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Memorandum 
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Date: March 2, 2015  
To: Waste Management Planning Steering Committee 
From: Janet Rose, Outreach Coordinator 
Subject: 2015 Social Marketing and Education Plan and Overview of 2014 Initiatives  
  

 
Background 
The purpose of this memorandum is twofold: to provide an overview of the 2015 waste management 
social marketing and education plan and to provide an update on the social marketing and education 
initiatives that took place in 2014. The effectiveness of the 2014 initiatives and their contribution to 
the Blue Box Program goals, objectives and targets established in Niagara Region’s 2011-2015 Blue 
Box Recycling Plan, PWA 01-2012 are detailed below. 
 
The annual Waste Diversion Ontario (WDO) datacall submission determines municipal funding 
allocations for the residential Blue Box Program in part based on compliance with WDO best 
practices (BP) requirements, one of which includes an appropriately planned, designed and funded 
promotion and education program.    
  
Overview 
The Social Marketing and Education Plan includes a multi-tiered approach to promotion and 
education, e.g. radio components, TV, collection guides and website offerings.  Wherever possible, 
existing communication tools were utilized to minimize costs.  Measurements of the effectiveness of 
the plan and assessments of the messages and communication mechanisms also occur.  On an 
annual basis, the plan is reviewed and revised based on program changes and results of intermittent 
communication monitoring/assessments.    
 
The objectives for the Social Marketing and Education Plan are to: 
• Increase use of the Blue Box and Grey Box to capture recyclables; 
• Educate residents on the proper preparation of Blue/Grey Box material; 
• Build commitment to ongoing program participation; 
• Improve the quality of materials received at the Recycling Centre; 
• Reduce the processing residue rate; 
• Improve collection and processing efficiencies; and 
• Decrease incidences of maintenance issues at the Recycling Centre, which are related to 

incorrect set-out or inappropriate materials in the Blue/Grey Box. 
 
2014 Summary 
Waste Management Services uses social marketing initiatives, including public outreach and 
communication activities, as a strategy to educate and inform the public.  The 2014 initiatives were 
developed as a part of a social marketing strategy to inform, persuade, influence, motivate, reinforce 
or change behaviours toward improved waste reduction and recycling.  
 
The 2014 social marketing and education initiatives were financially managed within the 2014 
approved operating budget.  In 2014, promotion and education (P&E) costs were as follows: 
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 $337, 500 - P&E costs (including Net HST/excluding staff time) for all waste management 

programs 

 $67,000 - Estimated funding to be received for the Blue Box costs by WDO for 2014* 

 $270,500 - Net P&E Costs ($1.43/household) 

* Estimates are based on historical average allocations by WDO (approximately 40 per cent).  This 
amount could change based on WDO’s review of the submitted costs and funding 
calculations/allocations and won’t be confirmed until 2016 after review and processing by WDO.   
 
In addition, the Region receives in-kind funding contributions for the Region’s campaign print 
advertising from the members of the Canadian Newspaper Association (CNA) and the Ontario 
Community Newspapers Association (OCNA). The value of the in-kind obligation for 2014 was 
$277,059. The CNA/OCNA contribute newspaper lineage in lieu of cash funding as their stewards’ 
obligation under the Blue Box Program Plan.    
 
Staff implemented a new social marketing campaign to educate the public on proper recycling of 
plastic bags and stretchy plastic outer-wrap. The objectives of the campaign were to implement a 
comprehensive public awareness and education campaign that would educate Niagara’s residents to 
recycle plastic bags and stretchy plastic outer-wrap in the Grey Box, reinforce to residents that this 
material should be properly prepared for recycling with the goal to decrease the volume of plastic 
bags and stretchy plastic outer-wrap inadvertently placed in the Blue Box and to decrease the 
volume of loose plastic bags and stretchy plastic film placed in the Grey Box. 

Staff continued the rewards program to thank residents for their excellent participation in recycling. In 
2014, Gold Star Recycling Boxes were awarded to 108 homes as part of the Blue Box Ins and Outs 
campaign.   
 
The Region in cooperation with all twelve local area municipalities launched a region-wide illegal 
dumping awareness campaign. New signage with the campaign message “See it. Report it” were 
installed by the Region and municipalities as illegal dumping hotspots to encourage reporting of 
illegal dumping activities. An incentive for reporting illegal dumping was continued with the 
participation of all area municipalities as part of a general awareness campaign. The local media 
was also engaged to bring the attention of Niagara residents to this issue.  
 
The first full-scale region-wide curbside collection of batteries took place in 2014. As a new waste 
collection service, the education campaign for the curbside battery collection had to gain the 
attention of residents to make them aware of the new offered service and when and how to 
participate. The Curbside Battery Collection program receives a financial incentive for the amount of 
batteries collected, which off-sets the costs of the program. Therefore, high participation rates are 
important to garner higher tonnages and maximize potential revenues. 
 
In combination with these tools, the Region also utilized a variety of other promotional tools such as 
presentations, displays, newspaper ads, newsletters, web contests, and door-to-door visits.  
Appendix I provides more details of each initiative described above and other major social marketing 
initiatives undertaken in 2014. Appendix II contains sample promotional and educational material.   
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2015 Outlook 
Staff will continue to promote programs through social media as well as through a variety of other 
communication methods.  The main 2015 initiatives include: 

• Launching of a campaign to encourage greater diversion of organic waste through increased 
participation in the Region’s Green Bin  program; 

• Continuing the “Odd Couple” social marketing campaign to further communicate the proper 
placement of plastic bags and outer-wrap in the Grey Box;  

• Curbside battery collection communication; 

• Continuing the illegal dumping awareness campaign; 

• Communications to support the roll-out of recycling services to mixed-use residential 
properties;  

• Annual multi-residential waste newsletter/collection guide;  

• Continued outreach to IC&I properties located in Designated Business Areas; and 

• Developing the Service Level Review public consultation strategy and initiating consultation 
in late 2015/early 2016. 

 
The 2015 budget for promotion and education related activities is approximately $555,000 dollars as 
approved in the operating budget. Additional funds are required in 2015 compared to 2014 as there 
are two major initiatives being undertaken, the Green Bin promotional campaign and the Service 
Level Review public consultation. Also, additional funds were budgeted as it was uncertain whether 
the Region would receive in-kind funding contributions from the members of the CNA/OCNA. In 
December of 2014, the Region received notice that it would receive in-kind funding in 2015; 
however, the amount has not been determined yet.  
 
Appendix III provides further details of the major social marketing initiatives planned for in 2015.  

 
 
 
Respectfully submitted and signed by, 

 
 

 
  
Janet Rose, B.A., B.Ed., OCT 
Outreach Coordinator, Waste Management Services 
 
 
APPENDICES 
 
Appendix I – Details of 2014 P&E Outreach 

Appendix II – Examples of Promotional Materials  
Appendix III – Details of Social Marketing and Education Planned for 2015  

 


