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37 MILLION Tons of Recyclable Material Still Lost Each Year

(State-by-State Residential Recyclable Material Lost in Tons Per Year)

Less Recyclable Material Lost « » More Recyclable Material Lost

-

74K 750K 3.2M

The Recycling
Partnership



76% of Residential Recyclables Are Lost to Trash In Homes.

Thousand Tons 3,000 6,000 9,000 12,000 15,000

Mixed Paper

Glass Containers
Cardboard

Film & Flex

PET Bottles

Bulky Rigid Plastics
Aluminum Cans

PP Containers
Steel Cans

HDPE Colored Bottles & Jars
3-7 (minus PP)

Non-Bottle PET
HDPE Natural Bottles & Jars .
Aseptic & Gabletop I

Thousand Tons 10,000 20,000 30,000 40,000 50,000 *Includes material captured
through state deposit return

systems

All Materials 21% Recycled 76% Lost to Trash in Homes

3% Lost at MRFs

The Recycling [ Tons Recycled I Tons Lost at MRF Tons Lost to Trash in Homes
Partnership 4



How Do We Overcome

The Belief-behavior Gap?

171%

believe recycling
makes a difference &

has a positive impact.

81% say we are not
doing enough as a society
to combat wastefulness.

7 6%

of residential
recyclables are lost
to trash in homes.

Only 43% of U.S. households
actively participatein a local
recycling program.



Methodical Innovation to Improve Confidence, Participation, and Capture
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INVESTIGATE

Root in Evidence

Assess community
needs, gaps, and
opportunities.

Identify root causes
and household
barriers.

Analyze longitudinal
public sentiment.

Center on target
audiences.

The Recycling
Partnership
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PROTOTYPE

Create Solutions

Ideate people-
centered solutions.

Prototype practical
intervention options.

Develop wrap-
around creative and
messaging
guidelines.

Clarify measurement
requirements.
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TEST & LEARN

Prove Efficacy
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PLAN

Choose aresearch method, create a
hypothesis, secure partnerships, and
develop an implementation plan

DEPLOY

Implement the plan, establish baseline
measurement, do a trial, and monitor
then adjust.

ANALYZE

Review results, compare & evaluate,
reach “AHA!” moment, and summarize
what worked and what didn’t.

Revise methodology (if needed),
re-deploy, and re-evaluate
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SHARE
& SCALE

Collaborate for
Impact

Build, strengthen,
and steward
relationships with
local governments,
service providers,
and key interest
holders to prepare
and align for change.



Foundational
Research

Partnership



Our on-the-ground experience demonstrated the urgency
for an evidence-backed approach to engagement.

No curbside
access

LOST

800 Lbs./Yr.

CAPTURED
O Lbs./Yr.

Curbside
Opt-in

LOST
700 Lbs./Yr.

CAPTURED
100 Lbs./yr.

Curbside bins

LOST

600 Lbs./Yr.

CAPTURED

200 Lbs./vr.

VEVYAN .
Add Access - ? CEESS Provide Carts
Universal

The Recycling
Partnership

Curbside carts,
no engagement

LOST
400 Lbs./Yr.

CAPTURED
400 Lbs./Yr.

Curbside carts,
good engagement

LOST

200 Lbs. /Yr.

CAPTURED

600 Lbs./yr.

: Optimize

~800 Lbs. of recyclables available in Single Family HH / Yr.




Foundational
Research

Models
for Change

Community

Grants & Pilots

The Recycling
Partnership

Behavior Framework Development Inputs

Y)Y

Responsive to
Public Opinion,
Perceptions,
Motivations &
Barriers:

Grounded in
Behavioral
Science:

Tested in
Real-World
Contexts:

Audience Segmentation Research
Recycling Confidence Index
In-Home Ethnographies

Labeling and Package Design-Focused Surveys
+++

Human-Centered Design
BJ Fogg B=MAP
Community Based Social Marketing

Rare’s Levers of Change
+++

Intervention pilots in 240,000+ households

across AR, CA, CT, FL, MI, OH, NJ, IN, and more!
+++



112 QUESTIONS
18-minute average

National sample of 5,717
interviews (Spanish & English)

Oversampling in key states

for greater confidence

Focus groups in NY (Dec), MN
(Jan), WA (Mar), and CA (Mar)

The Recycling
Partnership

2026 National Survey & Focus Groups

10



Benchmarking American Sentiment and Behavior — The Recycling Confidence Index

A person’s confidence in their own self-efficacy, their local program, and in the performance of the recycling system are crucial.

Programmatic
Factors

538

The Recycling
Partnership

Household Worth the

Participation Effort

All Needs
Met

— 6 2 i Positive

Program . Impact
Education Recycll ng P

Confidence Index

Recycling Makes a
Service Difference

Individual Made into
Knowledge New Things

)

Perception-based
Factors

716

11



Benchmarking American Sentiment and Behavior — The Recycling Confidence Index 2026 (n=5,717%)

)

Household Worth the

Participation Effort

Programmatic AlINeeds Perception-
Factors based
Local 6 0 9 Sositive Factors
Program Impact
5 5 4 Education w 6 6 3

Recycling vs. 2022 Makes a
Service Difference

Individual Made into

Knowledge New Things

vs. 2022 vs. 2022

The Recycling 1

*Sampling error of no more that +/-1.3% at 95% confidence
© Partnership



Benchmarking American Sentiment and Behavior — The Recycling Confidence Index 2026 (n=5,717%)

Programmatic

O

Factors

The Recycling
Partnership

N4

4
)

Household Worth the
Participation Effort

I Need 1
et Perception-
based
Local Factors

Positive

Program
g Impact

Education

Recycling Makes a
Service Difference

Individual Made into
Knowledge New Things

17 *Sampling error of no more that +/-1.3% at 95% confidence
- 13



Recycling Confidence Index Scores for Oversampled States

\ = X

California

637

593
681

609 Overall .

554 Programmatic

663 Perceptive Colorado

573

490
657

The Recycling
Partnership

Washington

626

574
678

Nebraska

571

495
647

Minnesota

646

595
697

I~ 4

Tennessee

528

438
617

New York
641

592
691

r’ﬂ'
Maryland

631

588
674

14



A Recipe for

Partnership



The Recycling

A\ Partnership

Why Are Only 24% of
Recyclables Captured in
Households?

People support recycling, but they are
confused and frustrated.

are made into new things.

We’re not adequately capturing public
attention--75% of people don’t recall
receiving communication about their
recycling program.

4
=’
Q Less than half believe their recyclables
S
s

ﬁ Recycling systems must integrate
seamlessly into household practices.



The Recipe for Change: Understanding the Ingredients

The Recycling
Partnership

ACCESS 7\

N

APPEAL /)

Accurate, Frequent, and Sustained Public Participation in
Residential Recycling is achievable if we deploy
intervention packages that:

Provide all people across all geographies and housing type access to recycling
convenient services.

Make it as easy to recycle recyclable materials as it is to throw them away by
delivering clear and timely step-by-step instructions at key points of decision
and physical tools that effectively integrate with household preferences.

Provide a compelling and consistent hook that grabs attention, provides
personalized reasons to recycle, builds trust, creates meaning and motivates
action.

Make participation observable and authentically demonstrate that
individuals are not alone in caring or doing more than local service providers,
brands, leaders, neighbors, etc.

17



O O o o
5 /O " O II o " o llo
of people cannot
recall receiving a
communication

about their local
(A | co | M | MN | NE| NV | TN | WA

recycling program.
74% 81% 74% 72% 80% 74% 89% 71%

Variations by Oversampled State

The Recycling
Partnership



Key Insight

Supportive intervention builds confidence, participation, and capture.

Those who can
recall recycling
communications

+19%

vs. National Avg

The Recycling
Partnership

~vs. National
- Average

Those who have
an in-home
recycling bin

+19%

vs. National Avg

19



The Detailed Recipe
for Community
Engagement




Our Evidence-backed Recipe for Change

Detailed Recipe for Community Engagement

ACCESS EASE APPEAL NORM

Access & Tools to Tools to Cohesive Community
Program Reduce Reduce Messaging Saturation &
Design Physical Mental that Appeals Signaling

Workload Workload

The Recycling
Partnership

21



ﬁ ACCESS Access & Program Design

We should probablg collect it and take it (to
drop-off), but we just have been bad. 11’
my own 9ui|‘|§. | guess it's the right thing to
do. I know we shouldn't be throwing everything
into the landfill. There’s got to be an end to
that, ...

Source: Ethnographic research conducted by
Point Forward and The Recycling Partnership.

The Recycling
Partnership



ANC CESS  Access & Program Design

WHAT All people have access to service that makes it is Solutions & Tactics
SUCCESS as easy torecycle recyclable materials asitis to
LOOKS LIKE  throw them away.

« Regional Standards for

Proof Points Common Barriers Accepted Materials Lists
.  Add curbside, multifamily,
* Housing Type drop-off programs
- 33M HHs (SF & MF) still do * Program design does not * Expansion of accepted
not have any access incentivize desired materials through improved
behaviors supply chains
« 63% of Multi-dwelling HHs : : y
do not have access.  Cost of curbside recycling - Optimize Frequency of
o . cart Collection
 Participation requirements .
and accepted materials * Cost of maintaining * Rewards, Penalties (Rejection),
differ consistent services over Savings
time

The Recycling
Partnership
Building a Better Recycling System



NCECES)S) | Access & Program Design

Solutions & Tactics

WHAT : L . :
SUCCESS Increasing participation in multifamily recycling

LOOKS LIKE with a decrease in contamination.

Proof Points Common Barriers

 Recycle containers are

« Contamination in containers located in far corners
is usually over 15%. making it difficult for

« Unlike single-family, residents to utilize.
multifamily residents don't « What are the common
have containers located contaminants to target
outside their back door. education.

« Residents not aware there is « Residents not educated on
onsite recycling. what can be recycled.

The Recycling
Partnership
Building a Better Recycling System
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Our Evidence-backed Recipe for Change

Detailed Recipe for Community Engagement

ACCES: EASE APPEAL NORM

Tools to

Reduce

Physical
Workload

The Recycling
Partnership

25



Z S EASE Tools to Reduce Physical Workload

We consume so many things, and our trash
gets filled so fast, it's kind of hard to

designate one for recycling.

Source: Ethnographic research conducted by
Point Forward and The Recycling Partnership.

The Recycling
Partnership



Z) EASE Tools to Reduce Physical Workload

WHAT All people have the right in-home and curbside Solutions & Tactics
SUCCESS systems to meet their needs, it's not too much of

SBLSRRLSE 3 burden to participate.

Proof Points Common Barriers

* |In-Home Bins
 Guides for setting up in-

. « Most lack in-home bins, home systems that

People experience the especially in laundry extend beyond the
activity of recycling as a room, garage, bathroom, kitchen
physical burden. etc. « Optimized Location of

. . - Different tools needed for Collection Containers
HH Vf”th recycling systems different packages (e.g « Wheeled Carts
that integrate seamlessly cardboard) e .
into household practices -e * Valet Service
are more successful. * 'l dont want to clean my

trash’
N N\ N\l J/

The Recycling
Partnership 27



Fayetteville, Arkansas — Curb Sort Recycling

Challenges
* Slow/Inefficient

* Unsafe for Drivers
» Traffic Safety
 Common back &shoulder injuries
* Knee and Ankle Sprains
* Bin Hazards
* Weather

* High Driver Turnover

* Bad Messaging

* Low Customer Convenience & Participation
* High Cost to Operate

LOW CONTAMINATION

Partnership

28



Z) EASE Tools to Reduce Physical Workload

WHAT
SUCCESS
LOOKS LIKE

Solutions & Tactics

Program design that is convenient for residents/businesses
and has less hazards for collections staff

Select a cart size by April 13.

QkYET,.
WE’REON A =«
A
':
0

Common Barriers I I

Rate Study to address cost T
And help from Birdie Contamination RECYCLING CARTS COMING MAY 2026.

SERVICE STARTS JUNE 2026.

95 Gal | 65 Gal | 35 Gal |
We're excited to get our recycling

program rolling—and hope you are too! k j k j

The Recycling
Partnership 29

311\“

Proof Points

.
WHY CARTS? Glass Collections
Carts are coming to all households in our
community because they're the most effective
and efficient way to improve our recycling and
trash service We’re making

recycling easier!

Cart Size — 32, 65 and 95 gal options

Makes Recycling Easier for You
No more separating your cans, bottles, and jars
from your paper and cardboard.

Protects the Environment
Keeping recyclables out of the landfill and being
able to get old stuff turned into new stuff.

Delivery of 28,000+ carts

Keeps Workers Safe

More Space
Replacing your two 18-gallon bins with a

64-gallon cart and 18-gallon glass bin means
you can recycle over 120% more materials.

Recyeling Is important to our community,
and carts are the next step to make it
even better.




Z) EASE Tools to Reduce Physical Workload

WHAT . Solutions & Tactics
SUCCESS Valet Service

LOOKS LIKE

Proof Points Common Barriers

« Apartment management
will contract for valet
trash service.

« On the occasion they
contract for recycle, the
contractor is not using
the onsite containers.

Provide a simplified valet
program with interns to see
if participation increases.

 If there is valet trash,
residents are not likely to
walk recycle to a far
dumpster enclosure.

* Not having a container
for recycle material.

- AN

The Recycling
Partnership 30




£ EASE

Tools to Reduce Mental Workload

WHAT
SUCCESS
LOOKS LIKE

Proof Points

Detailed instructions on how
to set bags for valet service.

SAN MARCOS RESOURCE RECOVERY

HOW TO USE VALET RECYCLING:

» @6
..

Collec! ty r bottles,
paper in the blue bgp

NEED MORE BLUE RECYCLING BAGS'

S\ lce your door hanger out on your door on your
” next service day or visit your leasing office.

\_

The Recycling
Partnership

Individual Education

Common Barriers

Confusion on what can be
recycled.

€9 RECYCLE I rourcanscyema nessmues
@ cans
)

Ogme Ot  Oner

"°'3@@®

iousehold  No Battorios, Vapes, NoPWmnl
toms o Clowning ot Electronics

E§;
35

oot el e
T T LA
o
The!
www.sanmarcostx.gov/recycling uvgmgtggr{} O:"““
e

Solutions & Tactics

« Contract for valet service

« Use app to track how
many bags are collected
at each complex and
contamination at each

Thanks for recycling
these materials.
GRACIAS POR RECICLAR ESTOS MATERIALES:

31
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Our Evidence-backed Recipe for Change

Detailed Recipe for Community Engagement

ACCES: EASE APPEAL NORM

Tools to
Reduce
Mental

Workload

The Recycling
Partnership

32



Z 3 EASE Tools to Reduce Mental Workload

| have all these questions that 1 feel like no
one knows and | don't think there's easy
answers becduse | feel like if I've Googled it,
you get like five different answers because it

depends upon the actual recycling company as k
to if they accept it or not. A

V.

Source: Ethnographic research conducted by
Point Forward and The Recycling Partnership.

The Recycling
Partnership



Z) EASE Tools to Reduce Mental Workload

WHAT All people know how to get accurate answers to Solutions & Tactics
SUCCESS their questions and regularly use those tools.

SELSELCE  People recycle without thinking about it.

Proof Points Common Barriers

 Infocard, Magnets

« Rules and lists differ across * Signage

People are confused and geographies, and Change. . Customer SerVice
frustrated. * Confusion ar‘?””d new - Room-specific Guides

formats/multi-material o

. . . . « Text Notifications

There is an immense sense * Conflicting messaging in Reminders
of cognitive burden,and  peesng s
people don't want to think , , * Chatbot & QR Code
about recycling. . Deswq for connectlgn to other

materials (e.g., textiles)

- AN NG J

The Recycling
Partnership 34




Tools to Reduce Mental Workload

£ EASE

WHAT
SUCCESS
LOOKS LIKE

Solutions & Tactics

Clear transition communications resulting in an increase in

collections with low contamination (less than 10%)

"‘ RECYCLE THANK YOU FOR RECYCLING THESE:
'- @ RECICLE GRACIAS POR RECICLAR ESTOS MATERIALES:

Aluminum and Paper, Fl d

Common Barriers

Proof Points

Plastic bottles
#1& #2

steel cans magazines, and mail and food boxes
Botellas de pldstico Latas de aluminio Papel, periédicos, Cartén aplanado y
Ry #2 y acero revistas y correo cajas de alimentos

NO GLASS IN CART

\_

@ City of Fayetteville Arkansas Govern... & ***

May 31 - Q

MONDAY trash route,
don’t forget to use
your NEW BLUE CART

for recycling (and the
green bin for glass for
red routes).

dh1e Q38 D4 00

O

The Recycling
Partnership

Challenging to reach all 28,000+
households and businesses

Glass Collections — every other week
collections

thisis NOT a new trash cart

- J

‘ :—: 17
=)
No bagged No plastic bags No food or liquid
recyclables or plastic wrap No coloque alimentos
No coloque material No coloque bolsas de ni liquidos
reciclable en bolsas pléstico o envolturas

de plastico

Communications Barriers — language,

To learn more or find other options
to recycle beyond the cart visit

B4 fayetteville-ar.gov/recycle

GLASS RECYCLING
RECICLAJE DE VIDRIO

Glass is NOT accepted in

your blue recycling cart.

Recycle clean, dry glass

bottles and jars in a separate

bin for every-other-week

curbside pickup or take
them to a free drop-off

El vidrio NO se acepta en el
carreton azul de reciclaje.
Recicle botellas y frascos de
vidrio limpios y secos en un
contenedor separado para la
recoleccion quincenal en la
banqueta o llévelos a un centro
de entrega gratuito.

.E E Find your collection day:
b:_ 5 Encuentre su dia de recoleccion:
& fayetteville-ar.gov/myservices

Para saber més o encontrar otras opciones A
de reciclaje més all3 del carretén, visite ‘

Botellas y frascos impios de
location. alimentos y bebidas

No Pyrex, mirrors, window
glass, ceramics, or pottery

No Pyrex, espejos, vidrios de
ventanas, cerdmica o loza

NO COLOQUE VIDRIO EN EL CARRETON

Use a separate bin.
Use un contenedor

separado.
See back for details.
Vea el reverso.

CITY OF
FAYETTEVILLE Thonocycung
ARKANSAS Partnership

Clean food and beverage
bottles and jars

DROP-OFF LOCATIONS

CENTROS DE RECEPCION

Marion Orton Recycling Drop-Off
735 W. North Street

Happy Hollow Recycling Drop-Off
1420 S. Happy Hollow Road

Reuse your previous green bin or
any sturdy 12-20 gal bin. Max full
weight: 50 Ibs.

Reutilice su contenedor verde anterior
o0 uno resistente de 12 a 20 galones.
Peso maximo lleno: 50 libras.

CHECK OUT FAYETTEVILLE'S
‘RECYCLE COACH' APP!
Reminders, alerts and tips

on what can be recycled.
Learn more online or
download in the app store.
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Our Evidence-backed Recipe for Change

Detailed Recipe for Community Engagement

ACCES: EASE APPEAL NORM

Cohesive
Messaging
that
Appeals

The Recycling
Partnership

36



Z 3 I\ 47\ Cohesive Messaging that Appeals

There is no rallying cry—
there isn't o sense of urgency.

Source: Ethnographic research conducted by
Point Forward and The Recycling Partnership.

Drew & Susan

Partnership



Z) I\ 47\ Cohesive Messaging that Appeals

WHAT All people are invited in with the right 'hook, feel Solutions & Tactics
SUCCESS connected to their local system, and believe it is

SULSELEES  worthwhile to participate.

e Arelatable

trusted advisor,

We're not adequately « Competition for the mascot
capturing public attention public’s attention. . » Colorful creative that
deliveri ’ « Most people initially think d

elivering messages that they do not need help stands out
rotvle sl o S | acying  Galls o Acton
that builds confidence in * Yet, 75% say they have « Empathetic

not received any or

the system. enough information.

Messaging
 Co-creation

The Recycling
Partnership 38



San Marcos, Texas Multifamily Recycling

Results from 2020

Education only: 4.9% increase
Bin and Education: 27.3% increase
Valet, Bin, and Education: 58.5% increase

N

The Recycling
Partnership

Results from 2024

Increase in 20-40 tons a month.

39



Z) I\ 47\ Cohesive Messaging that Appeals

WHAT
SUCCESS
LOOKS LIKE

Clear, concise, accessible, consistent and frequent Solutions & Tactics

messaging.

Need a reminder?

éNecesita un recordatorio?

2026 GLASS RECYCLING Calendar

Your GLASS _ SEPTEMBER OCTOBER

recycling bin S M e WD MUt S s won e wes o e se
pickup week N Tz 3
is in RED. s NEEEEE - « [ENENEEEN
Place your glass bin at the 1214 15 18 17 18 19 M 12 13 14 15 18 17
curb by 5 a.m. on your w21 2 2 #u % 1« [EEIEENE) -

regular service day.

Common Barriers SEEL |- g

Proof Points

contenedor de reciclije de NOVEMBER DECEMBER
VIDRIO ests marcada en ROJO. SN MON TIE WED THU R SAT SN MON TUE WED TU PR SAT
Cologue su contenedor de vidric T2 3 4 5 8 7 1.2 8 4 s
en ia acera antes de Ias 5 & m 6 8 10 1 o2 o1 6 7 8 8 w0 1 ow
&l dia habitual de recoleccian. 1 [T 2 [
22 23 24 25 26 2T 28 20 21 22 23 24 25 2%

H . . = . 7 Download the Fayetteville
E E Scan for = " app for text alerts!
L calendar or Yard waste, trash, and recycling cart service occurs weekly. §

b‘ ' visit our website. I servicic regular de recoleccion de residuos de jardin, :‘Deicl‘amul; O}
: . basura y reciclaje se realiza semanalmente. a aplicacidn g
Escanee el codigo OR para -
O] consultar &l calendario o Fayetteville Recycles
T visite nuestro sitio web Funded i part o  reciba alertas por f
i ) A ; FAYE'I"I'EVII.LE The Recycling mensaje de texto!
fayetteville-ar.gov/myservices ARKANS, Partnership

Minimizing contamination and Glass Collections — every other week
maximizing transparency are very collections
important to the community

: CARDBOARD RECYCLING MAKE ROOM FOR MORE
‘}ﬁ’ RECICLAJE DE CARTéN HAGA LUGAR PARA MAS

i o
Flatten Cardboard Collection Ready No Overflow
Aplaste el cartén Listo para recoleccién x
a big difference—flatten your

1 1 1 1 cardboard before putting Break down cardboard to Put all recyclables inside your Items left beside the cart
ulld and keep public trust thisis a new trash cart e your can make room for more. cart so they gt picked up. | | won't be colectd.
¥ > Aplaste y doble el cartén para hacer (ol loaue todos fosreciclables denir Los articulos que se dejen fuera del
s cajas de cartén upar | lgar paramas otén para que se los fleven. carretén no se recogeran.

Cardboard boxes can take

Communications Barriers — language, | sewsreommanis.

but one small step makes

de colocarlo en el carreton

Celebrate success but also be honest Contamination management is a
if we make a mistake huge challenge

- AN

Nood more space to -«.ycb mum a |avsov ov mva can The Recy
am a Racysing
The ReCVCIing CYC \ ';rv’i sl‘ Dfay v:( IPtIJ P rarede e P
.
Partnership

Too much cardboard for your cart?  éD: cartén para el ? Happy Hollow

1420 S. Happy Hollow Road
Bring extra or bulky boxes to either  Lieve las cajas grandes o extras aalguno - 0
of our 24/7 drop-off centers de nuestros centros de recepcién 24/7 735 W, Notth St

r more infor isit
etteville-ar.gov/recycle.




Fayetteville, Arkansas — Curb Sort Recycling

Results

* Participation increased from 41% to 55%"
- * 20% Increase in recyclables collected
e * 9% Contamination

FAYETTEVILLE OFFICIALLY

. SWITCHES TO BLUE RECYCLING
“=~CARTSBEGINNING MONDAY - - -

o —

The Recycling
Partnership
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Our Evidence-backed Recipe for Change

Detailed Recipe for Community Engagement

ACCES: EASE APPEAL NORM

Community
Saturation &
Signaling

The Recycling
Partnership

42



Z sj NORM Community Saturation & Signaling

One of my co-workers at the airport, she 9e'l:s

on everybody (about recycling)..we'll line
up the bottles and stuff on the counter for
her..We don't have to do that, but we've just all
gotten in the habit of doing it. Becduse we
know that Mary wants to...it's just dan extra
little step that we do.

Source: Ethnographic research conducted by
Point Forward and The Recycling Partnership.

Y Il \ | \ '." : .; "‘.“
i LR 0o SR
The Recycling R R 2Ll
Partnership { e
‘ \REAEST



Z) NORM Community Saturation & Signaling

WHAT All people can observe desired behaviors Solutions & Tactics
SUCCESS throughout their community and see regular

LCLCULE  signals that others care.

Proof Point C Barri » Connected, wrap-around
n rrier .
roor roints ommon barriers campaigns

« Neighbor-to-neighbor
People are looking for - "ldon't believe my postcards
signals that recycling is neighbors are participating." . Stickers and bin decals
common practice and that « "I'don't think m :
_ - y Service » In-person outreach
others - from their provider cares or is actually P ,
housemates and neighbors to recycling.” * Yard Signs

local government and brands -- ) _ . Combaative State
appreciate the work they are * 'Does anyone care if | P

putting in. participate?” « Personalized Feedback

The Recycling
Partnership 44



The Recipe for Change: Understanding the Ingredients

The Recycling
Partnership

ACCESS 7\

N

APPEAL /)

Accurate, Frequent, and Sustained Public Participation in
Residential Recycling is achievable if we deploy
intervention packages that:

Provide all people across all geographies and housing type access to recycling
convenient services.

Make it as easy to recycle recyclable materials as it is to throw them away by
delivering clear and timely step-by-step instructions at key points of decision
and physical tools that effectively integrate with household preferences.

Provide a compelling and consistent hook that grabs attention, provides
personalized reasons to recycle, builds trust, creates meaning and motivates
action.

Make participation observable and authentically demonstrate that
individuals are not alone in caring or doing more than local service providers,
brands, leaders, neighbors, etc.

45



Consulting Opportunities

The Recycling
Partnership

Resources

Email klevau@recyclingpartnership.org or

lkeenan@recyclingpartnership.org

Grant Opportunities

Recycling Program
Solutions Hub
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