
Behaviour Change and 
Visual Communications

THE HIERARCHY OF 
BEHAVIOUR CHANGE
Optimal points for strategic 
communication planning











25 years

Over 160 UK Local Authorities

30 countries



2000 - 2012

0% 30%

Awareness

Motivational

Encouragement

BEHAVIOURAL

£5.50 phh



2000 - 2012 2013 - 2019

0% 30% 40%

Awareness

Motivational

Encouragement

BEHAVIOURAL

£5.50 phh

Information

Remedial

£1.80phh

0%



2000 - 2012 2013 - 2019



2000 - 2012 2013 - 2019



2000 - 2012 2013 - 2019



2000 - 2012 2013 - 2019



2000 - 2012 2013 - 2019



2000 - 2012 2011 - 2019 2022, 23, 24 ………

0% 30% 40%

Awareness

Motivational

Encouragement

BEHAVIOURAL

£5.50 phh

Information

Remedial

£1.80phh

70%



“We need 
a new 
service”

“We’ll
Need
Some 

comms”

Roll
Out



“We need 
a new 
service”

“Ooh. We
Need
Some 

comms!”

Roll
Out



Most effective 

Least
effective 

Least 

communications

Removal

Ease

Economic 
advantage

Just ask

Do nothing and hope 
for the best.



Most effective 

Least
effective 

Least 

communications

Removal

Ease

Economic 
advantage

Just ask

Do nothing and hope 
for the best.





Most effective 

Least
effective 

Least 

communications

Removal

Ease

Economic 
advantage

Just ask

Do nothing and hope 
for the best.





Most effective 

Least
effective 

Least 

communications

Removal

Ease

Economic 
advantage

Just ask

Do nothing and hope 
for the best.



Optional 

Collection 

and often 

Chargeable



Optional 

Collection 

Chargeable or 

Communal



Most effective 

Least
effective 

Least 

communications

Removal

Ease

Economic 
advantage

Just ask

Do nothing and hope 
for the best.







Most effective 

Least
effective 

Least 

communications

Removal

Ease

Economic 
advantage

Just ask

Do nothing and hope 
for the best.



Most effective 

Least
effective 

Least 

communications

Removal

Ease

Economic 
advantage

Just ask

Do nothing and hope 
for the best.

Communications

Less need
Less cost

Greatest need
Greatest investment



“But…we 
have no 

budget!”



2000 - 2012 2013 - 2019

0% 30% 40%

Awareness

Motivational

Encouragement

BEHAVIOURAL

£5.50 phh

Information

Remedial

£1.80phh

0%











THE COMMUNICAIONS

STRATEGY FRAMEWORK



The Issue The Strategic Aim Communication 
Objectives

Expected 
Outcomes

Audience Take Away 
Messages Evidence Monitoring



Take aways



Consider the complexity of service that 

needs to be communicated –

the more complex the more comms 

is needed, more lead time and more budget



If you can’t afford the comms to the level 

that’s needed, can you influence service 

design to make it simpler and less 

costly to communicate?



Invest in content that’s 

interesting, engaging and motivational. 



Apply strategy - not just tactics



mobiusagency.org.uk
@thewastecommunicator
07970 717041
stephen@mobiusagency.org.uk

Let’s change something 

for the better, for good


