THE CURBSIDE VALUE PARTNERSHIP

Increasing Recycling Participation and Collection

among the Georgia Recycling Hub Communities
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The Curbside Value Partnership Goals
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Current Sponsors

National Sponsors:

BUSCH

Companies

ADTTYA B1RLA ARCO Aluminum, Inc.
NOVELIS N7

REXAM

. The
Aluminum @
Association

a Subsidiary of BP Corporation North America bp

Can Manufacturers

Institute
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Local Sponsors:

Ceeoty bntoyprises

: The Association of Postconsumer
w7/ Plastic Recyclers

N
N

PRATT
RECYCLING (USA)

WWW.RECYCLECURBSIDE.ORG



What We Do in Each Community

&

create a recycling tradition | @

Request a cart today at {225) 925-3442 or www.brgov.com/cartrequest. ”’ @

Fall Into a Good Routine
2,

!

i e eyt e 3 s
oo

You do ot need to sort Hems. Simply place auminum cars,steel
cans, and plast botes nto your green curbsice bin. To prevert liter,
place allyour paper s in a paperbagin te bin. It that oasy!

= Please note that we 1o longer acospt gass bty cantake your
‘gass ftams to ona of the ight dop offcontes loatad i Omaha.

# Other Solid Waste Rewinders:

yourreguar colection da t wek of Nowrter 27-Docorber 1.

or mbed with garbage.

which cuces

ate your ol olecton dy. Fridaycolecton il be on Sarcay.

% Help us Meet Our Goal:

Help us ad one mare sk t our eciling fset and save e
oy $110000.

we knowwe canco mor.
» Hfyou dont have a bin, gt el CALL 4445238,

youare dong your part 1o make Omaha a more beautid place.

X

Recycle that
juik wail!

RECYCLING... IT’s Ol so EAsY.

www.

com
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What We Do Nationally
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You o ARTICIATION INYOUR

IDENTIAL CURBSIDE RECYCLIN

Welcome to BIN BUZZ, a newsleter of curbsid recycling best practces sent to you with compliments from the Curbside Value Partnership.In each
issue, we promise to bring you news from around the industry,fndings from piot programs, esearch result, and even more impartant, share with
you best practices from your peers. For more information, please e-mailus at info@RecycleCurbside.org or visit our Web site: RecycleCurbside.org.
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GHECK OUT OUR LATEST PSA

| GET INVOLVED |8 LISTEN: ENGLISH | SPANISH Earth 911

BEST TOOLS YOU GENERAL
ABOUTLS PRACTICES m CAN USE Bl BUz2 m PUBLIC

PROMOTING VALUE AND EFFICIENCIES IN CURBSIDE RECYCLING

The curbside recycling infrastructure now serves haif of the U.S. population, yet participation is
declining and the recycling of valuable materials such as aluminum cans is down, making it more
expensive for many cities to provide. Communities nationwide are tackling this issue head on
througn a variety of creative marketing, communications and operational changes that can be
replicated by cities like yours. The Curbside Value Partnership is a national partnership funded by
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>> Media who should cover your program (dont overiook bloggers or other
oniine media).

Fist here isa it PR 101 fom the expers:

ncome areas that can be hard o reach) and schoos.

>> Wiat e your PR and marketig.
>> Where are your areas of weakness (L. low paricpation areas, polcal
obstacles, etc.) and how can those be addressed?

> Data from the MRF (by month fr volame and value).

your oged? > Patcipe
> s 0 yourWeb ste o calls 1 your ecyling hatine.
Nex,
esidens,
‘e get sated! Judge how you ae coing along the way,and dont be afaid to
DEVELOP A PLANTHAT INCLUDES: Thisis a work
>> Goals and objectives. n progess!
> oo,
exanples). P ———
conmcr us: CURBSIDE VALUE
£ AL INFOGRECYCLECURBSIDE ORG FARTNERSHIP
AL (804 7385750
e s e AT 1525 WILSON BLYD, SUITE 600, ARLIGION, VA 22209




Money from wasted recyclables can go
here....

Or... itcan go here....

Average revenue
per new bin per
year: $94






ReThInk Recycling.

Fasier Than Ever
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Contact information
and titles as home
page content

No way to sign
up for info on-
line

One-way
| 5 5
communication

Non-consumer
friendly
information




Tag-line and

4 branding

Easy to remember

URL (also

News headlines
www.sfrecycles.org)

versus boring

| program info
Easy search

functions

The “Basics”
are easy to

find | Info for
kids and

teachers
Newsletter
sign-up
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Who speaks for your program
organization?

What do they say?
IS everyone on message?
How to ensure consistency

Consider training or mock interviews

or



e Layman’'s terms:. “Attempting to change
behavior to achieve social good.”

— Recycling
— Teen pregnancy
— Healthy eating

e Resources:

— Alan R. Andreasen’s, Marketing Social Change
— Nedra Kline Weinreich's, Hands-On Social
Marketing

— Doug McKenzie-Mohr  and William Smith,
Fostering Sustainable Behavior

— Social Marketing Quarterly



What is the nature or scope of the issue?
What factors do you want to address?
How?

What do you want your audience to do?

What are the most important characteristics
of the audience that must be considered?

What are YOU going to do to make the
behavior more desirable?

What are you going to say?

What is your timeframe?

What resources will you need?

How will you know if you are successful?
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