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Business context. 



•  To protect	and	enhance	the	Authority’s	reputation	as a statutory joint waste disposal 
authority, so that the Authority is seen as a credible and persuasive voice in the waste 
industry and effective in its statutory waste disposal duty. 

•  To achieve	long	term	behavioural	change amongst north London residents and 
businesses in order to reduce waste and increase reuse and recycling towards 50% by 
2010, and therefore minimise the impact of waste disposal costs on taxpayers. 

NLWA communications aims… 



•  To demonstrate the Authority’s level of expertise in waste management, to be a 
respected voice on industry issues, and to raise the profile of the Authority 

•  To promote waste prevention as being at the top of the waste hierarchy 

•  To promote recycling and encourage long term behaviour change in order to achieve an 
increase in north London’s recycling rate 

•  To work with LondonWaste Ltd’s communications team, providing support for joint areas 
of work and those with NLWA branding e.g. Kings Road reuse shop Second Time Around 

•  To develop existing communications channels and explore new ones, maximising on 
social and digital streams 

NLWA communications objectives… 

N.B.	This	is	a	
sub-set	of	
the	most	
relevant	
points	



The perceived ambition… 

Establish	trust	
and	respect	in	
expertise	in	

waste	
management	

Increase	
engagement	with	
waste	prevention	

Increase	reuse	
and	recycling	

1	 2	 3	

Reduce	
contamination	

4	

…within	North	London	



However a lot of other 
institutions have similar aims 



The role for the WUTW website is 
dependent on the wider role for 
NLWA / WUTW within this mix… 



Inspirational	

Directional	

National	Local	

The	
current	

ecosystem	

N.B.	See	slide	
48	for	full	
qualitative	
analysis	to	
support	this	

matrix	



To deliver a clear strategy for the NLWA’s ‘Wise Up To Waste Website’ to fulfill the following 
objectives: 

•  Clarify a role for the website in supporting North London residents to reduce and manage 
their waste, in line with the NLWA 2017 comms strategy 

•  Clarify the role of NLWA digital platforms versus those of borough councils, in disseminating 
and providing access to information about waste reduction and management 

•  Help NLWA reduce operating costs as a result of reduced contamination 
•  Identify the functionality and content that would deliver the above, informed by industry 

best practice and wider digital trends with tangible examples 
•  Provide a roadmap for delivery of the strategy 

The scope for this project… 



Proposed KPIs for the new website… 
•  Increased web traffic  

•  Increased dwell time  

•  Increased page views per visitor  

•  Increased return visitors  

•  Decreased bounce rate  

•  Increased referrals from local councils  



Key learnings from current 
website… 



Content	to	include	
‘more	varied	and	

specialist	knowledge	
they	don’t	currently	
receive	from	other	

sources’	

1	

‘The	design	of	the	
website	feels	similar	
to	those	aimed	at	
students	and	young	

people’	

2	

‘Differentiate	the	
website	by	clearly	

outlining	the	purpose	
of	Wise	up	to	Waste’	

3	

‘Users	are	
particularly	
interested	in	
relevant,	local	
information’		

4	

‘Local	borough	staff	
say	they	do	not	

receive	information	
about	WUTW	
campaigns	to	
signpost	local	
residents	to’		

5	

Key learnings from website review… 

“It’s got to add 
something to what’s 

being offered by local 
boroughs otherwise 

what’s the point” 

Source: ComRes ‘Website Testing: Full Report. Users’ perceptions of the Wise up to Waste website’, March 2014 



And from Google Analytics… 



Campaign traffic spikes, but it doesn’t stick… 

24th	September	–	
4th	October	

15th	November	-	
26th	November	

22nd	January	–		
4th	February	

25th	February	–		
13th	March	

Waste less 
unwanted mail 

Hints & tips nappy 
waste 

Bag it up reuse /
Give and Take Days 

Clothes and shoes / 
Swish & style 

 
 

Data	=		
1st	August	2016	
–	31st	July	2017	



25%	

13%	

12%	11%	

10%	

9%	

8%	

6%	
6%	

Page	views	–	most	popular	pages	

Reuse	&	recycling	centres	/	Islington	

Homepage	

What	can	I	recycle	at	home	/	Waste	and	electronics	

Give	and	take	days	

Reuse	&	recycling	centres	

Reuse	&	recycling	centres	/	Camden	

Reuse	/	Clothes	and	shoes	

Food	waste	game	

Recycle	/	Hints	and	tips	

Most popular pages are mainly RRC-related… 

Data	=		
1st	August	2016	
–	31st	July	2017	



People come for what they need, then go… 

28%	

14%	

14%	
11%	

8%	

7%	

6%	
6%	

6%	

Page	views	–	landing	pages	

Reuse	&	recycling	centres	/	Islington	
Homepage	
What	can	I	recycle	at	home	/	Waste	and	electronics	
Give	and	take	days	
Reuse	/	Clothes	and	shoes	
Recycle	/	Hints	and	tips	
Reuse	&	recycling	centres	/	Camden	
Bag	it	up	reuse	
Food	waste	game	

27%	

14%	

11%	10%	

9%	

8%	

7%	

7%	
7%	

Page	views	–	exit	pages	
Reuse	&	recycling	centres	/	Islington	
What	can	I	recycle	at	home	/	Waste	and	electronics	
Give	and	take	days	
Reuse	&	recycling	centres	/	Camden	
Reuse	/	Clothes	and	shoes	
Homepage	
Recycle	/	Hints	and	tips	
Food	waste	game	
Bag	it	up	reuse	

The	similarity	
between	these	two	
lists	suggests	direct	

correlation	

Data	=		
1st	August	2016	
–	31st	July	2017	



Recycling centre 
(Islington) FAQs recycling centres 

Recycling centre 
(Islington) 

Van and trailer 
procedure 

Behaviour flows show three main pathways… 

Recycling centre 
(Camden) Recycling centres Homepage 

Recycling centre 
(Camden) 

Give and take days Community events Give and take days 



Currently, very little rich content is surfaced… 

In	the	next	iteration	
of	the	website,	

NLWA	needs	to	treat	
every	page	as	a	

homepage,	to	avoid	
dead-ends	



In summary… 



•  The site needs to support NLWA’s business objectives to establish trust, and reduce waste 
& contamination 

•  In doing so, however, it needs to have a clear purpose and unique proposition within the 

existing eco-system 

•  Having a clear proposition will hopefully make it easier for local council staff to signpost to 

content that complements their own 
•  Priority should be given to local, relevant information 

•  Look and feel needs to be developed to more closely reflect target audience 

•  Site structure needs to support the proposition, ensure no dead ends and rich onward 

journeys: every page is a homepage these days 

Business context summary… 



Audience insights… 



Audiences… 

Residents	
(75%)	

1	 2	 3	

Businesses	
(5%)	

Schools	
(20%)	

The primary audience, 
NLWA’s comms objectives 
are all resident-focused. 

The secondary audience, 
to prime the next 

generation and build 
influence in the 

community 

The tertiary audience, 
business needs will be 
considered but largely 
rolled into solutions for 

residents 



MEL Segmentation 
(Residents)… 



MEL Resident Segments… 

Broadly	
competent	

Trying	their	
best	

Aware		
but		

inactive	

1	 2	 3	 4	 5	

Intermittent	Contemplated	but	
not	engaged	

Group 1 
Beginners	

Group 2 
Improvers	

Group 3 
Advocates	

Source:  MEL ‘NLWA Optimising Communications, Engagement and Education: Final Report’, April 2013 



Beginners…	

Would	search	
council	website	
for	recycling	
info	but	lack	

trust	in	council	
efforts	

Not	motivated	
by	

environmental	
issues	

Main	barrier	/	
enabler	=	

convenience	&	
incentive	

Want	practical	
solutions	



Improvers…	

Would	benefit	
from	in-house	

systems	

Not	motivated	
by	the	

environment,	
but	by	making	a	
difference	as	an	

individual	

Barriers:	
convenience,	

service	
provision,	

actions	of	other	
people	in	house	

Unclear	as	to	
what	goes	into	

which	bin	



Advocates…	

Barrier	=	how	to	
recycle	certain	

items	

Proactively	seek	
information	to	
overcome	
barriers	

Organised	with	
responsibility	

shared	

Potential	
advocates	



And our survey says… 



Recipients’ motivation ranks highly… 

0	 1	 2	 3	 4	 5	

Competency	

Motivation	

5.	Please	rate	how	you	view	your	competency	and	motivation	level	when	it	comes	to	waste	avoidance	 Likely	
Improvers	/	
Advocates	

Source:  Resource Media informal attitudinal survey, August 2017 

0	 1	 2	 3	 4	 5	

Competency	

Motivation	

1.	Please	rate	how	you	view	your	competency	(knowing	what	to	recycle,	where)	and	motivation	
levels	(how	important	you	think	it	is)	when	it	comes	to	recycling	(1	is	low)	



Top actionable barrier sits with local council… 

Source:  Resource Media informal attitudinal survey, August 2017 

0	 1	 2	 3	 4	 5	

Materials	not	being	recycled	in	your	area	e.g.	plastic	films	

Not	knowing	what	can	or	can't	be	recycled	

Lack	of	trust	in	the	recycling	process	(not	sure	the	material	actually	gets	recycled)	

Recycling	facilities	difficult	to	use	(e.g.	communal	bins)	

Not	knowing	what	goes	in	which	container	or	bin	

2.	Please	rank	the	following	barriers	to	you	not	recycling	more	



Desire to hear directly from LAs… 

“I'd look up something 
specific, but not general 

research” 

“Living in a communal 
block of flats, our rubbish is 

collected from our flats 
although they don't take 
recycling. This means we 

don't really do it effectively 
ourselves.” 

Source:  Resource Media informal attitudinal survey, August 2017 

0	 1	 2	 3	

Read	a	leaflet	from	the	local	council	

Read	an	email	from	the	local	council	

View	information	shared	on	social	media	

Search	on	Google	

Visit	the	local	council	website	

I	wouldn’t	look	for	more	information	

3	&	7.	Which	of	the	following	might	you	do	to	find	out	
more	about	waste	and	recycling	in	your	local	area?	



Again, top two enablers sit with local council… 

“I need to know the best 
way to dispose of 

something, I'm not going to 
go out of my way to do so. 
If I have to arrange to take 

something large to a far 
location, it will stay in my 

garage for a very long 
time!.” 

“Sadly people don't care 
much about the 

environment, better to 
provide information about 
incentives for recycling and 

what's in it for the 
community..” 

Source:  Resource Media informal attitudinal survey, August 2017 

0	 1	 2	 3	

Information	on	what	can	/	can't	be	recycled	in	your	
area	

Information	on	local	recycling	services	

Information	on	the	impact	of	putting	the	wrong	
things	in	with	the	recycling	

A	printable	diagram	showing	what	what	can	
be	recycled,	where	

Information	on	the	recycling	processes	in	your	area	

Understanding	the	environmental	benefits	of	
recycling	

4.	If	provided	by	the	local	authority,	how	helpful	would	
you	find	the	following	in	improving	your	recycling	

behaviour?	



Waste reduction presents opportunity for WUTW… 

“2nd hand stores and 
charity shops are open 
when I'm at work. Too 

difficult to get things to 
them.” 

“I sometimes feel I could 
do better and feel guilty, 
but on the other hand I 

sometimes try quite hard 
to find a home for 

something rather than 
throw away.” “Limited time means 

sometimes have to buy the 
more packaged options. 
Not having a car so can't 

go to places that big items 
can be reused” 

Source:  Resource Media informal attitudinal survey, August 2017 

0	 1	 2	 3	

Not	knowing	how	to	deal	with	unwanted	
materials	responsibly	

Not	knowing	about	local	second	hand	stores	/	
projects	

Not	understanding	how	to	avoid	waste	

Not	understanding	the	problems	associated	
with	waste	

Alternative	options	are	unsanitary	or	unappealing	(in	
some	way)	

Feeling	like	it's	just	too	much	trouble	to	avoid	waste	

6.	Which	of	the	following	might	act	as	barriers	to	you	
reducing	your	waste	further?	



People do not look to LAs for upcycling tips… 

“All these things take time. 
It's not lack of knowledge or 
enthusiasm, it's being time 

poor that's the issue” 

“Where I live there are 
many charity shops, 

knowing specific info about 
electrical products and 

metal scrap/rags (as can't 
get to tip easily).” 

“Promotion of websites like 
Street bank which is where 

we give most stuff to.” 

Source:  Resource Media informal attitudinal survey, August 2017 

1	 2	 3	

Information	on	reusable	products	(e.g.	water	bottles	/	
real	nappies	etc)	

Information	on	local	upcycling	projects	(e.g.	sewing	
courses)	

Information	on	local	second	hand	stores	

Hints	and	tips	on	how	to	avoid	food	waste	

Upcycling	tips	(e.g.	furniture	makeovers	/	clothing	
repair)	

8.	If	provided	by	the	local	authority,	how	helpful	would	you	
find	the	following	in	terms	of	helping	you	to	reduce	your	

waste?	



There’s a real opportunity to establish trust… 

“Knowing reusable items 
will be filtered out and 

used, period” 

“Longer opening hours” 
 

“Knowing when it's actually 
open to take what I need to 

get rid of!” 

“How the wider world 
benefits - and the next 

generation.” 
“Having a car” 

 
“Access without car” 

Source:  Resource Media informal attitudinal survey, August 2017 

0	 5	 10	 15	 20	 25	 30	 35	 40	 45	

Knowing	reusable	items	will	be	filtered	out	and	
distributed	to	those	in	need	

Knowing	that	materials	are	handled	responsibly	

Knowing	what	happens	to	individual	materials	
afterwards	

Understanding	the	positive	environmental	impact	
of	recycling	individual	materials	

More	information	about	the	operations	of	
individual	recycling	centres	

9.	Which	of	the	following	might	make	you	take	
materials	to	your	local	recycling	centre,	more	often?	

Please	tick	all	that	apply…	



Audience needs & 
behaviours… 



Summary of audience needs & behaviours… 

Beginners	

Improvers	

Advocates	

What can be recycled 

What goes in which bin 

Local secondhand stores 

Reusable products 

How to manage waste / deal with unwanted items 

What happens post-RRC (esp reuse) 

Local reuse / upcycling events & initiatives 

Tools & info to spread word / recruit locally 

Impact of contamination 

What happens to my recycling / recycling processes 

Where’s my local RRC 

Environmental impact 



How might these people end up 
on the WUTW site and how 
might we best serve them? 



Search trends… 

71k	–	
118k	pcm		

300k	–	
1.5m	pcm	

Source:  Moz.com, August 2017 



‘Recycling’ / ‘reuse’ search trends… 
Beginners	 Improvers	 Advocates	

Keyword	 Min	Volume	 Max	Volume	 Keyword	 Min	Volume	 Max	Volume	 Keyword	 Min	Volume	 Max	Volume	
recycling	 30301	 70800	 waste	management	 4301	 6500	 recycling	facts	 1701	 2900	
recycling	bins	 11501	 30300	 reusable	nappies	 4301	 6500	 reduce	reuse	recycle	 1701	 2900	
recycling	center	 6501	 9300	 waste	recycling	 851	 1700	 recycling	posters	 851	 1700	
recycling	symbols	 6501	 9300	 recycling	materials	 851	 1700	 recycle	now	 851	 1700	
recycling	logo	 4301	 6500	 recycling	materials	 851	 1700	 recycling	for	kids	 501	 850	
recycling	bags	 1701	 2900	 why	should	we	recycle	 501	 850	 recycle	more	 501	 850	
what	is	recycling	 1701	 2900	 recyclable	waste	 201	 500	 benefits	of	recycling	 501	 850	
recycling	plastic	 851	 1700	 recycled	waste	 201	 500	 recycling	websites	 201	 500	
recyclable	materials	 851	 1700	 recycling	items	 201	 500	 recycling	information	 201	 500	
recycled	materials	 851	 1700	 recycle	items	 201	 500	 recycling	news	 201	 500	
how	to	recycling	 201	 500	 recycled	items	 201	 500	 recycling	guide	 201	 500	
how	to	recycle	 201	 500	 recycling	things	 101	 200	 importance	of	recycling	 101	 200	
what	can	i	recycle	 201	 500	 recycle	things	 101	 200	 uk	recycling	 101	 200	
recycling	bin	uk	 201	 500	 how	can	we	recycle	 51	 100	 recycling	statistics	 101	 200	
recycle	things	 101	 200	 why	do	people	recycle	 51	 100	 recycling	programs	 51	 100	
recycling	rubbish	 101	 200	 why	should	you	recycle	 51	 100	 recycling	benefits	 51	 100	
local	recycling	centers	 101	 200	 reused	furniture	 51	 100	 recycling	industry	 51	 100	
local	recycling	 101	 200	 recycled	objects	 51	 100	 recycling	articles	 51	 100	
recyclables	 101	 200	 second	hand	furniture	shops	surrey	 51	 100	 about	recycling	 51	 100	
recycle	rubbish	 101	 200	 ways	to	recycle	 51	 100	 recycling	schemes	 51	 100	

Main	insight	
is	that	the	

volume	lies	in	
basic	

searches	

Source:  Moz.com, August 2017 



RRC opening hours & 
access details 

What can be 
recycled / what bin 

to put it in 

Email / leaflet / bin 
sticker re: recycling 
with link / URL to 

find out more 

Google search for 
‘how to recycle XXX’ 

‘What happens to 
my recycling’ / 

recycling processes 

‘What happens post-
RRC’ (esp reuse) 

‘Impact of 
contamination’ 

Local reuse 
schemes / projects 

‘How to manage 
waste / unwanted 

items’ 

Local second hand 
stores 

Wider environmental 
impact 

Newsletter sign up 

Local events 

Tools to share more 
widely 

POINT	OF	
CONVERSION	

Illustrative user info journey… 

The question is, who delivers which pieces of content… 

Conversion	goals	Advocates	Improvers	Beginners	/	All	

How to waste less 
Rate my recycling / 

make a pledge 



In summary… 



•  Three target audiences based on MEL segmentation: beginners, improvers, advocates 
•  Some characteristics are reflected through all segments, such as the need to know what 

goes in which bin 

•  The site needs to be structured to first satisfy visitors’ immediate / basic needs, but to 

allow them to discover content that will improve understanding and inspire change 

•  Traffic will likely come via referral from local council communications (leaflet / email / 
website links / social posts) or direct traffic around local recycling centres 

•  Few people are likely to actively seek out online information about recycling and reuse, 

so we need to capitalise on any opportunity to capture their interest once there 

Audience insights summary… 



How are other regional waste 
authorities servicing 

residents’ needs? 



Comparator analysis… 





	
	
	
	

The	realm	of	local	council	websites	

Inspirational	

Directional	

Universal	Local	

N.B.	R4GM	could	
be	seen	as	the	
equivalent	of	

RecycleForLondon	



•  To clarify the purpose of the site for residents, regional waste authorities need to either 
differentiate from local councils, or integrate wholeheartedly (e.g. Hertfordshire / Dorset) 

•  Councils focus on directional content whereas inspiring content can lose the local lens 

•  R4GM offers a good model for presenting universal, inspirational content without 

muddying the regional proposition, but could be more engaging and duplicates much 

local council content.  
•  R4GM could be seen as the equivalent of RecycleForLondon, and as a sub-region, NLWA 

may want to go deeper, and provide more local content. 

•  All comparators could improve their onward journeys to enable in-site discovery 

•  Pan-site localisation could remove the need to keep entering the same information 

•  RRC information could be brought to life with stories around what happens next 
•  If desired, commoditised content (e.g. Materials A-Z) could be served through plug-ins 

Comparator analysis summary… 



What does the existing North 
London ecosystem look like? 



Brand audit… 



•  Local	authorities	cover	practical,	directional	information	
•  National	sites	cover	universal,	inspirational	recycling	hints	and	tips	



Inspirational	

Directional	

National	Local	



LA social channels illustrate the potential… 

Engagement	levels	
around	local	

initiatives	are	high,	
but	there	is	currently	
limited,	uninspiring	
coverage	of	recycling	



•  Limited coverage of waste / recycling through North London digital channels  
•  Local authorities cover collection details 

•  Pan-London and national entities cover more universal recycling / waste avoidance topics 

•  LA social media channels illustrate enthusiasm for local events, activities, information 

•  As they are the first port of call, WUTW content needs to be distributed and signposted 

through external links on LA websites, LA social media streams, email newsletters etc 

Brand audit summary… 



A vision for the new website… 



The opportunity is for WUTW 
to focus on providing 

inspiration at a local level 



Inspirational	

Directional	

National	Local	

The	
opportunity	



“Knowledge is power. And nowadays we can access the world’s knowledge 
whenever and wherever we want. So you could say we’re all-powerful. 
 
How is this relevant for us marketers and brand managers? 
 
We need to give away knowledge that consumers can’t get anywhere else. Today, 
the richest and most valuable kind of information is something that can't just be 
looked up. This is known as "tacit" knowledge. 
 
Marketing campaigns that give consumers new knowledge - that articulate 
something we knew but were struggling to express - are the most powerful.” 

Tacit knowledge… 

James	Brown	
Strategy	
Director,	
	Zone	Ltd	

Source:  CampaignLive.co.uk ‘Brands have accrued decades of tacit knowledge – the time is now right to share it’, July 2014 



NLWA’s tacit knowledge lies in its 
understanding of waste management 
and reduction across the seven North 

London boroughs 



A draft proposition for  
Wise Up To Waste… 



Wise	Up	To	Waste	provides	inspiration	and	information		
to	help	the	residents	of	North	London		

to	make	a	difference	in	a	resource-aware	community	



Inspiration	 Information	

Facilitating	
action	

Local	filter	

Enabling	residents	to	take	
action	&	make	a	difference	

Giving	residents	borough-
specific	information	

Tips	and	stories	that	make	
change	more	possible	

The	context	around	
recycling	in	North	London	



In an ideal world, Recycle Now is universally-focused and Recycle for London is city-focused (presenting 
best practice from other global cities and from across the London regions). 
 
NLWA / WUTW, on the other hand, is North London focused. 
 
This means… showcasing great waste management examples from across North London; giving people 
ways to get involved at a local level; giving people information on progress being made locally; giving 
people more information on what happens to North London waste; how to cut down on waste, yes, but 
deeply connected to the community… all searchable by region 
 
This approach lives the ‘Zero Waste’ maxim, by repurposing or linking out to content from WRAP or 
Recycle Now rather than duplicating it. 

Unpacking the proposition… 



What sort of content does 
this involve? 



Additional	
info	on	
recycling	
centres,	
incl.	local	
characters	

Recycling	
process	
videos	–	
locally-
focused	

Facts	and	
stats	about	
progress	
made	/	

work	still	to	
be	done	

Impact	of	
contamin-

ation	

Information… 



‘How	do	
you	recycle	
yours’	–	in-

house	
system	
inspo	

Waste	
reduction	
tips	for	

residents,	
businesses	
&	schools	
(redacted)	

Inspiration… 
Stories	/	
case	

studies	
from	local	
residents,	
businesses	
&	schools	

Fun	&	
games	for	
kids	(local	
slant)	



Facilitating action… 

Local	
second	

hand	stores	
(electricals	

first)	

Local	
events	/	
initiatives	

National	
Learning	
resources	
(RecycleNow)	

Visit	
education	
centres	/	
recycling	
plants	



Pan-site	localisation	
functionality	could	
allow	users	to	
localise	their	

homepage,	right	
from	the	outset	

Local filter… 



Topline site structure… 



WUTW	mission	statement	

Reuse	 Recycle	

About	us	 Contact	us	 Shop	Smart	

Waste	less	 Schools	 Businesses	 Community	

The	current	
site	structure:	
lacks	structure	
and	hierarchy	

Clothes	&	
shoes	 Furniture	

Give	and	
take	days	 Free	paint	

Carrier	
bags	

2nd	time	
around	

Repair	
cafe	

Waste	less	
&	save	
more	

Food	
waste	

Home	
composting	

Unwanted	
mail	

Real	
nappies	 EU	Week	

NL	
prevention	
exchange	

Why	
recycle	

What	can	I	
recycle	

Bulky	
collection	

Reuse	&	
recycling	
centres	

Materials	
A-Z	

What	
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R4GM	mission	statement,	purpose	of	website	

Reduce	/	Reuse	 Education	and	learning	

Learning	
resources	Recycling	

process	videos	

Recycle	 What	happens	to	
waste?	

What	do	I	do	
with…?	

How	do	I	
waste	less?	

Recycling	
centres	

Waste	
reduction	
tips	&	
links	

Where’s	my	
nearest	
Recycling	
Centre?	

Education	
centres	

Fun	&	
games	

Visit	
education	
centres	

R4GM’s	site	
structure	is	
very	clear	but	
quite	light	



WUTW	mission	statement,	purpose	of	website	

Reduce	/	Reuse	

Education	and	learning	

National	
Learning	
resources	

	
(RecycleNow)	

Recycling	
process	
videos	

Recycle	

What	happens	to	waste?	

What	do	I	do	
with…?	

	
(TBC	–	Plugin)	

How	do	I	waste	less?	

Recycling	
centres	
plus	incl.	
local	

characters	

Waste	
reduction	
tips	for	

residents,	
businesses	
&	schools	
(redacted)	

Where’s	my	
nearest	
Recycling	
Centre?	

Fun	&	
games	

Visit	
education	
centres	/	
recycling	
plants	

Local	filter	

Inspiration	Information	

Local	
events	/	
initiatives	

Impact	of	
contamin-

ation	

Local	
second	
hand	
stores	

(electricals	
first)	

About	us	 Contact	us	 News	 Events	

Stories	/	case	studies	from	local	residents	/	businesses	Facts	and	stats	about	progress	made	/	work	still	to	be	done	 Stories	/	case	studies	from	local	schools	

Newsletter	

Proposed	
WUTW	site	
structure:		

clear	yet	rich	



Content mapping by information provider… 

Beginners	

Improvers	

Advocates	

What can be recycled locally 

What goes in which bin locally 

Local secondhand stores 

Benefits of reusable products 

How to manage waste /  
deal with unwanted items locally 

What happens post-RRC  
(esp reuse) locally 

Local reuse / upcycling 
events & initiatives 

Tools & info to spread word / 
recruit locally 

Impact of contamination 

Where’s my local RRC 

Environmental impact 

Local	council	 Regional	waste	authority	 National	recycling	bodies	

What happens to my recycling / 
recycling processes at a local level 

Recycling & reuse hints & tips 

What can / can’t be recycled 
generally 

What goes in which bin generally 

Local incentives for reusable products 

Benefits of buying second hand 

Tools & info to spread the word 

How things are recycled 

Recycling knowledge (e.g. symbols) 

How to reduce waste 

Postcode finder 

Full details about local RRCs 



Sample designs… 



Sample homepage 

Full size designs available 

Simplified	menus	

Visual	context	of	North	
London	in	menu	

Main	menu	
targets	key	
questions	

Video	to	highlight	action		

Filter	so	
visitors	can	be	
served	any	
information	
directly	
relevant	to	
their	area	



Sample homepage 
(expanded) 

Full size designs available 

Current	campaign	
highlighted	on	homepage	
with	call	to	action	

Inspirational	content	based	
around	North	London,	with	
weight	given	to	serving	content	
specific	to	the	local	borough		



Sample page 

Visual	context	
of	borough	

Localisation	filter	

Deeper	information	
on	recycling	specific	
materials	to	lead	
discovery	

Links	to	further	content	
that	targets	improved	
behaviour,	such	as	waste	
reduction	or	less	
contamination.	Multiple	
links	offer	content	for	
different	levels,	i.e.	
beginners,	improvers	and	
advocates	



Sample page #2 

Content	based	on	
inspirational	action	
of	local	residents		

Every	content	page	
has	different	types	of	
link	that	allow	
visitors	to	continue	
engagement	–	there	
should	be	no	dead	
end	pages	

Links	present	content	for	
all	types	of	visitor	from	
beginners	to	advocates	



How it all comes together… 



Information Inspiration Facilitating	action Local	filter 

•  Additional	info	on	recycling	centres,	
including	local	characters	

•  Recycling process videos 
•  Facts and stats about progress made / 

work still to be done 
•  Impact of contamination 

Increased	web	traffic,	increased	dwell	time,	increased	pages	per	visitor,	increased	return	visitors,	decreased	bounce	rate,	increased	referrals	from	local	councils 

1.  Residents	(Beginners	–	Improvers	–	Advocates)		
2.  Schools		

3.  Businesses 

TOV:	Friendly,	engaging,	practical	and	informative	
POV:	Working	with	local	people	to	change	behaviour.	A	call	to	action	to	reduce	waste	and	increase	recycling. 

Providing	inspiration	and	information	to	help	the	residents	of	North	London	to	make	a	difference	in	a	resource-aware	community	

2.	Increase	
engagement	with	waste	prevention	

1.	Establish	trust	and	respect	in	
expertise	in	waste	management	 3.	Increase	reuse	and	recycling	

Establishes	trust	by	providing	transparency	on	
the	recycling	efforts	made	by	local	council	

Increases	engagement	through	familiarity	with	
waste	management	processes	

Increases	recycling	as	a	result	of	motivation	&	
knowledge	that	the	council	are	doing	their	bit	

•  Pan-site	localisation	functionality	could	
allow	users	to	localise	their	homepage	

from	the	outset	

•  Local	events	/	initiatives	
•  Local	second	hand	stores	(electricals	first)	
•  Visit	education	centres	/	recycling	plants	
•  National	learning	resources	(RecycleNow)	

•  Waste	reduction	tips	(redacted	from	
WRAP)	for	residents,	schools	&	

businesses	
•  Stories	&	case	studies	from	residents,	

businesses	&	schools	
•  Fun	&	games	for	kids	(local	slant)	

Establishes	trust	by	reinforcing	that	waste	
reduction	is	possible	across	the	community	

Increases	engagement	by	establishing	social	
norms	and	standards	within	the	community	

Increases	reuse	and	recycling	by	providing	ideas	
and	inspiration	for	how	to	do	so	

Establishes	trust	by	showing	that	the	council	is	
investing	in	waste	reduction	schemes	

Increases	direct	engagement	and	involvement	
through	various	schemes,	events,	and	resources	

Increases	reuse	and	recycling	by	providing	
routes	to	direct	experience	and	information	

Establishes	trust	by	relating	to	audiences	as	
‘borough	residents’	–	how	they	see	themselves	

Increases	engagement	by	increasing	relevancy	
and	immediacy	

Increases	reuse	and	recycling	by	increasing	easy	
access	to	relevant	local	services	

4.	Reduce	contamination	Ambitions 

Audiences 

KPIs 

Proposition 

TOV / POV 

Content Pillars 

Content types 

Delivering 
against 
ambitions 

Reduces	contamination	by	educating	residents	
on	the	impact	 Reduces	contamination	as	a	trickle	down	result	of	raising	awareness	and	engagement	around	recycling	and	reuse	in	general		



Sources… 
•  ComRes	(2014),	Website	testing:	full	report.	Users’	perceptions	of	the	Wise	Up	To	Waste	website,	March	2014	
•  GfK	(2013),	Advert	concept	testing	
•  Google	Analytics	(2017),	WUTW	site	analytics	for	the	period	01.08.16-31.07.17	
•  Media	Therapy	(2016),	Preso	for	Borough	Meeting	16.08.16	(Save	Our	Stuff	campaign	strategy)	
•  MEL	(2013),	NLWA	Optimising	Communications,	Engagement	and	Education:	Final	Report,	April	2013	
•  Moz.com	(2017),	Monthly	search	volumes	around	terms	‘recycling’	and	‘reuse’	
•  NLWA	(2013),	Communications,	Education	and	Engagement:	Qualitative	Research	Interim	Report	
•  NLWA	(2017),	NLWA	Communications	Strategy	2017/2018	
•  NLWA	(2017),	NLWA	Brand	Book	
•  Resource	Media	(2017),	Survey	Monkey	informal	survey	results	(see	spreadsheet	provided)	
•  Survation	(2016),	North	London	Recycling	Survey	2016:	Key	Findings	
•  WRAP	(2016),	Recycling	Tracking	Survey	2016:	Behaviours,	attitudes	and	awareness	around	recycling.	N.B.	This	

report	may	hold	more	relevance	to	an	overarching	WUTW	comms	strategy,	or	else	to	detailed	content	planning	
later	down	the	line.	



Thank you! 


