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Executive Summary

About the Project: A To determine which elements of the prototype materials are likely to be most
effective in raising awareness and increasing engagement with the Duty of Care

Peopleand organisations involved with waste disposal and recovery activities in (addressed in stage 4 of the research)

England and Wales are subject to Duty of Care requirements, which are designed to _ _
ensure that waste is handled legally and responsibly. For householders disposing of A To test and determine how the preferred messages, visuals or other elements
their waste this is limited to ensuring that whoever takes their waste is authorisedto ~ could be adapted and via which channel (addressed in stage 4 of the regearch

do so (‘the Household Waste Duty of Care’). The fourkeystages of the research were:

On 26 November 2018 the Government introduced legislation for a fixed penalty 1. Obtaining a greater understanding of the influences on behaviour around
notice as a more proportionate means for addressing breaches of the Duty of Care. In \yaste disposalAn insight audit tainderstandand mapthe influences on
advance of this, Defreommissioned Kantar Public to carry out a project using behaviour around waste disposal through a rapid evidence review of available
behaviourakcience to understand themost effective means for local authorities and literature and telephone interviews with five local authority representatives

non-governmentabrganisations (NGOS) raiseawareness anthcrease
understandingand engagement with the Household Waste Dutfafe. The project
involved four key stages and resultedaimange of communications principles and
guidance for local authorities aliIGOs. The principles and guidance waehkieved
through a process of developing and testing example communication materials aimed
at influencing the behaviour of individuals to encourage them to comyitly the

2. Applying behavioural insight to the development of communications platforms:
Sharing this insight with creative partnersthé OgilvyCentre for Behavioural
Scienceo develop arange 0¥ 02 Y Y dzy A Ol (i A(the/fdundaforiali F 2 N &
creative idea or strategy to appeal to the interests of the target audience) which
drew upon different behavioural levers to increase awareness and adherence

Household Waste Dutyf Care. 3. Understanding awareness and testirgmmunications platformsEight
discussion groups were conducted to: explaveareness of and attitudes
Specific research objectives included: towards the Duty of Care and waslesposal; and testommunications platforms

A To understand current awareness and attitudes towards the Household Waste Duty and creative prototypes (Creative examples which brought the platfornitsefo

of Care(addressed in stages 1 and 3 of the research) Discussiomgroups were chosen because of their potentiaptoducedeep

A To use behavioural insights science and knowledge to develop a range of A )f LA Kl . Ayl 2 . Ll S .A o LJI-Hy’wewe;&becB_tILEe_aof_ﬂQey =3 !
WORYYdzyAOFGARYya LXFGF2NNEAQ O0GKS F2dzyRE lL”}\'“’zdg‘Lf-mPerst%’Fdth BR& possigemake brggd gepaialisgligng Homg o . |
the interests of the target audience) that are likely to be effective at raising the findings.
awareness, engagement with and adherence to the Duak (addressed in stage 4. Generating communications principles and guidancgenerating a range of
2 of the research) principles as to which communications platforms and underlying behavioural

levers could be most effective at raising awareness and adherence to the Duty of

A To testthe communications platforms and a range of prototype materials (creative NN .
P g P yP ( Care. These were then used to develop@mmunication$uide.

examples to bring platform to life) to understand how participants respond to the
underlying behavioural insightaessages (addressed in stage 3 of the research)



Executive Summary cont.

Stages 1 & 2esulted infour behavioural insight informed communications platfoiceas
OW. SKI @A2dzNI £ {NFYGS3IASAQ> AisdBcussidriraupsd

Understanding current awareness and attitudes
0AK Welli asdeStiNghe ZaimmanisdiiaieSpyatiotnistge 3 theéreSvas a contextual

Communications
platform name

Behavioural Strategy

discussion in the groups which explored awareness of the Household Waste Duty of Care
and attitudes towards fifipping and waste disposalhe findings are outlined below.

A Increasecognitive easemake it easy to find a licensed waste
carrier to prevent householders avoiding responsibility

A Provide all the information needed to find licensed carriers, in a
salientand simple way Wal 1S A
A Authority Bias Identify anauthoritative messenger to inform alb 1S Al

participants
Make communicationimely: so they prompt people when they
are likely to be most receptive

Currentawarenesf the Household Waste Duty of Care:

A Across the groups participants tended to héoe levels of awarenessf the Duty of
Care and the requirementthat KA NR LJ NI AS& RA&LIRaAy3
9 P Iy NN IESNGE licensed.
¢ A B&rfe paficipantguestioned the fairnesf the duty, particularly why they should
0S KSt R NBaLRyaA adbisyg spedidiywieh in&ySvat@not ¢ N2 y
aware of the rules and regulations around waste disposal.

2

l.:.l

A This confusion was exacerbatedlbw levels of awareness of waste disposal

Useconcretenesdy using straightforward language to heighten
perception that committing this offence can be traced
Leverageconsistencyby reminding participants that they would
usually dispose of waste responsihlydnot using a licensed wast
carriercouldresultin their waste being fitipped

(
>

We¢ NI I O

A1”4

regulations and proceduremore generally.

A Participantdj dzZSAGA 2y SR ¢KI G g1 & 02y highR&ingshat |
communications would need to show what is meant by household waste and use
everyday language to define this.

W

a

Leveragdoss aversiorby emphasising that using an unlicensed
carrier could result in having to pay a fiaedfor removal of the
waste

Emphasis¢he immediate loss to the individual (rather than the
environment/counci)

W52y Qi t

Currentattitudes towards fly-tipping and waste disposal:

A Participants that had disposed bbusehold wastexpressed some indignation
about the cost of council removal serviceghich were deemed to be relatively
expensive in comparison to private carriers and to have increased in price.

A Most participants across the groupspressed their dislike for fiftipping and

o

a
aith

Emphasising that fiji A LILJIS NE Q 0 S fand@rkigodaN A
especially since, in this case, householders are paying in good
to take their rubbish away

Leverage th&apir Whorf hypothesis t@ategoriseunlicensed
waste carriers thatly-tip by creating a new name for them. This
hypothesis means that by assigning a word or special name to
something people automatically build meaning and social horm

g NPy 3

S
S

viewed it as an antsocial act. However, for some, this was an issue which could be
W2dzi 2F &aA3IKGEZ 2dzi 2F YAYRQO

A Participantsstruggled to make the linkbetween their ownhousehold wastelisposal
D (i A 2nd the act of flytipping and recognised that this link would need to be made
VB Q explicit.

A There was a sense that most unlicensed waste carriers justérying to make a

around it

living, rather than profiting from flyd A LILJA y 3 LIS2 L) SQa K2 dzAzfl St




Executive Summary cont.

Using the insight from stage 3 to develgpinciples for the communications guidéstage 4)
The testing of the communications platforms at stage 3 of the research resulted in a set of insights to help shape cdéimnsuoicthe Household Waste Duty of Care. We

generated principles for communications from these insights and structured them into @& | @A 2 dzNJ f

LyaA3akK@r oSl yQa wol! {¢

We selectedthe EAST modébr the toolkit asit is grounded in behaviouracience. From our experience it is a uerndly framework and provides an effective structure to frame
guidance for stakeholder groups.

CNJ YSg2N

Insightfrom the research

Communicationgrinciples

need to clearly make the link to other communications about waste

/ fly-tipping, such as via articles in local newspapers

Va st

A Participants preferredgnessaging which suggested the process was simple, | A Lead with a very explicit call to action
> and required little additional effort A Provide all the information needed to find licensedste carriersin a salient and simple
2 A Participants responded positively to messagiimged atraising awareness of way
w their responsibilitiesvithin the Duty of Careand what they need to do to fulfil | A Increasecognitive ease bgnaking it easy to find bcensed waste carrier
these. They also likemiessagingvhichclarifiedwhat WK 2 dzA SK2 f R pA Wiie@gbssblé uséayperson'derms and avoid jargon or sector specific language
E A Participants preferred communications which framed a loss to the individud|l Ié\y Ensure messaging is educational, rather that punitive towards the individual
2 ) using a concerned tone, rather than punitive tone A Personalise issue and galvanise interest by making content local
o | A Participants responded positively to imagery which clearly linked household A Where relevant use imagery to communicate key messages
E rubbish with flytipping
A Participants responded positively to messaging which clelelw attention to | A Frame duty as a collaborative effort betwelatal authorities ananembers of the
?El the antrsocial behaviour of the fifipper and the impact on the local ) public
O community A Draw attention to the unacceptable and astcial behaviour
8 A Create social networks and devise a campaigning elemsuth as by creating a share
hashtag
A Encourageoordination of communications regarding-fipping and waste disposal
> A Participants recognised that they would be unlikely to pay attention to A Communicate message at points in time and in locations when and where participants
i communications unless it felt relevant to them at the time would be most receptive to receiving this message
E A Participants recognised that messaging about the Duty of Care would need tA Where possible, launch campaigns alongside other communications pieces about \

* https://www.behaviouralinsights.co.uk/publications/eagtur-simplewaysto-apply-behaviouralinsights/ 5
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1.1. Context & Objectives

Context to the research: Specific research objectives included

People and organisations involved with waste disposal and recovery activities in A Toimprove understanding afurrent awareness and attitudes towards the
England and Wales are subject to Duty of Care requirements, which are designed to Household Waste Duty of Caf@ddressed in stagelsand3 of the research)
ensure that waste is handled IegaIIy and responS|ny For householders dlsposmg of

theirg &GS @Al I (KANR LI Nlexsurngthatoviioeveritakes O I Nﬁﬂ@ﬁ&bshavt})w%'ﬁﬁwsw%?% and knowledge to develop a range of

2YYdzy AOF GA2ya LI FOGF2NY¥aQ o00KS F2dzyF
to the interests of the target audience) that are likely to be effective at raising
awareness, engagement with and adherence to the Duty of (@adressed in
stage 2 of the research)

their waste is authorised to do so (‘the Household Waste Duty of )Cakgs minimises
the risk of their waste being subsequently-figped.*

Defra has a responsibility for overseeing the regulatory framework which underpins
this Duty of Care. It is concerned to address the issue-tipftyng and ensure
householders begin to recognise and abide by their Duty of Cpagticularly as fly

tipping is estimated to cost local authorities £57.7m.** A lack of awareness of the Duty
of Care itself was highlighted in a recent Government consultation on the potential

A To test these communications platforms and a range of prototype materials
(creative examples to bring platform to life) to understand how patrticipants
respond to the underlying behavioural insights messdgdsdressed in stage 3
of the research)

introduction of a fixed penalty notice.*** Although the response to the consultation A To determine which elements of the prototype materials are likely to be most
was not representative of the public as a whole, it provided an indication that activities effective in raising awareness and increasing engagement with the Duty of Care
to ensure householders are made aware of and engage with their obligations would be (addressed in stage 4 of the research)

advantageous.

A To test and determine how the preferred messages, visuals or other elements
could be adapted and via which chan(atidressed in stage 4 or the research)

Thisproject uses behavioural science to provide a series of recommendations and

practical guidance for local authorities and rgavernmentabrganisations (NGO%)

effectively communicate to householders their obligations within the Duty of Care. About this report

These recommendations and practical guidance will form part of a standalone

Communicationgiuide whichwill is being madavailable to local authorities afdGOs

(see Appendix, page 37).

Therest of this report is split into four sections. The first highlights how behavioural
science was used to map current behaviours around waste disposal. The second
highlights how these insights were applied to the development of a range of

* hitps:/fconsult.defra.gov.ukiwaste/consultatiohouseholdwaste duty-of-carg communications platforms. The third provides the feedback on these platforms. The
* https://assets.pub_lishinq.service.qov.uk/qovernmentjupIoads/svstem/uploads/attachment data/file/652958/Flyt final section provides a series of principles and example ideas for how local
'bping_201617_staistical_release_FINAL.pdf authorities could effectively communicate the Duty of Care, based on the insights

*** hitps://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/721972/w from this research. This forms the basis for ﬁtrezmmunicationguide.
aste-crime-consultsumresp.pdf



https://consult.defra.gov.uk/waste/consultation-household-waste-duty-of-care/
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/652958/Flytipping_201617_statistical_release_FINAL.pdf
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/721972/waste-crime-consult-sum-resp.pdf

1.2.Stages of the Research

1. Obtaining a greater

understanding of the influences

on behaviour around waste
disposaf

A The first stage of this project
involved a rapid review of availablg
evidence into waste compliance
and disposal behaviours, ftipping
and the effectiveness of
interventions already tested.

A This was followed by five interviews
with representatives from local
authority waste enforcement units
to understandhow they perceive
currentbehaviours and drivers to
non-compliance with the
Household Waste Duty of Care.

A We then used the Kantar Public
Behavioural Framework as the bag
for analysing the findings and
segmenting the key drivers of
behaviour.

S

*Please see section 2 (slides1n) for
detail on approach

2. Applying behavioural insight
to the development of
communications platforms*

A We then shared the insight from
this evidence review with our
partners on this project, Ogilvy
Centre for Behavioural Science.
specialists in creative behaviour
change, they used this insight to
identify a range of behavioural
strategies which could be applieq
to encourage engagement with
and adherence to the Duty of
Care.

A Following the identification of
behavioural strategies, a range o
communications platforms, each
representing a different strategic
approach to affecting behaviour,
were developed and shortlisted
for further development.

A 1 aSNaSa
were then created to bring the
platforms to life.

*Please see section 3 (slides119) for
detail on approach

2T ONXBI

-

3. Understanding awareness anld
testing communications*

A The testing phase of the researcl
included eight discussion groups
with householders to discuss ang
feedback on the platforms. This
included a discussion on what
elements would be most effectivd
at driving awareness and
compliance, as well as a
contextual discussion on
awareness of and attitudes
towards the Duty of Care and
waste disposal more generally.

—

A In order to identify different
issues and possible responses tg
communications, we aimed to
recruit a broad spectrum of the
public to thegroups. Theroups
were in four locations across
England and included people wit
differingexperiences ofvaste and

A pECARANCORGe, a3 Welha
a dispersion oége, ethnicity
gender and rural/urban split

=)

UJ

*Please sesection 4 (slides 234) for
detail on approach and appendix for
sample (slide 40)

4. Generating a range of
principles and communications
guidance*

A The final stage of this project
involved analysing the findings
which emerged from the groups,
including the communications
preferences and which behavioura]
strategies would therefore be most
effective in driving awareness and
adherence.

A These principles for communicatio
were shared with a range of
stakeholders from across local
authorities and norgovernmental
organisations for feedback and
were subsequently developed into
a Communicationgjuidance guide.

*Please see section 5 (slics32) for
principles andppendix (slide 37pr
link to guide




2. Obtaining a greater understanding of the influences on
behaviour around waste disposal
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Stagel

2.1. Methodological approach to obtaining a greater understanding of the influences on beh

To help inform the development of theommunicationgplatforms and materials as part we undertook:
1. A rapid review of available evidence into what drives behaviours regarding waste disposal and the effectiveness of amstivaintiave already been tested.
2. Telephone interviews with stakeholders with direct involvement in waste disposal.

The rapid evidence review was necessarily brief due to the timeframes and scope of the project. The review revealed&fddaithtS NI (G dzNB LJdzo f A A KSR & LIS O
attitudes towards and behaviours surrounding the Household Waste Duty of Care. As such we necessarily included evidegtoethelataste sector more broadly. This

means the results should be treated with a degree of caution as they may not be directly transferable to the Duty of cfearallgpaNithin the time available, eleven sources

of evidence on behaviours around littering,-flgping and compliance with waste disposal within England were selected femr¢see appendix, slidgb). These were found
GKNRdzZAK | O2Yo0AYylFdA2y 27F aSI NOKAY 3 AADAYE 5O aT0OXKNRIE NN S8R isahd i dey/thiRGiRada Aty OF NBIOK § iR
Additionally, we reviewed a range of environmental journals and partnership networks to find relevant literature. Thisddoluahal of Litter and Environmental Quality,

National Framework for England for Tacklingtfping through Local Partnerships; National-tibping Prevention Grougnd theEnvironment Directors Networko provide

context to the project we read about current waste codes of practice and reviewed examples of awareness raising aotivitealfauthorities.

Following this rapid evidence review, five stakeholder telephone interviews were conducted with representatives fromtlmrétlyavaste enforcement units. The purpose of

0KSaS AYyiSNWASsa 61 a G2 dzy RSNA G Y RcomBigntsffr@riadocaDalnNai gparation@isgedive gsdzblEas How dfecRdlfad &G NBE 2 T
current interventions have been. These interviews also provided further insight into local authority views on the curegtamaihg and challenges with managing the Duty

of Care. This was important so that the communications developed were builteasanablainderstanding of the current enforcement landscape and would be applicable to

a range of local authorities. Given the timelines and confines of this research, these interviews were relativelydigatR G KSNEF2NBE F20dzaSR LINBR2 YAy
own anecdotal experience and perspectives. Of those who were interviewed, a small number had conducted their own reseanehlamh to collaborate and share ideas

amongst other local authorities. Defra invited the five stakeholders to be interviewed due to their current activity WweiNattonal FlyTipping Prevention Group. This meant

GKIFIG GKSANI £ S@St 2F LINRPFOGAGAGE YR AYyUiUSNBad ¢A0K dtitig obatizdcal adhdritis anNdBis abhldi | £ NB I Re&
potentially introduce bias into thproject. Howeverthe short timeframes and limited scope for interviews meant that it was important for us to reach out to people that we

knew were informed on the subject matter.

At this stage, we used the Kantar Public Behavioural Framework as the basis to analyse the findings and segment tbadesyanfhehaviour which both the literature and

the stakeholder interviews had uncovered. In practice, this involved developing and populating a framework in Excely moundarising the influences on waste disposal
OSKIF@A2dzN®d ! & | NBadzZ d 2F (KAaz (GKS Ayairakida 3ISy S NatorsRand ofeatirekpiottypesdoR tksiing.[PN&&@ A R S R
see slide 12 for a summary of this insight.

10



2.2. Using the Kantar Public Behavioural Framework

TheKantar Public Behavioural Frameworbk&sed on academiesearch as well as
YI yil NJ t dzofeseddch axpdrigvtdt@inimarisds what the key generic

Stagel

AYyFEdzSyO0Sa 2y LIS2L) SQa o0SKIF@A2dz2NE | NBT
leveraging or addressing different kinds of influence, so as to achieve behakienge
(see below). Fathe purpose of this project, this framework was used as both a
theoretical construct and a practical tooké&table to the righfor how the key Context / setting
behaviourainfluenceswere applied to this insight.

Behavioural
Influences

Heuristics

Habit

Howthese drivers relate to waste compliance

Behaviour influenced by the situation or area

Behaviour result of noigonscious decisions

Waste disposal becomes a routine behaviour

Recognition of harm to others and whether compliance is

WNR IKGQ

cost/benefit

O

heunstics
0 context/setting

Cost/benefit

Efficacy

How in/action would be viewed within community

Perceived benefits and costs to complying

Recognition of whether action will have an impact

Understanding and belief in duty

11



2.3. Emerging insight into tirfluences on behavioaround waste disposal waos

This insight phase incorporated the evidence from the r@mdence revievand stakeholder interviews and mapped it against

the behaviouralnfluencesin Kantar Public Behavioural Framework. The summary of the evidence highlighted the following
influences orbehaviour around waste disposal. Not all of the literature or stakeholders highlighted the same drivers but below
indicates the overarching themes and findings which emerged.

Behaviouralinfluences | Evidence on how these drivers relate to waste compliance
identified
Context / setting A Visibility of care towards waste management in area impacts on likelihood of compliance “ 2
» , _ . _ — WL UKAYl 2yS 27
Heuristics A Assumption that all paid for services are legitimate “ Y | 4 A = A |

A Reluctance to question carrieabout licenceas licensed carriers are generally more UKl G LJ- NI O LJ
expensive than unlicensed carriers but also because people don't want to cause offencefto how paying on the Cheap could
those who are saying they are legitimate ..

. _ : _ — — lead to flytipping. If someone

A Assumption that leaving waste outside home / around public bins will mean it will be :
automatically collected (e.g. as with black bins) comes to your door charglng you

A Lack of awareness of harm or negative consequences / no identifiable victim next to nOthmg PO tAa!'(e away i

A.SEAST Al Aa W2UKSNJ LI NIAOALIYyGaQ K2 OfF dagpukmbiiresSesPK$d SQOPAHZNE ¢

A LimitedWy S3I U0 A JS LbSEIo@milting afffngeQ 2 T 32 F2 N

A Belief there will be limited social impact of not complying with Duty of Care within comm

Cost/benefit Azl é_us _R)\:_ZlLJZéI- f Q)\SéSR_ I a _I- WKIFaatsSQ UKS| O2dzy OAf éK?L%aBau{flbrP{yR/{/a‘gte
A Council services viewed as too expensive and inconvenient Enf t Offi
A Limited perceived incentives to follow duty (e.g. too time consuming and expensive) niorcemen Icer
Efficacy A Limited knowledge or belief of impact on environment / local areas

A Belief that it is out of individuals control once a carrier is hired

A Limited awareness or understanding of duty o

A.StAST GKIFG AG Aa GKS O2dzyOAt Qa NBalLkRyajAoAtAade G2 RSIHE 6AGK

A Low perceived threat of enforcement

A Lack of understanding of authorisation required 12




3. Applying behavioural |nS|ght to the development o ll

communications platforms




Stage?

3.1. Methodological approach to applying behavioural insight and theories to develop

communications platforms

The next stages of the project involved using the synthesised insight from the insight audit for:
1. The development of behavioural strategies and communications platforms
2. The development of creative prototypes for each communication platform to test with householders

Stage 1: Creation dfehavioural strategiesnd communications platforms

platforms (foundational creative ideas).

In order to do this this we presented the Kantar Public Behavioural Framework and emerging insights (slide 12) to @ur creativj
LI NIYSNE G h3iatge /SYyaNB F2N . SKFEGA2dz2N> £ { OA Sy O Saing bhankd
in this area through increasing understanding of and engagement with the Household Waste Duty of Care.

Ogilvy took the original behavioural influences and insights that were identified and combined these with their own erparienc
applying behavioural theory to generate the communications platforms.

Ogilvy also undertook a lateral categanyalysis (see appendix for more detail, slide 40). This preresged that the platform ideas|
drew upon a variety of levers for affectiochange and that the platforms encompassethage of ideas from positive and negative
reinforcement, through to targeting the messaging at the individual vs. those who are responsible for the actioncéinetiee

waste carriers.By testing a range of approaches we wogdin a clear indication of what was and was not working. It also ensurg
that the different creative communications strategies, which were devised during this process, were used across theddeas. TI
strongest four ideas were selected to test within the groups

The next step in the process was developing a range of behavioural strategies and, following this, corresponding commaunicati

e Stage2: Creation of creative |[A I :

prototypes
Ogilvy Centre for Behavioural Scienc
developed a series of creative
prototypes for each communications
platform to test with householders.

D

pd

The process for turning the insight from the audit into behavioural strategies and, following this, communications pleifotvesl (see slide 15): researchirgdated issues and
behaviour change campaigns; consulting a range of behavithaaties, creative brainstorming within Ogilapd, finally, asking a serie§ communications questions to ensure key

communications criteria were includedhis process ensured that the ideas tested with participants were asnargng as possible

and were built on approaches whathalready

been tested and were known to be effective. As with any evidence from behavioural science, furthentestiddeneeded to ensure that the same principles will apply to a different

topic, in a different context

14



3.3. Developing communications platforms to affect change

Researching related issues / campaigns

Other behaviour change campaigns and strategies
used to increase compliance amongst related
issues were reviewed. The purpose of this was fo
establish the types of strategies which could
realistically be applied to encourage compliance
with the Duty of Care.*

The key strategies used with these issues pulleg
on three distinct levers to affect behaviour:
A Putting yourself at risk

A Indirectly harmingthers

A Supporting an unethical trade

*See appendix (slid&9)for examples

A 4

Consulting Behavioural Theory

Stage?

v

In addition to researching related issues and campaig
a series of other behavioural theories and models we
consulted to support the development of these levers
to affect change. This involved conducting a literature
review of other theories and models which included;
wkiA2ylt / K2A0S ¢KS2NRT
Y2RStfY 9! {¢ Y2RSET (KS {
t NAYOALX Sa 27
Mindspace.*

While not all of these theories and models for
behaviour change were applied entirely, elements fro
each were drawn upon to help build the
communications platforms.

*See appendix (slide6) for references

LISNE dz a A 2y
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Consulting key communications criteria

Following this, a creative idea generation process
began where these levers for affecting change wer
worked up into more established ideas. This involv
mind-mapping potential visuals and titles through
consulting a series of key communications
guestions/criteria:

A WHO is doing the behaviour?

A HOW have they behaved before?

A WHEN & HOW is the choice presented?
A WHO is the message coming from?

A HOW does it make them feel?

A WHAT do they have to do?

A WHY should they do the behaviour?

This framework is used within the development of
advertising campaigns to increase consumer
awareness and engagemenboth are which are
applicable to this project.

D
o

A number of communications platforms were developed based on different behavioural strategies. Due to the limited sceggeopéchit was only possible to take four forward for
testing. We selected the four based on the feasibility of implementation outside of the project. In order to generateundestanding of what is likely to be effective or not, the
platforms deliberately tested extreme concepihese were:

Make it Easy, Make it Timely

HO 52y Qi t

I w

- e ¢ g A 3. Traceable Doors

4. Collection Scammers

15



. . Stage?
3.4. Communicationgatforms

These communications platforms are described diies slide and the next, including: thmderlyingideaand the insight and behavioural strategy they are based on. In order to

generate a good understanding of what is likely toelffectiveor not, the platformseliberately testedextreme concepts.

About the Platform: Mak#& Easy, Make iTimely

Underlying ldeaProvide participants with simple steps to explain what they should do. Make it as simple as possible for participantsabatribey should do to make
sure their waste is not disposed of illegally. Present practical information in a useful antheasyerstand way. Make commigations timely, so they prompt people
when they are likely to be moseceptive.

Insight Behavioural Strategy
A Low efficacy: Belief that it is out of individuals control once a A Increasecognitive easemake it easy to find a licensed dealer to prevent householders avo
carrier is hired responsibility

A Action seen as too time consuming and expensive A Provide all the information needed to find licensed waste carriers sali@ntand simple way

A Limited awareneser understanding of duty A Authority Bias Identify an authoritative messenger to inform participants

A Limited time and knowledge to check for licence A Make communicationimely: so they prompt people when they are likely to be most recepfive
1 02dzi GKS tRaywWkER NYY 52y Qi

Underlying ldeaEmphasise to participants what they stand to lose. There are personal costs/consequences to using an unlicensed coligltts. psying for your

waste removal, you may have to pay @gain ifyouget issued with a fine, and you could be prosecuted.

Insight Behavioural Strategy

A Lack of awareness of negative consequences A Leveragdoss aversiorby emphasising that using an unlicensed carrier could result in having to

pay again (through a fine)
A Emphasise thenmediate lossto the individual (rather than the environment/council)

A Limited financial incentives to comply

A Action seen as too time consuming and expensive
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3.4. CommunicatiorisJt I G F 2 NJY &

o2yl QR

~ Stage?

About the PlatformTraceable Doors

Underlying ldeaMakeit clear that your waste is still your responsibility, and can be traced back to you. Emphasise the personal respoadibipigngs have in making
sure their waste is disposed of properly. Show participants that if someone else fly tips your rubbish, it can bleasttadedyou

Insight

Behavioural Strategy

A Low perceived threat of enforcement
A.StAST GKIFIG AG Aa GKS O2dzyOAf Qa NB
A Limitedawareness of duty and responsibility

A Utiliseconcretenessy using straightforward language to heighten perception

A Lﬁl%a{,cgrg\ngttwq thig;offence can be traced
A Leverageonsistencyby reminding participants that they are almost always

responsible waste disposers and roompliance could result in unexpected
consequences

About the Platform: Collection Scammers

Underlying ldeaGve unlicensed waste carriers that-tip a label that emphasises that their behaviour is wrong and antisocial. Mak&ious thatsome people maka
living bydumpingwasteillegally, andhat householders could unwittingly be paying them to do this.

Insight

Behavioural Strategy

A Limitednegative perceptions ahose committing offence
A Lack of awareness of haron negative consequences caused by others

A Reluctance to question due to negative financial impact (indicensed carriers
perceived as being cheaper than licensed carriers) but also because people
want to cause offence to those who are saying they are legitimate

A Emphasise that fii A LILlkEhAlBD@® iswrong andantisocial especially since, in]
this case, householders are paying in good faith for soméomake their rubbish
away

. éh.heverage th&apir Whorf hypothesis t@ategoriseunlicensed waste carriers tha
y-tip by creating a new name for them (This hypothesis states that by assigr
word or special nhame to something, people automatically build meaning and

social norms around it)

17



3.5.Creating prototype materials to bring communications platforms to life S0

Once these foucommunicationglatforms were selected, a range of prototypeterials,designed to bring thelatformto life, were created. While this project aiméd produce
guidance as to howest tocommunicate with householders, rather than to provide a finishechmunications campaigiit can bedifficult for participants to engage with ideas in
isolation or abstract. Therefore, a range of realistic creative prototypes were created to enable participants to also tomiinerypes of messaging, imagery and tonality which
would likely be effective in increasing engagement and adherence tDtitye of CareThese prototype materials weeliberatelysimilar in stylgo help isolate thebehavioural
messages which were critical to evaluate. The following prototype materials were created for each communications (dadfappendix slideg1to 44 for full image$.

Wa | |EasyMake it TimelyQ W52y Qi t+Fé ¢gAOSHENI OSIofS 522NAQ/ 2if SOGA2Yy { O
Included leaflet & social media post Included poster and radio advert Included poster and social media post  Included radio, leaflet & social media post

REMEMBER, VNG
S o o

DISPOSE J REMEMBER

OF WASTE.

IF YOUR WASTE GETS
DUMPED ILLEGALLY,
IT CAN AND WILL BE
TRACED BACK TO.YOU.

Q e

Al T HEE SRR S PR K LR SRR T 1L TR
gl e Vi o e

WAL RN LY MR W L
P Fmae

sl ling w4 0 hdnu

FOLLOW THE CODE
“Eratsasemet Aprrcy weste casreny”

imep v R
T‘:l!'l'\-d::_lllw: "-"\:Il-l:"u'?'" lﬂ: [aws rawesk avina foo “olre kvrand e wa o  rine LI seerey sl v e el
Finde e AR ez ia Fraranun O Cp e I S
L v [-— £
F e >
o 0 LR

e iemas T
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. . . . Stages:
4.1.Methodologyfor understanding awareness and testing communications Methodology

Thecommunicationglatforms were tested through eight discussion groups. The Central to the testing V\_’as 'theaessage, tone and
interactive and discursive environment of such groups is ideal for encouraging people to content of the communicationgplatforms
think creatively and express their views.

In order to identify different issues and possible responses to communicati@ns, w CrEalive || ALe

aimed to recruit a broad spectrum of the public to t®ups,including differing e
experiences of waste and a dispersion of age, secamomic grade (see slice for Message | A What the material is saying / asking
definitions), ethnicity, gender and rural/urban split. We had groups in four locations participants to do and how effective this is fof
across Englfand with thg aim m‘ducing anyvbias due to locatiohhe groups were split the audience (e.g. relevance, call to action)
I OO2NRAY 3 U2 -edbnddiichg@ipl dhetheaw@steadBdposalZ illegal
dumping was an issue they caabout (salient) or not (nosalient)and whether they .

Tone A How the material is speaking to the audience

had recently disposed of waste (see appendix, SSditor details of thesample).Sxty

people participated in the discussion groups in total. and whether this is the right approach to

encourage action (e.g. positive, encouraging

We asked participants to feedback on the prototype materials in terms of their creatiye vs. negative and critical)

execution and the extent to which they delivered against their underlying behavioural
strategy. As part of this discussion, they were also asked questions related to their
awareness and understanding of the Household Waste Duty of Care, and the extent|to
which they felt flytipping was an issue. The groups were deliberately split, with half
beginning with this contextual discussion first, with the other half testing the platformis
first. The same ground was covered in both sets of groups, but this strategy was usdd to
provide richer insight into the effectiveness of each platform amongst those who were
and were not primed to discuss waste disposal prior to feeding back on the prototypges
(see appendix, slidg7 for TopicGuide).

Content | A Whether the use of images, text, font and
colour to communicate the message and torje
will drive interest and encourage action
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Stages:

nomd® aSiK2R2f 238 FT2NJ dzy RSNRUGF YRA Y 3  WVethodology

Threeout of the four platforms were testedith each group tensure eactplatform wasgiven a substantial amount of time for discussion and participants were not
overwhelmed by the volume of materials. To ensure all of the platforms were tested an equal number of times across greugigh& rotation schedule was created (detail in
the Topic Guide, see sli®Y).In addition to this, the order of which the prototype materials were tested withingheupswas also rotated. The purpose of this was to mitigate
against any order effects. After each platform and their prototype materials were explored individually, they were disongs@ehtively to identify where there is greatest
potential to shift awareness and drive real engagement and action. Within this discussion, participants were also shawpti@mes the underlying idea behind the
communications platform to gather their feedback as to whether they felt that was the right lever to affect change. Ttuensse that they did not focus solely on the
example imagery beinghown but instead on the conceptualised behavioural strat@gypart of this discussion, participants were asked to reflect on whether their attitudes Had
shifted compared to what they believed coming into the group, as well as how any of the potential platforms could be ingproakd them more effective and relevant.

The feedback from these groups was analysed to assess how effective the prototypes were in terms of creative elemebls ¢eestitie28) and the extent to which they
delivered against their underlying behavioural strategies. The effectiveness of each platform and prototype was analydedeasad then deconstructed to draw conclusions
regarding the individual executionalements feltlikely to increase adherence to thuty of CareAnalysis was conducted via brainstorms amongst the three researchers who
moderated the groups, and was supported by notes from the fieldwoemerged that the feedback across the groups was broadly similainiéreiews were audio recorded
to obtain key quotes and suppaahalysis buthey were not transcribed verbatinin the following slides whave includedelected quote$rom participantswhich bringthe
summarised pointso life andwhich areindicative of the general feedback from across the groups.

Critique of approach to testingommunicationsplatforms

¢KS RA&OdzaaA2y 3ANRdzZLJA LINRPRAzZOSR | RSSLI AyaAaakKd Aydz2 ghave beengpbsaibleRiNadq@@atighBaird dppidach. QA LIk
However, the value of hdepth discussion is countdralanced by the number of people it is possible to engage with. The vigthe sixtyhouseholdersve spoke with cannot be
considered representative of the views of the general populatiowlasle. Within the scope of this research it was not possible to consult a wider audience.

Afurther round of quantitative research to validate and quantify reactions to the emerging principles would be valuable as a way teémstaeheck and develop findingsd
subsequentlcommunication materials. We recommend considering this for future rounds of development work using this approach. injgcataat to note that within all
communications testing work, there may be some discrepancy between participants responding positively towards a camaaigrgarnzbnit in reality.It would therefore be
important to evaluate the impact of any communications that are developed and launched as a result of this research.
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4.2. Current Awareness of the Household Waste Duty of Care Slages: Conex

This page and the next presdansights into the current awareness of the Duty of Care and attitudes towartipfiiyng andalso howthis impacted on the types of messaging and
communications participants preferred. Tipovidesthe basis for understanding the feedback related to each of the platforms and prototypes tested (froid4shiderards) with
GKAA NBflFOGAGSte avYlftft ydzyoSNI 2F LI NGAOALI yila oONBadzZ Ga OFlyQld 6S O2yaARSNBR NBLJ

A Across the groups participants tended to haow levels of awarenessf the Duty of Care and the YL Ko ,\S y Qu SO VS NJ \F,<
requirement that waste carriers must be licensed. This raised additional questions as to how a member [ I NB ® L I £ & 2 R
of th_e_publlc would know how and v_vhere to check thls mformaucmea_nlng that in the first instance, participants need to carry a license. To
participants were keen for communications to explain what the duty is.

be honest | always assumed the
A As well as low levels of awareness, some participantscpiestioned the fairnes®f the duty, council would take thln s like

LI NI AOdz F NI @ Ay NBIFNRa (2 oKeé (KSd®inggéspedeiyR 6S KSE R NBALRYAA Of\?Q'I ?6 '\Lﬁl N?Széi %Sg%a
when they were not aware of the rules and regulations around waste disposal. This meant that

participants thought it would be unfair for communications to blame the individual householder. - ABC1, Not Disposed Wfaste

Salient,Sutton Coldfield
A This confusion was exacerbatedlbw levels of awareness of waste disposal regulations and

proceduresmore generally. For instance, some participants assumed that their local council would

remove all household waste as part of standard bin collections. While for others, the act of leaving WL R 2 y O i K A )/ ‘l e 2
household waste by the sides of bins or on street corners was rationalised as an actofdieg. _ 7 = ! . L v
Given this, participants recognised that communications would also need to highlight how removing foIkAfor otherI:JI NI 2\ Cﬂ)ﬂ“‘bﬂimg- ua
household waste is different from regular bin collection. 2 S | NB )f 20U R2 A )f 3

, . e s S . A yaid for somegne, else to deal with
A Across the groups, participants alpadzSa U A 2y SR g KI 0 gl a OZy &kRENbR | a WK2dza
a

61405Q 6la y2( I GBNBTEKERYRBAEKA! 82 BR IWBRO6A4KQ AyalsSE 2oz, é\bﬁmodéaay@zu A U
term rubbish was also felt to be associated with rubbish included in regular black bins. As such,

LI NHIAOALIl yia FSR o001 GKFG O2YYdzyAOlFGA2ya ¢2ddZ R ySSR (2 Of SI|-QIDE, Havk Rishosed Kfi\Waste) a
NXz0 O¢suchKaQ by using an accompanying image. Salient,Stockport
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4.3. Current Attitudes towards Waste Disposal andigfiing

A Of those who had disposed of waste, thegpressed some indignation about the cost of council removal
serviceswvhich were deemed to be relatively expensivand to have increased in prican comparison to
private carriers. As a result of this strength of feeling, participants recognised that communications would
need to clearly make the case as to why this is and the cost to councils of dealing with this issue.

A Most participants across the groupgpressed their dislike for fifipping and viewed it as an ansiocial act.
However, for some, this was an issue which coul®tedzi 2 ¥ & A A &sihE locatdns wierk flyY A Y R Q
tipping occurred were often in rural or secluded locations. In order to increase awareness and interest,
participants therefore felt that acts of Hpping should be more widely publicised and form a core part of
communications.

A Given this context, participants within the groups adsauggled to make the linlbetween their own waste
disposal and the act of fiypping and recognised that this link would need to be made explicit with
communications.

A There was limited difference in opinion in regards to how concerned participants were abtippftyg,
between those who felt waste management to be an issue they cared about (salient), versus those who were
less concerned (neralient). However, there was a sense amongst the-salientparticipants that
unlicensed waste carriers were oft@ust trying to make a livingCommunications regarding waste carriers
could articulate howsomeunlicensed carriers are committing the offence oftffyping, which is harming
those who are trying to do the right thing.

Stage3: Context

WL R2 0O0KAY]l 0GAY
participants are just trying to make a
living. Not all participants who take

away your rubbish will fjg A LI A

- C2DE, Have Disposed of Waste,
Salient,Stockport

WL R2 1Y2¢ [|-tpping NS |
KISy as AdQa az»
NA GOSN LOUQaA | ¢ Fdz :
NEIlIffé ass Al 2y
- ABC1, Have Disposed of Waste,
Not Salient, Newcastle
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4.4. Feedback oommunications platforms: Make it Easy, Make it Timely

OverarchingFeedbackParticipants responded positively to being given instructions as to what
actiontheywere expected to take, yet some also pointed out the importance of communications

being targeted towards those individuals who would be disposing of household waste.

Behavioural Strategy

Findings which support
this

Findings which do not
support this

Increasecognitive easemake it easy
to find a licensed waste carrier to
prevent householders avoiding
responsibility

Participants responded
positively to messaging
which was aimed atising
awareness of their
responsibility and what is

WK2dzaSK2f R gl

QX
[N
(0p))
Q

Provide all the information needed to
find licensed carriers, insalientand
simple way

Participants preferred
messaging which suggesteg
the process was simple an
effortless

Authority Bias Identify an
authoritative messenger to inform
participants

Participants preferred a
more collaborative
approach to messaging
imagery

Make communicationimely: so they
prompt people when they are likely to
be most receptive

Participants recognised thg
they would be more likely
to pay attention when

thinking about household

rubbish

Stages:
Platform testing

OVING
.':ousz SOON? REMEMBER,
MEMBER |FYOU EVER
RE NEED TO
e DISPOSE
OF WASTE.

FOLLOW THE

- — .
10 T Al £501 IS 1% T PR, R R ael DN B
“Emiiran RN ARSNEE WaRh CaEO R

Research materials only. Images and text not for reproduction.

WL g¢g2ddZ R 2yfé NBIffe
getting rid of stuff or moving house. Otherwise i
g2dz RY Qi YSlop

¢ C2DE, Have Disposed of Waste, Not Salient, Sutton Coldfie

WL fA1S O0KS ARSI 2F KI
this will work when participants are moving house.

think at the moment though, it seems like a lot o
legg 2 NJ F2NJ YSYOSNEBR 27F

- ABC1, Not Disposed of Waste, Not Salient, Stockpor
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Stages:

4.5. Feedbactn communicationplatforms: Traceable Doors Platform testing

Overarching FeedbackParticipants reacted negatively to the messaging which was accusatory

and punitive towards the individual. However, photographs of locaiglying was described as

engaging and a potentially successful way in which to galvanise interest in the Household Waste

Duty of Care

Behavioural Strategy

Findings which support
this

Findings which do not
support this

offence can be traced

Useconcretenessy using
straightforward language to heighten
perception that committing this

Participants questioned
the likelihood that
household waste can be
traced

being flytipped

Leverageconsistencyby reminding
participants that they would usually
dispose of waste responsibly and ron
compliance could result itheir waste

Participants responded
positively to imagery which
linked household rubbish
with fly-tipping

They also responded
negatively to the idea
(KEG GKS2 6
O2YLX eAy3aQ

WL

R2Yy Qi NXIffe

dzy RS N& 4 |

machine in the street. This seems very ominous and
threatening. | much prefer the image which is showing

gKIFG LIS2LX S

£l

! e

=
=

IF Yilllll WASTE GETS % ~

DUMPED ILLEGALLY,
IT CAN AND WILL BE
TRACED BACK TO.YOU

T e Do ns ol GO RS o1 YORT 2008, |t SEarch o8 b fow
"Ervirenmost Agoscy arcls sanirs”

WL R2y Qi NBIHffeée 0StASO

Y R iketife idbaof tirk ourcif spehding méhéydiK
finding out whose washing machine that was. | do
like the social media post of the-ipping though,

FNB R2AY 3 0 2an ek Sartidbans Yedny hilifg®&hind that

¢ ABC1, Not Disposed of Waste, Salient, Sutton Coldfield

YR (6SSiAy3a (KS
¢ C2DE, Have Disposed of Waste, Salient, Stockport
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F2ZNXAY 52y Qi

Overarching Feedbaclarticipants responded positively to the overall tone of the platform,
which signalled a concern about loss to the individual. However, for some this caused confusion

4.6.Feedback on communicatiobdf |

t | e

Stages:
Platform testing

Fa G2 GKS FOdGAz2y

iKSe

YySSR

02

ir 1S G2

Behavioural Strategy

Findings which support
this

Findings which do not
support this

Leveragdoss aversiorby emphasising
that using an unlicensed carrier could
result in having to pay a fine and
removal of the waste

Participants responded
negatively to the threat
of a fine

Emphasise the immediate loss to the
individual (rather than the
environment/council).

Participants preferred
communications which
framed loss using a

Sy & dzNB

KA &

Research materials only. Images and
text not for reproduction.

concerned tone / languags

7

rd

WL fA1S
WL ¥S8St fA1S KA&d A& (KS 2 dERO
LI é&Aay3d GoA0OST YR L ﬁKAy1 QKM@
R2y Qi NBlIftfe aSsS (K8LLAYH afa

- ABC1, Not Disposed of Waste, Salient, Sutton Coldfield

0KS ARSI GKFG 0
OIS Ay 138 A B IHZ0G RFe LB 1B
Qal Koz glzaSi 28K 2 of RERS |
ARl this is Arpanilinebility gagnpaign,
whereas this can happen to anysh®

¢ ABC1, Have Disposed of Waste, Not Salient, Newcastle
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. . Stage3:
4.7.Feedback on communications platforms: Collecioammers Platform testing

OverarchingFeedbackParticipants were confused as to how paying for a waste carrier would
mean they were being robbed. However, many responded positively to the idea of associating
anti-social behaviour with the individual who is-flpping and not the householder

Behavioural Strategy Findings which support Findings which do not
this support this

Emphasising that fiji A LILIS NA Q @aﬁi&ﬂé@%%d
is wrong and antisocial, especially positively to messaging
since, in this case, householders are | \yhich clearly draws

paying in good faitho have their
rubbish taken away

Tz ind Fcenaed carviors In yoor anoa, fast ssarch onloe far
R O Ay Wkl Canters

attention to the antisocial
behaviour of the flytipper - yaror

Leverage th&apir Whorf hypothesis | Participants recognised the Research m%e%iz%lséonly. Images and text not for reproduction.

t I NOAOALN y-ila FStd GKFU

to categorl_seand Iabe! unllcense_d importance of naming the GALILAYIQ sHa F GSNY

waste carriers thafly-tip by creating a | negative consequence of which thev were alread - . A ; - . .

new name for them. not-complying with the aware of y ¥ WL R 2 }/ Qu S U g Ke AU Qa N.
duty 0KSYD [ SG Q& OF A LEILIAYS

¢ C2DE, Have Not Disposed of Waste, Not Salient, London

WL GKAY]l A0Qa LIRAAOGAGS GKI (-dongis én behdfdfihle Byspers. But thedrihgeS a (
make you think of someone moving house, netifly LILIA Yy

- ABC1, Have Disposed of Waste, Not Salient, Newcastle
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4.8. Drawing the findings together

.S8t2¢6 Aa | adzyyYlFNB 27F

LI NHAOALI yiaQ LINBFSNBYyOSa

Stage3: Findings

of and attitudes towards the Duty of Care, as well as specific feedback on the platforms and example prctotypes.

T 2 NJ O DovhYhezgohtexiual disugsions regaRding sv&engss =

Preferences focommunications

Negativeimpact ofcommunications

Participants preferred messaging which was educational and aimeilsatig
awareness of their responsibility

A punitive tone was viewed as ineffective at incentivisipgrticipants and could cause
confusion as to why participants could be penalised for a duty they are unaware of

Most participants responded positively to the message being framed in terms of
concern of losgo the individual

. Leading witha threat of enforcement through fines generated some concetimout

councils potentially profiting through participants' lack of awareness. It was also vie\
by some asaving little credibility,as participants thought it was unlikely they would g
caught

ved

Messaging whicklearly makes the linkbetween individual household rubbish and
the act of flytipping was preferred, such as showing images of household rubbish
dumped in local areas or areas participants were aware of

Across the groups participanssruggled to make the connectionisetween household
rubbish and flytipping when images did not explicitly show this (e.g. by only using
images of the household item / household removal instead of the act -dipihyng)

Participants preferred messaging which was mmobaborative in its tone and
delivery ¢ which suggested that local participants and councils should be working
G23SOGKSNI G2 NIXAAS gl NBySaad hNE |t
of local participants

Framing messaging in termsioflividual responsibility and action was described as
confusing and offputting ¢ such as by suggesting it is solely householders who have
SItyte checkiddthena carrdsdi@msedO 2 dzy OA £ Qa4 02y OSNYy |

Messaging whichriticises flytippersanddrawsattention to their anti-social
behaviourwas preferred

Framing messaging in termsménalising householder¥ 2 NJ | y 2 {séCi@INX &
behaviour was viewed as unfair and-gisentivising

Participantspreferred messaging which suggested firecess was simple, easy and
required little additional effort on behalf of members of thpublic

participantswere frustrated by messaging and guidance which suggestedrtbatbers
of the public would be required to take lengthy or multiple stepswards checking a
waste carrier was licensed, with limited guidance as to what they actually needed tq
lookingfor

a
0 2 dz
y A
be
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5. Communicationprinciples&
guidance



