
EastlEigh Borough CounCil

Brief
To create awareness of our new garden 

waste service and encourage behavioural 
change through increased ‘sign up’ to the 
scheme; influenced by an eye-catching, 
low cost and integrated communications 
campaign.
Background

The Council is nationally recognised 
for its record of performance in waste and 
recycling, but we have made limited progress 
in recent years in improving our recycling 
target. To address this, the Council secured 
funding from Waste Resources Action 
Programme (WRAP) to provide options for 
improvement. One proposal was to change 
our weekly garden waste sack collection to a 
fortnightly wheeled bin collection.

campaign oBjectives
To increase awareness of the new 

scheme to our primary audiences(residents 
with a garden who are current service users 
or potential customers) by end of April 2014

To increase subscribers to the garden 
waste service by a minimum of 5% by end 
of April 2014 (benchmark 11,400 – April 
2013)

strategy and tactics
The strategy involved communicating 
the key benefits of the new garden 
waste service to support the operational 
objectives of retaining and expanding 
our customer base, reducing our 
carbon footprint through reduction in 
vehicles used to collect garden waste, 
increase revenue and improve recycling 
levels.
To produce an eye-catching, low-cost, 
integrated ‘in house’ communications 
campaign generating maximum 
impact.

tactics
The tactic was to ensure residents 

understood the benefits of the scheme 
through a number of key messages, focusing 
on;

Saving time and money
New bin replacing green sack
‘Buy it and try it’ option
Extra capacity
Fortnightly collection

stakeholder engagement
In spring 2013 Corporate 

Communications led the public consultation 
into proposals to change the garden waste 
service to a fortnightly bin collection.

Some 1,056 responses were received 
with 80% completed by existing customers. 
62% of respondents were happy to change 
to a wheeled bin. 

Following the consultation Councillors 
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Launch of ‘Buy it and try it’ garden waste service



approved recommendations to change 
to a fortnightly wheeled bin collection. 
The Recycling Team, working closely with 
our corporate Communication team, 
then worked to deliver an integrated 
communications campaign.
unique selling points of the service 
included:

Changing from green sacks to wheeled 
bins
First Council in Hampshire to offer ‘But 
it and Try it’ incentive
33% extra capacity, free of charge
Discount of £2 for customers paying by 
Direct Debit
Price freeze on 2013 charges and 
discounts for additional bins

implementation
The campaign ran from October 2013 

to April 2014; utilising a range of internal 
and external channels coupled with eye-
catching design and key messaging focusing 
on the benefits and ‘added value’ of joining 
our new garden waste service.

external channels
Borough News – tabloid newspaper, 
circulation 53,000 homes 
Spring 2013 – Garden Waste survey 
Summer 2013 - Garden waste article 
Autumn 2013 - Buy it and Try it half 
page article and front page teaser 
Winter 2013 - Garden Waste advert 
February 2014 - back page advert
EBC website www.eastleigh.gov.uk 
– Garden Waste teaser on homepage 
including hyperlink to ‘recycling’ 
landing page – 6,024 unique visitors 
(Sept 2013 to May 2014)
Garden waste flyer distributed by 
direct mail in November 2013 
to 48,000homes – cost effective 
distribution joined up with existing 
annual waste and recycling calendar 
mail out
Social media - corporate updates via 
@EastleighBC reaching 3,600 Twitter 
followers and service Twitter feed @
RecycleforEBC - 250 followers
Media relations – five press releases 
resulting in six features in local media 
including Daily Echo and Hampshire 
Chronicle and 4 online features 
including Daily Echo and Eastleigh 
News
Poster campaign – across local 
community buildings
Direct engagement with our ten Town/ 
Parish Councils to encourage service 
promotion
E-News (weekly Council e-shot 
reaching 3,500 subscribers)
Face to face communications – staffed 
display stands at community events 
including: 
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Pumpkin Festival (Oct 13) – 4,000 
visitors 
Eastleigh Christmas lights switch on 
(Nov 13) - 10,000 visitors 
Lowford Community Centre opening 
(Mar 14) – 1,000 visitors 
Supermarket displays at local 
Sainsbury’s and Asda superstores 
Garden centre displays at six local 
venues
Roundabout Sponsorship signs x2 – 
placed on two high profile roundabouts 
with 40,000 vehicle exposures per day
Council office reception screens

internal channels
Intranet homepage
E-Connect weekly e-shot
Councillors e-bulletin
EBC screensavers
EBC Aware - bi-weekly briefing to 
Senior Management Group

research, measurement 
and evaluation

Quantitative measurement of the success 
of the scheme is attributable to the number 
of subscribers to the service.

Garden Waste customers 1 April 2013 
- 31 March 2013 = 11,400
Garden Waste customers 1 April 2014 
– 18 June 2014 = 13,741
Increase in subscribers = 2,341 
(20.53%)
Increase in income = £70,230 (£30 x 
2341)

tonnage
Since the start of the new scheme on 

April 1 this year, early indications are that 
garden waste tonnages are increasing 
significantly:

1 April - 31 May 2013 486 tonnes
1 April - 31 May 2014 837 tonnes
Increased by 72%

One of the key indicators of the 
scheme’s success will be the amount 
of garden waste collected and recycled 
- contributing to the Council’s recycling rate 
and meeting our tackling climate change 
priority. 

evaluation
Post campaign an online survey was 

sent to 470 new customers in May 2014 and 
highlighted the success of our campaign. Of 
the 188 who responded;

65% of respondents made aware of the 
new service via garden waste leaflet
26% read about the service in the 
Borough News
20% heard about the service from a 
friend/ neighbour
13% were made aware of the service 
via our website

Our campaign had a high penetration 
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rate with 60% of respondents (new 
customers) stating they became aware of 
the new service during the last six months 
(the campaign period). Communication of 
our key messages also achieved significant 
penetration. The main reasons given for 
joining were;

Convenience/time saving - 36%
New wheeled bin - 17%
Extra capacity - 9%

Budget and cost  
effectiveness

Existing communications channels were 
utilised where possible to keep costs to a 
minimum with spending on the following;

Leaflet (50,000) - £1,300
Display - £300
Posters - £50
Bin tags - £1,000
Envelopes (15,000) - £900
Vehicle signage - £50
Roundabout signs - £150
Total £3,750

continuing the campaign 
& lesson learnt

 The Buy It Try it campaign has been 
successful with only 30 households 
requesting a refund after the 6 week trial 
period and this element of the service will 
be offered in subsequent years. Research 
highlighted that 20% of new customers 
found out about the service from a friend or 
neighbour. A follow up campaign promoting 
a ‘refer a friend’ incentive is being 
researched for the future.

The joint working with stakeholders and 
engagement with existing networks within 
the borough has been pivotal to the launch 
of this service; the low cost communication 
campaign has delivered results coupled 
with increased garden waste tonnages and 
a high user satisfaction rates resulting in a 
successful re-launch of an existing council 
service whilst providing value for money, 
additional capacity and a quality guarantee 
to our residents.
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