID WASTE & YARD WASTE SURVEY 
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Measurable Goals: 

• Reducing confusion by 20% on what to recycle based on post-

campaign launch survey. 

• Increasing residential recycling participation by 10% targeting 

females between the ages of 25-44. 

• Increasing participation in community collection events by 100 

people within the first year. 

 

 



BEFORE AFTER 





KEY TAKEAWAYS 
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• Talk to your Residents 

• Set Measurable goals & metrics 

• Simplify you message  
(Don’t sweat the small stuff!) 

• Rinse and REPEAT!!! 
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COMMUNICATIONS CONSULTANT 

727.278.7909 

MSEGUNDO@RECYCLE.COM 

MARISSA SEGUNDO 
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mailto:JDL@RECYCLE.COM


38 
© RRS 2017 


