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Introduction

WRAP is a global environmental action NGO 
transforming our product and food systems to 
create Circular Living. We examine sustainability 
challenges through the lens of people’s day-to-day 
lives. We transform the systems that provide
the products we consume. We catalyse action
from policy makers, businesses, NGOs and
citizens to make it happen.
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What we will cover today
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• Evidence and insights

• Good practice communications

• Audience

• Message

• Method 

• Workshop activity

• WRAP-UP
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Over to you …

Image: Dorset Council collections

What do you think is more challenging – 
service change or behaviour change?
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Evidence and insights (UK, 2025)
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Recycling remains an established and normalised behaviour - 89% reporting that they regularly 
recycle at least most things that can be recycled.

Worthwhileness: 81% who believe their recycling efforts are very  worthwhile  state they recycle 
everything. 35% who view their recycling efforts as fairly  or not worthwhile are significantly 
more likely to state they only recycle most but not all items.

Low confidence levels: 9% UK citizens feel very confident about what can and cannot be 
recycled, 58% only mostly confident . This lack of knowledge leads to high levels of missed 
capture and contamination.

Low council communication reach: 37% received information from their council this year and 
the past year on what can and cannot be recycled. Those who did receive recent 
communication, report higher confidence in their recycling efforts and perceive recycling as 
more worthwhile.



Recycling rates have plateaued in recent years
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Some clear and concerning trends: feelings of worthwhileness are on the decline, along with 
both functional knowledge (what can and cannot be recycled) and motivational knowledge 
(what happens to recycling after collection). 

Partly due to a decrease in confidence in the recycling system caused by a lack of council 
feedback and negative stories in the media about recycling being shipped abroad or not 
actually recycled. 

When citizens feel that the extra efforts asked of them to recycle are not matched with efforts 
by the council, feeling of worthwhileness declines resulting in reduced engagement with 
recycling systems and lower recycling rates. 
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Barriers to participation
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• Situational: lack of containers, lack of space, difficult access to recycling 
facilities. 

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

• Knowledge: uncertainty about what can and cannot be recycled, not knowing 
what to put in which container, not understanding the basic mechanics of how 
the scheme works.

• Attitudinal: people not believing there is an environmental or social benefit to 
recycling, viewing it as the council’s job not theirs, doubts about whether 
recycling is worthwhile.



Recycling behaviour change
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In order to recycle, citizens need:
1. Easy access and use of the service 
2.The correct knowledge to do so
3.To be motivated to do so 

These conditions are interdependent. If any 
one or more of them is not met, it will 
undermine the other two.

A communications campaign is a good way 
to improve knowledge, but motivation and 
ease are more challenging to target.

EASE
How easy it is to recycle compared 
to an alternative

KNOWLEDGE
Whether people know what they 
can or can’t recycle

MOTIVATION
Whether people feel under 
pressure to recycle 
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Good practice 
communications



Communication aim & objectives

AIM

• A broad statement of what you 
intend to achieve

• Can include vague and undefined 
terms

• Generally, you will only have one aim

To help Anywhere Borough Council achieve 
its recycling and recovery targets for 
2027/28 through targeted communications

OBJECTIVE

• A specific statement of what you intend 
to achieve. Could link to KPIs.

• Terms will be defined and concepts 
understood

• There are likely to be several objectives 

To design, print and distribute 45,000 A5 4-
page leaflet informing all householders of 
the new collection services by March 2027
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Communication objectives

INPUT -  What you will put in to achieve the desired outcomes and impacts
Leaflets, road shows, advertisements, posters, promotional items
45,000 introduction leaflets distributed to all homes in the Borough by March 2027

OUTCOME = Cognitive Change
Knowledge, awareness, recognition, interest, motivation, beliefs
95% of householders aware of the new collection service by April 2027

IMPACT = Behaviour Change
Tonnage, participation, set out, contamination 
80% of households participated in the new collection scheme by May 2027
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Getting the basics right
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Audience

Method Message

Campaign 

Objectives

Who do you want to communicate with? 
Internal and external stakeholders

What do you want to say 
 How will you 

communicate it?

What communication 
methods are available? 

Which methods are most 
effective for engaging your 

audience?



Audiences
Internal 

• Waste collection crews (contractors or 
council employees)

• Waste site staff (HWRCs)

• Councillors / Elected Members

• Funder / Budget holder / Senior personnel

• Corporate communications and press 
teams

• Receptionists, call centre staff and other 
front-line staff 

• Other staff employed by the council

External

• Householders

• Town and Parish Councils

• Housing Associations, Tenants 
Associations, Landlords

• MPs 

• Community groups and organisations

• Media groups

• Schools

• Neighbouring LA’s / Partnerships
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Audience demographics

Different audiences engage with different communication methods:

• geography & locality: printed materials, community networks, digital engagement

• age & digital literacy: younger audience social media, older audience newspapers, bin signage, 
radio

• language & accessibility: clear concise messaging, use of visuals, translated materials

• representation: it’s important that people see themselves reflected in your campaigns, be mindful 
of the diversity in your target audiences

• ‘hard to reach’: transient groups, those living in HMO’s and flats
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Messages

• informational messages: what can be recycled, when and how - prompts around specific items or service 
change notifications

• clear action-oriented messages: “Right thing, right bin”    “Let’s get it sorted!”

• clear instructions: “empty, rinse, recycle”    “wash, squash, loose”

• use visuals: icons, colours, images help people quickly understand what can and can’t be recycled

• behavioural nudges: positive reinforcement works best: “Thanks for recycling!”

• benefits messages: focus on the outcomes of recycling - environmental or financial benefits at a global, local 
or individual level help provide the ‘so what’

• normative messaging: depict a high level of recycling as a normal, mainstream activity done by most people

• avoid plea messages: asking people to recycle more suggests recycling rates are low and can undermine the 
descriptive norm

16



This document is the property of WRAP and may not be reproduced or reused without permission.

To add picture  
• Click on picture placeholder icon and 

source your picture via the pop up 
menu that appears

To change text styles 
• Click anywhere within a line of text. In 

the Home tab, paragraph group, click 
the Decrease/Increase button to move 
the text style levels up and down

Informational message
Benefit message

Normative message

Messaging examples

The amount of household 
waste we recycled in 2008 
reached an impressive 8.7 
million tonnes. That alone 
saved the same amount of 
CO2 that nearly a million 
return flights from London to 
Sydney would produce.
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Choosing the right mix of communications

The method of communication you choose will 
depend on:

• Your communication objective
• Your target audience
• Your message
• Your budget
• What did you do in the past that has worked well?
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Method
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External Channels Internal Channels

Print (Physical Materials)
Leaflets, direct mail, stickers, bin tags, posters

Digital (Online & Mobile)
Social media, website, QR codes, video streaming, influencers, Apps, SMS

Direct Engagement 
Schools, events & roadshows, public meetings, door-to-door, word of 
mouth, friends & family,  helplines, partnerships

Advertising (Paid Reach)
Digital advertising, OOH e.g. billboards, newspaper, radio, TV

PR (Print and online)
Press releases, media briefings, interviews, local news coverage, trade 
media

Internal Print (Physical Materials)
Information sheet, guides & handbooks, 
posters

Internal Digital (Online & Email-Based)
Intranet, staff emails, newsletters

Internal Direct Engagement
Briefings, internal events, stakeholder 
meetings



Budget

Adapting programmes to budgets:

• consider which objectives and communication activities will deliver the biggest outcome 
and spend on those 

• if the budget changes, change the communications plan

• some activities are ‘free’ or may be paid through other people's budgets, such as 
website, helpline, council newspaper, etc

• piggyback onto others communication activities and leverage economies of scale for 
print, promotional materials, etc.
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Monitoring and evaluation

• Press coverage

• Sales of liners

• Consumer research

• Calls to freephone numbers 

• Website hits

• Employee survey

• Participation rates

• Set out rates

• Analytics data from social platforms 
reach, interactions, and impressions

• Competition entries

• Advertising reach

• Members’ survey

• Road show attendance

• Leaflets distributed

• Doorsteps visited

21



Communication examples22



Further examples23
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Workshop 
activity
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Scenario: Service change communications

25

Anywhere Borough Council (‘ABC’) will be rolling out a new separate weekly food waste collection to 
all 45,000 households, including flats. 

Residents in kerbside properties will be provided with a brown 5L indoor kitchen caddy and brown 
23L outdoor food waste caddy. 

Residents in flats will be provided with a brown 5L indoor kitchen caddy and 180L (black with brown 
lid) communal food waste bins will be provided to blocks of flats on a ratio of 1 bin for every 10 flats.  

As well as the new food waste, residents in ABC will be able to recycle their food and drink cartons 
and foil by putting these items into their existing kerbside/communal recycling bins. 

Food waste collections and the acceptance of cartons and foil will both start from 1st April 2027. 

ABC has a total budget of £45,000 to develop and deliver effective communications to support the 
successful implementation of the new food waste service and addition of cartons and foil.
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Situation analysis
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ABC is Rurality 4: Mixed urban/rural, high deprivation with a transient population and high levels of 
ethnicity. 

The recycling rate for 2025/26 was 29%. 

Each group is tasked with developing an outline communications plan and communications activity 
delivery schedule that targets a specific audience within ABC.

Each group will need to consider the following: 

• decide your budget 

• what is your main communication aim 

• which communication channels and methods are appropriate for your target audience 

• agree your timeline 

• what is your one key communication message

• identify one challenge or barrier you might come across 
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Elected Members (1k)
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What they need to know

What changes & Why

When

What goes where

Their role

Costs

What could confuse or any 
challenges

Political differences

Ability to get key messages to all 
at right time

Phased approach

Why having to change

What Communication 
Channel

Members in person briefing

Members information pack

On-going performance updates

Single Key Message

Making recycling easier, Recycle 
more. Throw away less

00

Initial briefings as soon as cabinet approval

December 2026 In person briefing

Full information pack, sample household literature, 
programme of activities

January 2027 Elected Member Packs

Caddy deliveries commence

**Go live date April 2027**

Service reminders, thank you, updates on performance

On-going updates - email
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WRAP 
resources
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Local authority key resources

WRAP England

WRAP Wales

WRAP Northern Ireland

Zero Waste Scotland

Business of Recycling - England, NI, Wales

Recycle Now Locator Tool

Recycle Now Campaign

Love Food Hate Waste 

Household Waste Recycling Centre (HWRC) Guide

eTEEP Tool

LA Portal

https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwrap.us1.list-manage.com%2Ftrack%2Fclick%3Fu%3D65343110dd35be920e719fccd%26id%3D26ba4ea724%26e%3Ddc06c437de&data=05%7C02%7Csally.wilson%40wrap.org.uk%7C61036e25f0824aa9998f08de33503c8f%7C850fd98147d449ab975bd9fef0a5b452%7C0%7C0%7C639004616889730267%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=VgF9IjMNNrMjKSRvD6wZNsT9icCcWiigKQbPp6StCXI%3D&reserved=0
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwrap.us1.list-manage.com%2Ftrack%2Fclick%3Fu%3D65343110dd35be920e719fccd%26id%3D26ba4ea724%26e%3Ddc06c437de&data=05%7C02%7Csally.wilson%40wrap.org.uk%7C61036e25f0824aa9998f08de33503c8f%7C850fd98147d449ab975bd9fef0a5b452%7C0%7C0%7C639004616889730267%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=VgF9IjMNNrMjKSRvD6wZNsT9icCcWiigKQbPp6StCXI%3D&reserved=0
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwrap.us1.list-manage.com%2Ftrack%2Fclick%3Fu%3D65343110dd35be920e719fccd%26id%3D26ba4ea724%26e%3Ddc06c437de&data=05%7C02%7Csally.wilson%40wrap.org.uk%7C61036e25f0824aa9998f08de33503c8f%7C850fd98147d449ab975bd9fef0a5b452%7C0%7C0%7C639004616889730267%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=VgF9IjMNNrMjKSRvD6wZNsT9icCcWiigKQbPp6StCXI%3D&reserved=0
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwrap.us1.list-manage.com%2Ftrack%2Fclick%3Fu%3D65343110dd35be920e719fccd%26id%3D26ba4ea724%26e%3Ddc06c437de&data=05%7C02%7Csally.wilson%40wrap.org.uk%7C61036e25f0824aa9998f08de33503c8f%7C850fd98147d449ab975bd9fef0a5b452%7C0%7C0%7C639004616889730267%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=VgF9IjMNNrMjKSRvD6wZNsT9icCcWiigKQbPp6StCXI%3D&reserved=0
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwrap.us1.list-manage.com%2Ftrack%2Fclick%3Fu%3D65343110dd35be920e719fccd%26id%3D26ba4ea724%26e%3Ddc06c437de&data=05%7C02%7Csally.wilson%40wrap.org.uk%7C61036e25f0824aa9998f08de33503c8f%7C850fd98147d449ab975bd9fef0a5b452%7C0%7C0%7C639004616889730267%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=VgF9IjMNNrMjKSRvD6wZNsT9icCcWiigKQbPp6StCXI%3D&reserved=0
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwrap.us1.list-manage.com%2Ftrack%2Fclick%3Fu%3D65343110dd35be920e719fccd%26id%3D26ba4ea724%26e%3Ddc06c437de&data=05%7C02%7Csally.wilson%40wrap.org.uk%7C61036e25f0824aa9998f08de33503c8f%7C850fd98147d449ab975bd9fef0a5b452%7C0%7C0%7C639004616889730267%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=VgF9IjMNNrMjKSRvD6wZNsT9icCcWiigKQbPp6StCXI%3D&reserved=0
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwrap.us1.list-manage.com%2Ftrack%2Fclick%3Fu%3D65343110dd35be920e719fccd%26id%3D26ba4ea724%26e%3Ddc06c437de&data=05%7C02%7Csally.wilson%40wrap.org.uk%7C61036e25f0824aa9998f08de33503c8f%7C850fd98147d449ab975bd9fef0a5b452%7C0%7C0%7C639004616889730267%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=VgF9IjMNNrMjKSRvD6wZNsT9icCcWiigKQbPp6StCXI%3D&reserved=0
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwrap.us1.list-manage.com%2Ftrack%2Fclick%3Fu%3D65343110dd35be920e719fccd%26id%3D26ba4ea724%26e%3Ddc06c437de&data=05%7C02%7Csally.wilson%40wrap.org.uk%7C61036e25f0824aa9998f08de33503c8f%7C850fd98147d449ab975bd9fef0a5b452%7C0%7C0%7C639004616889730267%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=VgF9IjMNNrMjKSRvD6wZNsT9icCcWiigKQbPp6StCXI%3D&reserved=0
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwrap.us1.list-manage.com%2Ftrack%2Fclick%3Fu%3D65343110dd35be920e719fccd%26id%3D26ba4ea724%26e%3Ddc06c437de&data=05%7C02%7Csally.wilson%40wrap.org.uk%7C61036e25f0824aa9998f08de33503c8f%7C850fd98147d449ab975bd9fef0a5b452%7C0%7C0%7C639004616889730267%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=VgF9IjMNNrMjKSRvD6wZNsT9icCcWiigKQbPp6StCXI%3D&reserved=0
https://www.wrap.ngo/take-action/love-food-hate-waste
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwrap.us1.list-manage.com%2Ftrack%2Fclick%3Fu%3D65343110dd35be920e719fccd%26id%3Db499233472%26e%3Ddc06c437de&data=05%7C02%7Csally.wilson%40wrap.org.uk%7C61036e25f0824aa9998f08de33503c8f%7C850fd98147d449ab975bd9fef0a5b452%7C0%7C0%7C639004616889820695%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=Rn6nccNg4JLt3CcwIwBk3E%2FKbNGnRZTFvK30jyY96Qg%3D&reserved=0
https://www.wrap.ngo/take-action/LA-support-England/guidance-resources-training/eteep-tool
https://www.wrap.ngo/take-action/LA-support-England/guidance-resources-training/eteep-tool
https://laportal.wrap.ngo/uk/
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close pop up. Link will only work in 
presentation modeOur team

la.support@wrap.ngo

wrap.ngo/sectors/local-authorities

30

Claire BrandwoodRuth Hunter

Sue Reed
Delivery Lead

Claire Brandwood Ruth Hunter Sally Wilson

Specialists – Local Authority Resource Management

mailto:la.support@wrap.ngo

	Slide 1
	Slide 2: Good practice communications  to support effective delivery of Simpler Recycling 
	Slide 3: Introduction
	Slide 4: What we will cover today
	Slide 5: Over to you …
	Slide 6: Evidence and insights (UK, 2025)
	Slide 7: Recycling rates have plateaued in recent years
	Slide 8: Barriers to participation
	Slide 9: Recycling behaviour change
	Slide 10
	Slide 11: Communication aim & objectives
	Slide 12: Communication objectives
	Slide 13: Getting the basics right
	Slide 14: Audiences
	Slide 15: Audience demographics
	Slide 16: Messages
	Slide 17: Messaging examples
	Slide 18: Choosing the right mix of communications
	Slide 19: Method
	Slide 20: Budget
	Slide 21: Monitoring and evaluation
	Slide 22: Communication examples
	Slide 23: Further examples
	Slide 24
	Slide 25: Scenario: Service change communications
	Slide 26: Situation analysis
	Slide 27: Elected Members (1k)
	Slide 28
	Slide 29: Local authority key resources
	Slide 30: Our team

