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recycle.com

ORGANICS WASTE GLOBAL CORPORATE
MANAGEMENT O SUSTAINABILITY
Are you ready to

effect change?




CITY OF LAKELAND

CHALLENGES:

1. Decreasing the 20% recycling contamination

2. Distinguishing Lakeland’s recycling program from
the divergent Polk County program.

SOLUTION:

Create a distinct program brand that would
encourage behavior change among its residents.
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LAKELAND SW & RECYCLING BY THE NUMBERS

16.2 MILLION
POUNDS of recycling
collected in FY2018

51,400 reached
annually at
41 EVENTS

e

11,800 WEBPAGE
VISITORS PER YEAR (Avg.

229 page views per day)

@

Approx. 600
CUSTOMER SERVICE
CALLS per week.

76% Avg. Set out
Rate & 20%
Contamination Rate

A

CONTAMINATION
LETTERS sent per month.



RESEARCH

* 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




SURVEY DEMOGRAPHIC OVERVIEW

TOTAL SURVEYS SUBMITTED : 1,644

RESPONSES BY GENDER RESPONSES BY AGE

K-

(0)
73% .

18-24  25-34  35-44 45=54 55-64 65+

Responses by Age



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?

* Almost 40% value
realizing that they are
MAKING A DIFFERENCE

* Nearly 25% feel that it
is EASY TO PARTICIPATE

e 20% found Lakeland’s
program to be
CONVENIENT

1%

3%

W Easy to participate

It helps to make a better
community

¥ | realize I'm doing something to
make a difference

B Convenience

H Information is clear

B Other



KEY TAKEAWAYS

recycle.com



KEY TAKEAWAYS




PRINCIPAL MESSAGING THEMES

@

Branding
Lakeland’s blue
cart to distinguish
from Polk County

Recycling
Correctly

No Bagged
Recyclables

Spacing carts
away from one
and other
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LAKELAND STRATEGIC CAMPAIGN RESULTS

MEASURABLE OBJECTIVES

Iiv:

Decrease recycling
contamination in

recycling by 5%
six months from
campaign launch

Behavior change—reduce
bagged recyclables and wrap

in recycling bins—measured
by 5% of residents placing
a “no plastic bags sticker” on

their recycling carts within the
first three months of receiving it.

7/

209% of residents

will recognize
recyclables should be
clean, dry and
empty as per
responses in a post-
campaign survey.




RECYCLING BRANDING CAMPAIGN



BAG-FREE RECYCLING CAMPAIGN



https://youtu.be/NY-faVJslQ4

DRIVER TRAINING RECYCLING
CAMPAIGN METRICS

* Recycling Drivers assisted
with metrics

* Reverification by Recycling
Coordinator

* Removed carts for repeat
contamination carts (7 times)




SURVEY POST-CAMPAIGN

Behavior Change

recycle.com



SURVEY DEMOGRAPHIC OVERVIEW

TOTAL SURVEYS SUBMITTED : 1,105

RESPONSES BY GENDER RESPONSES BY AGE

Women
78%

18 -24 25-34 35-44 45 — 54 55-64 65+

# of respondents: 756 # of respondents: 764



CART
PLACEMENT

HOW FREQUENTLY DO YOU PLACE YOUR

TRASH & RECYCLING CARTS AWAY FROM
OBSTACLES?

92% responded
that their trash
and recycling
carts ALWAYS
are placed away
from obstacles.



ACTIONS TO IMPROVE RECYCLING

WHAT WOULD YOU BE WILLING TO DO
TO BOOST LAKELAND’S RECYCLING
PROGRAM?

Over 80% committed to
0 UNDERSTANDING RECYCLING
A% GUIDELINES

¥

@ More than half would commit SIGN AN
ANTI-BAGGING PLEDGE

60% said they would be willing to
ENCOURAGE OTHERS TO PARTICIPATE

© RRS 2020

81%

60%
54%

111

Encourage others Carefully read Sign a pledge to
to recycle and acceptable never bag my
avoid 'wish'cycling recycling list to recyclables
recycle better

# of respondents: 796



PREPARATION OF RECYCLABLES

WHICH OF THE FOLLOWING STEPS SHOULD YOU TAKE?

MESSAGE RECEIVED MESSAGE TO IMPROVE
~90% or more of respondents understand Less residents understood
recyclables require the following steps: recyclables should be dry,

which was not language
used in the campaign.

Gowe

EMPTY UNBAGGED CARDBOARD CLEAN DRY
(95%) (94%) FLAT & EMPTY (89%) (76%)
(91%)

# of respondents: 851 ”
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Nearly 50% of COMMUNICATIONS PLATFORM

the respondents

WHERE HAVE YOU RECEIVED COMMUNICATIONS ABOUT RECYCLING?

learned about # of respondents: 823

program through

the MAILER 50% 48%
ABOUT BAG-FREE o A% 3hs9 reSPI‘;”I‘f’;”*S Szid
o, 40% 350 they would like to be
RECYCLING % 35% L added to the email list
B 30%
s 24%
The top 3 most s 25% 20%
5 20% 15% 15%
popular platforms, 2 isw 1%
Z
after mailer, were g 0% 7% 6% 2
o 5% o 1%
FACEBOOK,
0%
NEXTDOOR, and 6@ R R R &Q\ I
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LAKELAND STRATEGIC CAMPAIGN RESULTS

MEASURABLE OBJECTIVES

Iiv:

Decrease recycling
contamination in

7/

89% of residents will
recognize that
recyclables should be

Behavior change—
reduce bagged
recyclables and wrap

recycling by 6% six
months from campaign in recycling bins— clean, dry and empty
launch 5,135 Lakelanders (12% of as per responses in d
Some routes saw 20%- residents placed a sticker on post-campaign of
their carts survey responses.

40% reduction

TOTAL CAMPAIGN COST: $1.75 PER HOUSEHOLD
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RRS

FVERY RITIF CART MAKES A NIFFFRENCE

GENE GINN MARISSA SEGUNDO

SOLID WASTE MANAGER SENIOR COMMUNICATIONS STRATEGIST
CITY OF LAKELAND RESOURCE RECYCLING SYSTEMS (RRS)
863.834.8777 727.278.7909

GENE.GINN@LAKELANDGOV.NET MSEGUNDO@RECYCLE.COM
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