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Executive Summary 

About the Project: 

People and organisations involved with waste disposal and recovery activities in 
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 
their waste this is limited to ensuring that whoever takes their waste is authorised to 
do so ('the Household Waste Duty of Care').

On 26 November 2018 the Government introduced legislation for a fixed penalty 
notice as a more proportionate means for addressing breaches of the Duty of Care. In 
advance of this, Defra commissioned Kantar Public to carry out a project using 
behavioural science to understand the most effective means for local authorities and 
non-governmental organisations (NGOs) to raise awareness and increase 
understanding and engagement with the Household Waste Duty of Care. The project 
involved four key stages and resulted in a range of communications principles and 
guidance for local authorities and NGOs. The principles and guidance were achieved 
through a process of developing and testing example communication materials aimed 
at influencing the behaviour of individuals to encourage them to comply with the 
Household Waste Duty of Care. 

Specific research objectives included:

ÁTo understand current awareness and attitudes towards the Household Waste Duty 
of Care (addressed in stages 1 and 3 of the research)

ÁTo use behavioural insights science and knowledge to develop a range of 
ΨŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ǇƭŀǘŦƻǊƳǎΩ όǘƘŜ ŦƻǳƴŘŀǘƛƻƴŀƭ ŎǊŜŀǘƛǾŜ ƛŘŜŀ ƻǊ ǎǘǊŀǘŜƎȅ ǘƻ ŀǇǇŜŀƭ ǘƻ 
the interests of the target audience) that are likely to be effective at raising 
awareness, engagement with and adherence to the Duty of Care (addressed in stage 
2 of the research)

ÁTo test the communications platforms and a range of prototype materials (creative 
examples to bring platform to life) to understand how participants respond to the 
underlying behavioural insights messages (addressed in stage 3 of the research)
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ÁTo determine which elements of the prototype materials are likely to be most 
effective in raising awareness and increasing engagement with the Duty of Care 
(addressed in stage 4 of the research)

ÁTo test and determine how the preferred messages, visuals or other elements 
could be adapted and via which channel (addressed in stage 4 of the research)

The four key stages of the research were:

1. Obtaining a greater understanding of the influences on behaviour around 
waste disposal: An insight audit to understand and map the influences on 
behaviour around waste disposal through a rapid evidence review of available 
literature and telephone interviews with five local authority representatives.

2. Applying behavioural insight to the development of communications platforms: 
Sharing this insight with creative partners at the Ogilvy Centre for Behavioural 
Science to develop a range of ΨŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ǇƭŀǘŦƻǊƳǎΩ (the foundational 
creative idea or strategy to appeal to the interests of the target audience) which 
drew upon different behavioural levers to increase awareness and adherence.

3. Understanding awareness and testing communications platforms: Eight 
discussion groups were conducted to: explore awareness of and attitudes 
towards the Duty of Care and waste disposal; and test communications platforms 
and creative prototypes (creative examples which brought the platforms to life).

Discussion groups were chosen because of their potential to produce deep 
ƛƴǎƛƎƘǘ ƛƴǘƻ ǇŀǊǘƛŎƛǇŀƴǘǎΩ ǊŜǎǇƻƴǎŜǎ ǘƻ ǘƘŜ ƳŀǘŜǊƛŀƭǎΦ However, because of the 
limited numbers involved it is not possible to make broad generalisations from 
the findings. 

4. Generating communications principles and guidance: Generating a range of 
principles as to which communications platforms and underlying behavioural 
levers could be most effective at raising awareness and adherence to the Duty of 
Care. These were then used to develop a Communications Guide. 



Executive Summary cont.  
Understanding current awareness and attitudes
As well as testing the communications platforms at stage 3, there was a contextual 
discussion in the groups which explored awareness of the Household Waste Duty of Care 
and attitudes towards fly-tipping and waste disposal. The findings are outlined below.

Current awareness of the Household Waste Duty of Care: 

ÁAcross the groups participants tended to have low levels of awareness of the Duty of 
Care and the requirement that ǘƘƛǊŘ ǇŀǊǘƛŜǎ ŘƛǎǇƻǎƛƴƎ ƻŦ ƘƻǳǎŜƘƻƭŘ ǿŀǎǘŜ όάǿŀǎǘŜ 
ŎŀǊǊƛŜǊǎέύ must be licensed. 

ÁSome participants questioned the fairness of the duty, particularly why they should 
ōŜ ƘŜƭŘ ǊŜǎǇƻƴǎƛōƭŜ ŦƻǊ ŀƴƻǘƘŜǊΩǎ ǿǊƻƴƎ-doing ςespecially when they were not 
aware of the rules and regulations around waste disposal. 

ÁThis confusion was exacerbated by low levels of awareness of waste disposal 
regulations and procedures more generally. 

ÁParticipants ǉǳŜǎǘƛƻƴŜŘ ǿƘŀǘ ǿŀǎ ŎƻƴǎƛŘŜǊŜŘ ŀǎ ΨƘƻǳǎŜƘƻƭŘ ǿŀǎǘŜΩΣ highlighting that 
communications would need to show what is meant by household waste and use 
everyday language to define this.

Current attitudes towards fly-tipping and waste disposal:

ÁParticipants that had disposed of household waste expressed some indignation 
about the cost of council removal serviceswhich were deemed to be relatively 
expensive in comparison to private carriers and to have increased in price. 

ÁMost participants across the groups expressed their dislike for fly-tipping and 
viewed it as an anti-social act. However, for some, this was an issue which could be 
Ψƻǳǘ ƻŦ ǎƛƎƘǘΣ ƻǳǘ ƻŦ ƳƛƴŘΩΦ

ÁParticipants struggled to make the link between their own household waste disposal 
and the act of fly-tipping and recognised that this link would need to be made 
explicit.

ÁThere was a sense that most unlicensed waste carriers were just trying to make a 
living, rather than profiting from fly-ǘƛǇǇƛƴƎ ǇŜƻǇƭŜΩǎ ƘƻǳǎŜƘƻƭŘ ǿŀǎǘŜ.
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Behavioural Strategy Communications 
platform name 

Á Increase cognitive ease: make it easy to find a licensed waste 
carrier to prevent householders avoiding responsibility

ÁProvide all the information needed to find licensed carriers, in a 
salientand simple way

ÁAuthority Bias: Identify anauthoritative messenger to inform 
participants

ÁMake communications timely: so they prompt people when they 
are likely to be most receptive

ΨaŀƪŜ ƛǘ 9ŀǎȅΣ 
aŀƪŜ ƛǘ ¢ƛƳŜƭȅΩ 

ÁUse concretenessby using straightforward language to heighten 
perception that committing this offence can be traced

ÁLeverage consistencyby reminding participants that they would 
usually dispose of waste responsibly andnot using a licensed waste
carrier could result in their waste being fly-tipped 

Ψ¢ǊŀŎŜŀōƭŜ 5ƻƻǊǎΩ 

ÅLeverage loss aversion by emphasising that using an unlicensed 
carrier could result in having to pay a fine and for removal of the 
waste

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

Ψ5ƻƴΩǘ tŀȅ ¢ǿƛŎŜΩ 

ÁEmphasising that fly-ǘƛǇǇŜǊǎΩ ōŜƘŀǾƛƻǳǊ ƛǎ ǿǊƻƴƎand antisocial, 
especially since, in this case, householders are paying in good faith
to take their rubbish away

ÁLeverage the Sapir Whorf hypothesis to categoriseunlicensed 
waste carriers that fly-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 norms 
around it

Ψ/ƻƭƭŜŎǘƛƻƴ 
{ŎŀƳƳŜǊǎΩ 

Stages 1 & 2 resulted in four behavioural insight informed communications platform ideas 
όΨ.ŜƘŀǾƛƻǳǊŀƭ {ǘǊŀǘŜƎƛŜǎΩΣ ǎŜŜ ōŜƭƻǿύ ǘƘŀǘ ǿŜǊŜ ǎǳōǎŜǉǳŜƴǘƭȅ ǘŜǎǘŜŘ in discussion groups. 



Executive Summary cont.  

Using the insight from stage 3 to develop principles for the communications guide(stage 4)
The testing of the communications platforms at stage 3 of the research  resulted in a set of insights to help shape communications on the Household Waste Duty of Care. We 
generated principles for communications from these insights and structured them into the .ŜƘŀǾƛƻǳǊŀƭ LƴǎƛƎƘǘ ¢ŜŀƳΩǎ Ψ9!{¢ CǊŀƳŜǿƻǊƪΩϝΦ

We selected the EAST model for the toolkit as it is grounded in behavioural science. From our experience it is a user-friendly framework and provides an effective structure to frame 
guidance for stakeholder groups.

Insight from the research Communications principles

E
A

S
Y

ÁParticipants preferred messaging which suggested the process was simple, easy 
and required little additional effort

ÁParticipants responded positively to messaging aimed at raising awareness of 
their responsibilitieswithin the Duty of Careand what they need to do to fulfil 
these. They also liked messagingwhichclarifiedwhatΨƘƻǳǎŜƘƻƭŘ ǿŀǎǘŜΩ ƛǎ

ÁLead with a very explicit call to action
ÁProvide all the information needed to find licensed waste carriers, in a salient and simple 

way
Á Increase cognitive ease by making it easy to find a licensed waste carrier
ÁWhere possible use layperson's terms and avoid jargon or sector specific language

A
T

T
R

A
C

T
IV

E

ÁParticipants preferred communications which framed a loss to the individual by 
using a concerned tone, rather than punitive tone

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

ÁEnsure messaging is educational, rather that punitive towards the individual 
ÁPersonalise issue and galvanise interest by making content local 
ÁWhere relevant use imagery to communicate key messages 

S
O

C
IA

L

ÁParticipants responded positively to messaging which clearly drew attention to 
the anti-social behaviour of the fly-tipper and the impact on the local 
community 

ÁFrame duty as a collaborative effort between local authorities and members of the 
public

ÁDraw attention to the unacceptable and anti-social behaviour
ÁCreate social networks and devise a campaigning element ςsuch as by creating a shared 

hashtag
ÁEncourage coordination of communications regarding fly-tipping and waste disposal

T
IM

E
LY

 

ÁParticipants recognised that they would be unlikely to pay attention to 
communications unless it felt relevant to them at the time

ÁParticipants recognised that messaging about the Duty of Care would need to 
need to clearly make the link to other communications about waste

ÁCommunicate message at points in time and in locations when and where participants 
would be most receptive to receiving this message

ÁWhere possible, launch campaigns alongside other communications pieces about waste 
/ fly-tipping, such as via articles in local newspapers 

* https://www.behaviouralinsights.co.uk/publications/east-four-simple-ways-to-apply-behavioural-insights/ 5

https://www.behaviouralinsights.co.uk/publications/east-four-simple-ways-to-apply-behavioural-insights/


1. Objectives and approach



1.1. Context & Objectives 

Context to the research: 

People and organisations involved with waste disposal and recovery activities in 
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 
their ǿŀǎǘŜ Ǿƛŀ ŀ ǘƘƛǊŘ ǇŀǊǘȅ όŀ άǿŀǎǘŜ ŎŀǊǊƛŜǊέύ ǘƘƛǎ ƳŜŀƴǎensuring that whoever takes 
their waste is authorised to do so ('the Household Waste Duty of Care'). This minimises 
the risk of their waste being subsequently fly-tipped.* 

Defra has a responsibility for overseeing the regulatory framework which underpins 
this Duty of Care. It is concerned to address the issue of fly-tipping and ensure 
householders begin to recognise and abide by their Duty of Care ςparticularly 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 
introduction of a fixed penalty notice.*** Although the response to the consultation 
was not representative of the public as a whole, it provided an indication that activities 
to ensure householders are made aware of and engage with their obligations would be 
advantageous. 

This project uses behavioural science to provide a series of recommendations and 
practical guidance for local authorities and non-governmental organisations (NGOs) to 
effectively communicate to householders their obligations within the Duty of Care. 
These recommendations and practical guidance will form part of a standalone 
Communications guide which will is being made available to local authorities and NGOs 
(see Appendix, page 37).

* 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/Flyt
ipping_201617_statistical_release_FINAL.pdf

*** https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/721972/w
aste-crime-consult-sum-resp.pdf

Specific research objectives included:

ÁTo improve understanding of current awareness and attitudes towards the 
Household Waste Duty of Care (addressed in stages 1 and 3 of the research)

ÁTo use behavioural insights science and knowledge to develop a range of 
ΨŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ǇƭŀǘŦƻǊƳǎΩ όǘƘŜ ŦƻǳƴŘŀǘƛƻƴŀƭ ŎǊŜŀǘƛǾŜ ƛŘŜŀ ƻǊ ǎǘǊŀǘŜƎȅ ǘƻ ŀǇǇŜŀƭ 
to the interests of the target audience) that are likely to be effective at raising 
awareness, engagement with and adherence to the Duty of Care (addressed in 
stage 2 of the research)

ÁTo test these communications platforms and a range of prototype materials 
(creative examples to bring platform to life) to understand how participants 
respond to the underlying behavioural insights messages (addressed in stage 3 
of the research)

ÁTo determine which elements of the prototype materials are likely to be most 
effective in raising awareness and increasing engagement with the Duty of Care 
(addressed in stage 4 of the research)

ÁTo test and determine how the preferred messages, visuals or other elements 
could be adapted and via which channel (addressed in stage 4 or the research)

About this report:

The rest 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 
communications platforms. The third provides the feedback on these platforms. The 
final section provides a series of principles and example ideas for how local 
authorities could effectively communicate the Duty of Care, based on the insights 
from this research. This forms the basis for the Communications guide. 
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1.2. Stages of the Research  

1. Obtaining a greater 
understanding of the influences 

on behaviour around waste 
disposal*

ÁThe first stage of this project 
involved a rapid review of available 
evidence into waste compliance 
and disposal behaviours, fly-tipping 
and the effectiveness of 
interventions already tested. 

ÁThis was followed by five interviews 
with representatives from local 
authority waste enforcement units 
to understand how they perceive 
current behaviours and drivers to 
non-compliance with the 
Household Waste Duty of Care.

ÁWe then used the Kantar Public 
Behavioural Framework as the basis 
for analysing the findings and 
segmenting the key drivers of 
behaviour.

*Please see section 2 (slides 10-12) for 
detail on approach

2. Applying behavioural insight 
to the development of 

communications platforms*

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

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

Á ! ǎŜǊƛŜǎ ƻŦ ŎǊŜŀǘƛǾŜ ΨǇǊƻǘƻǘȅǇŜǎΩ 
were then created to bring the 
platforms to life.

*Please see section 3 (slides 14-19) for 
detail on approach 

3. Understanding awareness and 
testing communications*

Á The testing phase of the research 
included eight discussion groups 
with householders to discuss and 
feedback on the platforms. This 
included a discussion on what 
elements would be most effective 
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. 

Á In order to identify different 
issues and possible responses to 
communications, we aimed to 
recruit a broad spectrum of the 
public to the groups. The groups 
were in four locations across 
England and included people with 
differing experiences of waste and 
social economic grade, as well as 
a dispersion of age, ethnicity, 
gender and rural/urban split.

*Please see section 4 (slides 21-34) for 
detail on approach and appendix for 
sample (slide 40)

4. Generating a range of 
principles and communications 

guidance*

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

ÁThese principles for communication 
were shared with a range of 
stakeholders from across local 
authorities and non-governmental 
organisations for feedback and 
were subsequently developed into 
a Communications guidance guide.

*Please see section 5 (slides 30-32) for 
principles and appendix (slide 37) for 
link to guide
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2. Obtaining a greater understanding of the influences on 
behaviour around waste disposal



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

To help inform the development of the communications platforms and materials as part we undertook:

1. A rapid review of available evidence into what drives behaviours regarding waste disposal and the effectiveness of interventionsthat have 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 a dearth of ƭƛǘŜǊŀǘǳǊŜ ǇǳōƭƛǎƘŜŘ ǎǇŜŎƛŦƛŎŀƭƭȅ ƻƴ ǇŜƻǇƭŜΩǎ 
attitudes towards and behaviours surrounding the Household Waste Duty of Care. As such we necessarily included evidence relatingto the waste 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 Care specifically.  Within the time available, eleven sources 
of evidence on behaviours around littering, fly-tipping and compliance with waste disposal within England were selected for review (see appendix, slide 35). These were found 
ǘƘǊƻǳƎƘ ŀ ŎƻƳōƛƴŀǘƛƻƴ ƻŦ ǎŜŀǊŎƘƛƴƎ ƎƻƻƎƭŜ ǎŎƘƻƭŀǊ ŦƻǊ ΨǿŀǎǘŜ Řǳǘȅ ƻŦ ŎŀǊŜΩ ŀƴŘ ΨŦƭȅ-ǘƛǇǇƛƴƎΩ ŦƻǊ ǊŜǎŜŀǊŎƘ ƻƴ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ǘƘŜ ǘriggers and barriers that lead to fly-tipping. 
Additionally, we reviewed a range of environmental journals and partnership networks to find relevant literature. This included Journal of Litter and Environmental Quality, 
National Framework for England for Tackling Fly-tipping through Local Partnerships; National Fly-tipping Prevention Groupand the Environment Directors Network. To provide 
context to the project we read about current waste codes of practice and reviewed examples of awareness raising activities from local authorities. 

Following this rapid evidence review, five stakeholder telephone interviews were conducted with representatives from local authority waste enforcement units. The purpose of 
ǘƘŜǎŜ ƛƴǘŜǊǾƛŜǿǎ ǿŀǎ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ǇŜƻǇƭŜΩǎ ŎǳǊǊŜƴǘ ōŜƘŀǾƛƻǳǊǎ ŀƴŘ ŘǊƛǾŜǊǎ ƻŦ ƴƻƴ-compliance from a local authority operational perspective, as well as how effective past or 
current interventions have been. These interviews also provided further insight into local authority views on the current understanding and challenges with managing the Duty 
of Care. This was important so that the communications developed were built on a reasonable understanding 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 relatively light-touch anŘ ǘƘŜǊŜŦƻǊŜ ŦƻŎǳǎŜŘ ǇǊŜŘƻƳƛƴŀǘŜƭȅ ƻƴ ǎǘŀƪŜƘƻƭŘŜǊǎΩ 
own anecdotal experience and perspectives. Of those who were interviewed, a small number had conducted their own research andwere keen to collaborate and share ideas 
amongst other local authorities. Defra invited the five stakeholders to be interviewed due to their current activity within the National Fly-Tipping Prevention Group. This meant 
ǘƘŀǘ ǘƘŜƛǊ ƭŜǾŜƭ ƻŦ ǇǊƻŀŎǘƛǾƛǘȅ ŀƴŘ ƛƴǘŜǊŜǎǘ ǿƛǘƘ ǘƘŜ 5ǳǘȅ ƻŦ /ŀǊŜ ǿŀǎ ŀƭǊŜŀŘȅ ǊŜƭŀǘƛǾŜƭȅ ƘƛƎƘ ǿƘƛŎƘ ƳŜŀƴǎ ǘƘŜȅ ŀǊŜƴΩǘ ǊŜǇǊŜǎentative of all local authorities and this could 
potentially introduce bias into the project. However, the 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 the key influences on behaviour which both the literature and 
the stakeholder interviews had uncovered. In practice, this involved developing and populating a framework in Excel, including summarising the influences on waste disposal 
ōŜƘŀǾƛƻǳǊΦ !ǎ ŀ ǊŜǎǳƭǘ ƻŦ ǘƘƛǎΣ ǘƘŜ ƛƴǎƛƎƘǘǎ ƎŜƴŜǊŀǘŜŘ ƛƴ ǘƘƛǎ ŀǳŘƛǘ ǇǊƻǾƛŘŜŘ ŀ ΨŘƛŀƎƴƻǎǘƛŎ ǘƻƻƭΩ ŦƻǊ ŎǊŜŀǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎplatforms and creative prototypes for testing. Please 
see slide 12 for a summary of this insight. 

Stage 1
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The Kantar Public Behavioural Framework is based on academic research as well as 
YŀƴǘŀǊ tǳōƭƛŎΩǎ ǇǊŀŎǘƛŎŀƭ research experience. It summarises what the key generic 
ƛƴŦƭǳŜƴŎŜǎ ƻƴ ǇŜƻǇƭŜΩǎ ōŜƘŀǾƛƻǳǊǎ ŀǊŜΤ ƛǘ ŀƭǎƻ ƛƴŘƛŎŀǘŜǎ ǘƘŜ Ƴƻǎǘ ŜŦŦŜŎǘƛǾŜ ƳŜǘƘƻŘǎ ŦƻǊ 
leveraging or addressing different kinds of influence, so as to achieve behaviour change 
(see below). For the purpose of this project, this framework was used as both a 
theoretical construct and a practical tool. See table to the right for how the key 
behavioural influences were applied to this insight.

2.2. Using the Kantar Public Behavioural Framework 
Stage 1

Behavioural 
Influences

How these drivers relate to waste compliance 

Context / setting Behaviour influenced by the situation or area 

Heuristics Behaviour result of non-conscious decisions 

Habit Waste disposal becomes a routine behaviour

Morality Recognition of harm to others and whether compliance is 
ΨǊƛƎƘǘΩ 

Norms How in/action would be viewed within community 

Cost/benefit Perceived benefits and costs to complying

Efficacy Recognition of whether action will have an impact

Legitimacy Understanding and belief in duty
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2.3. Emerging insight into the influences on behaviour around waste disposal

This insight phase incorporated the evidence from the rapid evidence review and stakeholder interviews and mapped it against 
the behavioural influences in Kantar Public Behavioural Framework. The summary of the evidence highlighted the following 
influences on behaviour around waste disposal. Not all of the literature or stakeholders highlighted the same drivers but below 
indicates the overarching themes and findings which emerged. 

Stage 1

ΨL ǘƘƛƴƪ ƻƴŜ ƻŦ ǘƘŜ ŎƘŀƭƭŜƴƎŜǎ ƛǎ 
ǘƘŀǘ ǇŀǊǘƛŎƛǇŀƴǘǎ ŘƻƴΩǘ ƪƴƻǿ 

how paying on the cheap could 
lead to fly-tipping. If someone 

comes to your door charging you 
next to nothing to take away 

your mattresses -ƻŦ ŎƻǳǊǎŜ ȅƻǳΩƭƭ 
Ǝƻ ŦƻǊ ƛǘΦΩ

- Local authority Waste 
Enforcement Officer

Behavioural influences 
identified

Evidence on how these drivers relate to waste compliance 

Context / setting ÁVisibility of care towards waste management in area impacts on likelihood of compliance 

Heuristics ÁAssumption that all paid for services are legitimate 
ÁReluctance to question carriers about licenceas licensed carriers are generally more 

expensive than unlicensed carriers but also because people don't want to cause offence to 
those who are saying they are legitimate

Habit ÁAssumption that leaving waste outside home / around public bins will mean it will be 
automatically collected (e.g. as with black bins)  

Morality ÁLack of awareness of harm or negative consequences / no identifiable victim 
Á.ŜƭƛŜŦ ƛǘ ƛǎ ΨƻǘƘŜǊ ǇŀǊǘƛŎƛǇŀƴǘǎΩ ǿƘƻ ŎŀǳǎŜ ƘŀǊƳ ǘƻ ǘƘŜ ŜƴǾƛǊƻƴƳŜƴǘ
ÁLimited ΨƴŜƎŀǘƛǾŜ ǇŜǊŎŜǇǘƛƻƴǎΩ ƻŦ those committing offence  

Norms ÁBelief there will be limited social impact of not complying with Duty of Care within community 

Cost/benefit Á²ŀǎǘŜ ŘƛǎǇƻǎŀƭ ǾƛŜǿŜŘ ŀǎ ŀ ΨƘŀǎǎƭŜΩ ǘƘŜ ŎƻǳƴŎƛƭ ǎƘƻǳƭŘ ƘŀƴŘƭŜ 
ÁCouncil services viewed as too expensive and inconvenient
ÁLimited perceived incentives to follow duty (e.g. too time consuming and expensive) 

Efficacy ÁLimited knowledge or belief of impact on environment / local areas 
ÁBelief that it is out of individuals control once a carrier is hired 

Legitimacy ÁLimited awareness or understanding of duty 
Á.ŜƭƛŜŦ ǘƘŀǘ ƛǘ ƛǎ ǘƘŜ ŎƻǳƴŎƛƭΩǎ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ ǘƻ ŘŜŀƭ ǿƛǘƘ 
ÁLow perceived threat of enforcement 
ÁLack of understanding of authorisation required 
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3. Applying behavioural insight to the development of 
communications platforms



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

14

Stage 1: Creation of behavioural strategies and communications platforms

The next step in the process was developing a range of behavioural strategies and, following this, corresponding communications 
platforms (foundational creative ideas). 

In order to do this this we presented the Kantar Public Behavioural Framework and emerging insights (slide 12) to our creative 
ǇŀǊǘƴŜǊǎ ŀǘ hƎƛƭǾȅ /ŜƴǘǊŜ ŦƻǊ .ŜƘŀǾƛƻǳǊŀƭ {ŎƛŜƴŎŜΦ hƎƛƭǾȅ ǳǎŜŘ ǘƘƛǎ ŀǎ ŀ ΨŘƛŀƎƴƻǎǘƛŎ ǘƻƻƭΩ ŦƻǊ ŘŜǾŜƭƻǇƛƴƎ ǎǘǊŀǘŜƎƛŜǎ ŦƻǊ ŀŦŦŜcting change 
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 experience of 
applying behavioural theory to generate the communications platforms.

Ogilvy also undertook a lateral category analysis (see appendix for more detail, slide 40). This process ensured that the platform ideas 
drew upon a variety of levers for affecting change and that the platforms encompassed a range of ideas - from positive and negative 
reinforcement, through to targeting the messaging at the individual vs. those who are responsible for the action (in this case, the 
waste carriers.) By testing a range of approaches we would gain a clear indication of what was and was not working. It also ensured 
that the different creative communications strategies, which were devised during this process, were used across the ideas. The 
strongest four ideas were selected to test within the groups.

Stage 2: Creation of creative 
prototypes

Ogilvy Centre for Behavioural Science 
developed a series of creative 

prototypes for each communications 
platform to test with householders.

The process for turning the insight from the audit into behavioural strategies and, following this, communications platforms involved (see slide 15): researching related issues and 
behaviour change campaigns; consulting a range of behavioural theories, creative brainstorming within Ogilvy and, finally, asking a series of communications questions to ensure key 
communications criteria were included. This process ensured that the ideas tested with participants were as wide-ranging as possible and were built on approaches whichhad already 
been tested and were known to be effective. As with any evidence from behavioural science, further testing would be needed to ensure that the same principles will apply to a different 
topic, in a different context.

Stage 2



3.3. Developing communications platforms to affect change  

Researching related issues / campaigns Consulting key communications criteriaConsulting Behavioural Theory

Other behaviour change campaigns and strategies 
used to increase compliance amongst related 
issues were reviewed. The purpose of this was to 
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 pulled 
on three distinct levers to affect behaviour:
ÁPutting yourself at risk 
Á Indirectly harming others
ÁSupporting an unethical trade 

*See appendix (slide 39) for examples 

In addition to researching related issues and campaigns, 
a series of other behavioural theories and models were 
consulted to support the development of these levers 
to affect change. This involved conducting a literature 
review of other theories and models which included; 
wŀǘƛƻƴŀƭ /ƘƻƛŎŜ ¢ƘŜƻǊȅΤ !ŘŀƳ CŜǊǊƛŜǊΩǎ !ŘǾŜǊǘƛǎƛƴƎ 
ƳƻŘŜƭΥ 9!{¢ ƳƻŘŜƭΤ ǘƘŜ {/!wC ƳƻŘŜƭΤ /ƛŀƭŘƛƴƛΩǎ 
tǊƛƴŎƛǇƭŜǎ ƻŦ ǇŜǊǎǳŀǎƛƻƴ ŀƴŘ ǘƘŜ /ŀōƛƴŜǘ hŦŦƛŎŜΩǎ 
Mindspace.*

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

*See appendix (slide 36) for references 

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

ÁWHO is doing the behaviour?
ÁHOW have they behaved before?
ÁWHEN & HOW is the choice presented?
ÁWHO is the message coming from? 
ÁHOW does it make them feel?
ÁWHAT do they have to do?
ÁWHY should they do the behaviour?

This framework is used within the development of 
advertising campaigns to increase consumer 
awareness and engagement ςboth are which are 
applicable to this project. 
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A number of communications platforms were developed based on different behavioural strategies. Due to the limited scope of the project it 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 generate a good understanding of what is likely to be effective or not, the 
platforms deliberately tested extreme concepts.These were: 

Make it Easy, Make it Timely нΦ 5ƻƴΩǘ tŀȅ ¢ǿƛŎŜ3. Traceable Doors 4. Collection Scammers

Stage 2



3.4. Communications platforms  
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About the Platform: Make it Easy, Make it Timely 

Underlying Idea: Provide participants with simple steps to explain what they should do. Make it as simple as possible for participants to knowwhat they should do to make 
sure their waste is not disposed of illegally. Present practical information in a useful and easy-to-understand way. Make communications timely, so they prompt people 
when they are likely to be most receptive.

Insight Behavioural Strategy 

ÁLow efficacy: Belief that it is out of individuals control once a 
carrier is hired 

ÁAction seen as too time consuming and expensive

ÁLimited awarenessor understanding of duty 

ÁLimited time and knowledge to check for licence

Á Increase cognitive ease: make it easy to find a licensed dealer to prevent householders avoiding 
responsibility

ÁProvide all the information needed to find licensed waste carriers, in a salientand simple way

ÁAuthority Bias: Identify an authoritative messenger to inform participants

ÁMake communications timely: so they prompt people when they are likely to be most receptive

These communications platforms are described over this slide and the next, including: the underlying idea and the insight and behavioural strategy they are based on. In order to 
generate a good understanding of what is likely to be effective or not, the platforms deliberately tested extreme concepts. 

!ōƻǳǘ ǘƘŜ tƭŀǘŦƻǊƳΥ 5ƻƴΩǘ Pay Twice 

Underlying Idea: Emphasise to participants what they stand to lose. There are personal costs/consequences to using an unlicensed collector. Aswell as paying for your 
waste removal, you may have to pay out again ifyou get issued with a fine, and you could be prosecuted.

Insight Behavioural Strategy 

ÁLack of awareness of negative consequences 

ÁLimited financial incentives to comply

ÁAction seen as too time consuming and expensive

ÁLeverage loss aversion by emphasising that using an unlicensed carrier could result in having to 
pay again (through a fine)

ÁEmphasise the immediate lossto the individual (rather than the environment/council)

Stage 2



3.4. Communications ǇƭŀǘŦƻǊƳǎ ŎƻƴǘΩŘ  
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About the Platform: Traceable Doors 

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

Insight Behavioural Strategy 

ÁLow perceived threat of enforcement

Á.ŜƭƛŜŦ ǘƘŀǘ ƛǘ ƛǎ ǘƘŜ ŎƻǳƴŎƛƭΩǎ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ

ÁLimitedawareness of duty and responsibility 

ÁUtilise concretenessby using straightforward language to heighten perception 
that committing this offence can be traced

ÁLeverage consistencyby reminding participants that they are almost always 
responsible waste disposers and non-compliance could result in unexpected 
consequences

About the Platform: Collection Scammers  

Underlying Idea: Give unlicensed waste carriers that fly-tip a label that emphasises that their behaviour is wrong and antisocial. Make it obvious that some people make a 
living by dumping waste illegally, and that householders could unwittingly be paying them to do this.

Insight Behavioural Strategy 

ÁLimited negative perceptions of those committing offence

ÁLack of awareness of harmor negative consequences caused by others

ÁReluctance to question due to negative financial impact (i.e.unlicensed carriers 
perceived as being cheaper than licensed carriers) but also because people don't 
want to cause offence to those who are saying they are legitimate

ÁEmphasise that fly-ǘƛǇǇŜǊǎΩ behaviour iswrong andantisocial, especially since, in 
this case, householders are paying in good faith for someoneto take their rubbish 
away

ÁLeverage the Sapir Whorf hypothesis to categoriseunlicensed waste carriers that 
fly-tip by creating a new name for them (This hypothesis states that by assigning a 
word or special name to something, people automatically build meaning and 
social norms around it)

Stage 2



3.5. Creating prototype materials to bring communications platforms to life 

Once these four communications platforms were selected, a range of prototype materials, designed to bring the platform to life, were created. While this project aimed to produce 
guidance as to how best to communicate with householders, rather than to provide a finished communications campaign, it can be difficult for participants to engage with ideas in 
isolation or abstract. Therefore, a range of realistic creative prototypes were created to enable participants to also comment on the types of messaging, imagery and tonality which 
would likely be effective in increasing engagement and adherence to the Duty of Care. These prototype materials were deliberately similar in style to help isolate the behavioural 
messages which were critical to evaluate. The following prototype materials were created for each communications platform (see appendix slides 41 to 44 for full images).

Ψ¢ǊŀŎŜŀōƭŜ 5ƻƻǊǎΩ
Included poster and social media post 

Ψ5ƻƴΩǘ tŀȅ ¢ǿƛŎŜΩ
Included poster and radio advert

Ψ/ƻƭƭŜŎǘƛƻƴ {ŎŀƳƳŜǊǎΩ
Included radio, leaflet & social media post 

ΨaŀƪŜ ƛǘ Easy, Make it TimelyΩ
Included leaflet & social media post 
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4. Understanding awareness and 
testing communications



4.1. Methodology for understanding awareness and testing communications

The communications platforms were tested through eight discussion groups. The 
interactive and discursive environment of such groups is ideal for encouraging people to 
think creatively and express their views.  

In order to identify different issues and possible responses to communications, we 
aimed to recruit a broad spectrum of the public to the groups, including differing 
experiences of waste and a dispersion of age, socio-economic grade (see slide 34 for 
definitions), ethnicity, gender and rural/urban split. We had groups in four locations 
across England with the aim of reducing any bias due to location. The groups were split 
ŀŎŎƻǊŘƛƴƎ ǘƻ ǇŀǊǘƛŎƛǇŀƴǘǎΩ ǎƻŎƛƻ-economic group, whether waste disposal / illegal 
dumping was an issue they care about (salient) or not (non-salient) and whether they 
had recently disposed of waste (see appendix, slide 34 for details of the sample). Sixty 
people participated in the discussion groups in total. 

We asked participants to feedback on the prototype materials in terms of their creative 
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 fly-tipping was an issue. The groups were deliberately split, with half 
beginning with this contextual discussion first, with the other half testing the platforms 
first. The same ground was covered in both sets of groups, but this strategy was used 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 prototypes 
(see appendix, slide 37 for Topic Guide).

Creative 
element 

About 

Message ÁWhat the material is saying / asking 
participants to do and how effective this is for 
the audience (e.g. relevance, call to action)

Tone ÁHow the material is speaking to the audience 
and whether this is the right approach to 
encourage action (e.g. positive, encouraging 
vs. negative and critical)

Content ÁWhether the use of images, text, font and 
colour to communicate the message and tone 
will drive interest and encourage action

Central to the testing was the message, tone and 
content of the communications platforms
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пΦмΦ aŜǘƘƻŘƻƭƻƎȅ ŦƻǊ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ŀǿŀǊŜƴŜǎǎ ŀƴŘ ǘŜǎǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŎƻƴǘΩŘ

Three out of the four platforms were tested with each group to ensure each platform was given 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 the eight groups, a rotation schedule was created (detail in 
the Topic Guide, see slide 37). In addition to this, the order of which the prototype materials were tested within the groups was 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 discussed comparatively to identify where there is greatest 
potential to shift awareness and drive real engagement and action. Within this discussion, participants were also shown a description of the underlying idea behind the 
communications platform to gather their feedback as to whether they felt that was the right lever to affect change. This was to ensure that they did not focus solely on the 
example imagery being shown but instead on the conceptualised behavioural strategy. As part 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 improvedto make them more effective and relevant. 

The feedback from these groups was analysed to assess how effective the prototypes were in terms of creative elements (see tableon slide 28) and the extent to which they 
delivered against their underlying behavioural strategies. The effectiveness of each platform and prototype was analysed as awhole, and then deconstructed to draw conclusions 
regarding the individual executional elements felt likely to increase adherence to the Duty of Care. Analysis was conducted via brainstorms amongst the three researchers who 
moderated the groups, and was supported by notes from the fieldwork. It emerged that the feedback across the groups was broadly similar. The interviews were audio recorded 
to obtain key quotes and support analysis but they were not transcribed verbatim. In the following slides we have included selected quotes from participants which bring the 
summarised points to life and which are indicative of the general feedback from across the groups. 

Critique of approach to testing communications platforms

¢ƘŜ ŘƛǎŎǳǎǎƛƻƴ ƎǊƻǳǇǎ ǇǊƻŘǳŎŜŘ ŀ ŘŜŜǇ ƛƴǎƛƎƘǘ ƛƴǘƻ ǿƘŀǘ ǿŀǎ ŘǊƛǾƛƴƎ ǇŀǊǘƛŎƛǇŀƴǘǎΩ ǊŜǎǇƻƴǎŜǎ ǘƻ ǘƘŜ ƳŀǘŜǊƛŀƭǎΣ ǿƘƛŎƘ ǿƻǳƭŘ ƴƻǘhave been possible in a questionnaire approach. 
However, the value of in-depth discussion is counter-balanced by the number of people it is possible to engage with. The views of the sixty householders we spoke with cannot be 
considered representative of the views of the general population as whole. Within the scope of this research it was not possible to consult a wider audience. 

A further round of quantitative research to validate and quantify reactions to the emerging principles would be valuable as a way to further sense-check and develop findings and 
subsequently communication materials. We recommend considering this for future rounds of development work using this approach. It is also important to note that within all 
communications testing work, there may be some discrepancy between participants responding positively towards a campaign and acting upon it 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 

ÁAcross the groups participants tended to have low levels of awareness of the Duty of Care and the 
requirement that waste carriers must be licensed. This raised additional questions as to how a member 
of the public would know how and where to check this information ςmeaning that in the first instance, 
participants were keen for communications to explain what the duty is.  

ÁAs well as low levels of awareness, some participants also questioned the fairness of the duty, 
ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƴ ǊŜƎŀǊŘǎ ǘƻ ǿƘȅ ǘƘŜȅ ǎƘƻǳƭŘ ōŜ ƘŜƭŘ ǊŜǎǇƻƴǎƛōƭŜ ŦƻǊ ŀƴƻǘƘŜǊΩǎ ǿǊƻƴƎ-doing ςespecially 
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.

ÁThis confusion was exacerbated by low levels of awareness of waste disposal regulations and 
procedures more 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 
household waste by the sides of bins or on street corners was rationalised as an act of free-cycling. 
Given this, participants recognised that communications would also need to highlight how removing 
household waste is different from regular bin collection.

ÁAcross the groups, participants also ǉǳŜǎǘƛƻƴŜŘ ǿƘŀǘ ǿŀǎ ŎƻƴǎƛŘŜǊŜŘ ŀǎ ΨƘƻǳǎŜƘƻƭŘ ǿŀǎǘŜΦΩ For some 
ǿŀǎǘŜΩ ǿŀǎ ƴƻǘ ŀ ǘŜǊƳ ǘƘŜȅ ǊŜƎǳƭŀǊƭȅ ǳǎŜŘ  -ǇǊŜŦŜǊǊƛƴƎ ǘƘŜ ǿƻǊŘ ΨǊǳōōƛǎƘΩ ƛƴǎǘŜŀŘΦ IƻǿŜǾŜǊΣ ǳǎƛƴƎ ǘƘŜ 
term rubbish was also felt  to be associated with rubbish included in regular black bins. As such, 
ǇŀǊǘƛŎƛǇŀƴǘǎ ŦŜŘ ōŀŎƪ ǘƘŀǘ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ǿƻǳƭŘ ƴŜŜŘ ǘƻ ŎƭŜŀǊƭȅ ǎƘƻǿ ǿƘŀǘ ƛǎ ƳŜŀƴǘ ōȅ ΨƘƻǳǎŜƘƻƭŘ 
ǊǳōōƛǎƘΩ ςsuch as by using an accompanying image.  

ΨL ƘŀǾŜƴΩǘ ŜǾŜǊ ƘŜŀǊŘ ƻŦ ǘƘƛǎ 5ǳǘȅ ƻŦ 
/ŀǊŜΦ L ŀƭǎƻ ŘƛŘƴΩǘ ƪƴƻǿ ǘƘŀǘ 

participants need to carry a license. To 
be honest I always assumed the 

council would take things like 
ƳŀǘǘǊŜǎǎŜǎ ŦƻǊ ȅƻǳΦΩ

- ABC1, Not Disposed of Waste 
Salient, Sutton Coldfield 

ΨL ŘƻƴΩǘ ǘƘƛƴƪ ȅƻǳ Ŏŀƴ ōƭŀƳŜ ƻǊŘƛƴŀǊȅ 
folk for other ǇŀǊǘƛŎƛǇŀƴǘǎΩ fly-tipping. 
²Ŝ ŀǊŜ ƴƻǘ ŘƻƛƴƎ ƛǘΣ ŀƴŘ ƻƴŎŜ ȅƻǳΩǾŜ 

paid for someone else to deal with 
ȅƻǳǊ ǊǳōōƛǎƘΣ ƛǘΩǎ ƻƴ ǘƘŜƳ ǎǳǊŜƭȅΚΩ

- C2DE, Have Disposed of Waste, 
Salient, Stockport 

This page and the next present insights into the current awareness of the Duty of Care and attitudes towards fly-tipping and also how this impacted on the types of messaging and 
communications participants preferred. This provides the basis for understanding the feedback related to each of the platforms and prototypes tested (from slide 24 onwards) with 
ǘƘƛǎ ǊŜƭŀǘƛǾŜƭȅ ǎƳŀƭƭ ƴǳƳōŜǊ ƻŦ ǇŀǊǘƛŎƛǇŀƴǘǎ όǊŜǎǳƭǘǎ ŎŀƴΩǘ ōŜ ŎƻƴǎƛŘŜǊŜŘ ǊŜǇǊŜǎŜƴǘŀǘƛǾŜ ƻŦ ǘƘŜ ǿƘƻƭŜ ƎŜƴŜǊŀƭ ǇƻǇǳƭŀǘƛƻƴύΦ 
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4.3. Current Attitudes towards Waste Disposal and Fly-tipping 

ÁOf those who had disposed of waste, they expressed some indignation about the cost of council removal 
serviceswhich were deemed to be relatively expensive ςand to have increased in price ςin 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. 

ÁMost participants across the groups expressed their dislike for fly-tipping and viewed it as an anti-social act. 
However, for some, this was an issue which could be Ψƻǳǘ ƻŦ ǎƛƎƘǘΣ ƻǳǘ ƻŦ ƳƛƴŘΩ as the locations where fly-
tipping occurred were often in rural or secluded locations. In order to increase awareness and interest, 
participants therefore felt that acts of fly-tipping should be more widely publicised and form a core part of 
communications.

ÁGiven this context, participants within the groups also struggled to make the link between their own waste 
disposal and the act of fly-tipping and recognised that this link would need to be made explicit with 
communications. 

ÁThere was limited difference in opinion in regards to how concerned participants were about fly-tipping, 
between those who felt waste management to be an issue they cared about (salient), versus those who were 
less concerned (non-salient). However, there was a sense amongst the non-salient participants that 
unlicensed waste carriers were often just trying to make a living. Communications regarding waste carriers 
could articulate how someunlicensed carriers are committing the offence of fly-tipping, which is harming 
those who are trying to do the right thing. 

- ABC1, Have Disposed of Waste, 
Not Salient, Newcastle

ΨL Řƻ ǘƘƛƴƪ ǘƛƳŜǎ ŀǊŜ ƘŀǊŘ ŀƴŘ 
participants are just trying to make a 

living. Not all participants who take 
away your rubbish will fly-ǘƛǇ ƛǘΦΩ

ΨL Řƻ ƪƴƻǿ ŀƴ ŀǊŜŀ ǿƘŜǊŜ Ŧƭȅ-tipping 
ƘŀǇǇŜƴǎΣ ƛǘΩǎ ǎƻƳŜǿƘŜǊŜ ƴŜŀǊ ǘƘŜ 
ǊƛǾŜǊΦ LǘΩǎ ŀǿŦǳƭΣ ōǳǘ ǘƘŜƴ L ŀƭǎƻ ŘƻƴΩǘ 
ǊŜŀƭƭȅ ǎŜŜ ƛǘ ƻƴ ŀ Řŀȅ ǘƻ Řŀȅ ōŀǎƛǎΦΩ

- C2DE, Have Disposed of Waste, 
Salient, Stockport 
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4.4. Feedback on communications platforms: Make it Easy, Make it Timely  

Behavioural Strategy Findings which support 
this 

Findings which do not 
support this 

Increase cognitive ease: make it easy 
to find a licensed waste carrier to 
prevent householders avoiding 
responsibility

Participants responded 
positively to messaging 
which was aimed at raising 
awareness of their 
responsibility and what is 
ΨƘƻǳǎŜƘƻƭŘ ǿŀǎǘŜΩ

Provide all the information needed to 
find licensed carriers, in a salientand 
simple way

Participants preferred 
messaging which suggested 
the process was simple and 
effortless

Authority Bias: Identify an
authoritative messenger to inform 
participants

Participants preferred a 
more collaborative 
approach to messaging / 
imagery 

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

Participants recognised that 
they would be more likely 
to pay attention when 
thinking about household 
rubbish 

24

Overarching Feedback: Participants responded positively to being given instructions as to what 
action they were expected to take, yet some also pointed out the importance of communications 
being targeted towards those individuals who would be disposing of household waste.

ΨL ƭƛƪŜ ǘƘŜ ƛŘŜŀ ƻŦ ƘŀǾƛƴƎ ǎǘŜǇǎ ǘƻ ŦƻƭƭƻǿΦ L ŀƭǎƻ ǘƘƛƴƪ 
this will work when participants are moving house. I 

think at the moment though, it seems like a lot of 
leg-ǿƻǊƪ ŦƻǊ ƳŜƳōŜǊǎ ƻŦ ǘƘŜ ǇǳōƭƛŎ ŀƴŘ ƴƻ ƻƴŜ ŜƭǎŜΦΩ

- ABC1, Not Disposed of Waste, Not Salient, Stockport

ΨL ǿƻǳƭŘ ƻƴƭȅ ǊŜŀƭƭȅ ƭƻƻƪ ŀǘ ǘƘƛǎ ƛŦ L ǿŀǎ ŀŎǘǳŀƭƭȅ 
getting rid of stuff or moving house. Otherwise it 

ǿƻǳƭŘƴΩǘ ƳŜŀƴ ƳǳŎƘ ǘƻ ƳŜΦΩ

ςC2DE, Have Disposed of Waste, Not Salient, Sutton Coldfield

Stage 3:  
Platform testing

Research materials only. Images and text not for reproduction.



4.5. Feedback on communications platforms: Traceable Doors  

Behavioural Strategy Findings which support 
this 

Findings which do not 
support this 

Use concretenessby using 
straightforward language to heighten 
perception that committing this 
offence can be traced

Participants questioned 
the likelihood that 
household waste can be 
traced 

Leverage consistencyby reminding 
participants that they would usually 
dispose of waste responsibly and non-
compliance could result intheir waste 
being fly-tipped 

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

They also responded 
negatively to the idea 
ǘƘŀǘ ǘƘŜȅ ǿŜǊŜ Ψƴƻǘ-
ŎƻƳǇƭȅƛƴƎΩ

25

Overarching Feedback : Participants reacted negatively to the messaging which was accusatory 
and punitive towards the individual. However, photographs of local fly-tipping was described as 
engaging and a potentially successful way in which to galvanise interest in the Household Waste 
Duty of Care.

ΨL ŘƻƴΩǘ ǊŜŀƭƭȅ ōŜƭƛŜǾŜ ǘƘƛǎ Ŏŀƴ ōŜ ǘǊǳŜΣ ŀƴŘ L ŘƻƴΩǘ 
like the idea of the council spending money on 

finding out whose washing machine that was. I do 
like the social media post of the fly-tipping though, 

I can see participants really rallying behind that 
ŀƴŘ ǘǿŜŜǘƛƴƎ ǘƘŜƛǊ ƻǿƴ ǇƛŎǘǳǊŜǎΦΩ

ςC2DE, Have Disposed of Waste, Salient, Stockport

ΨL ŘƻƴΩǘ ǊŜŀƭƭȅ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ ƛƳŀƎŜ ƻŦ ǘƘŜ ǿŀǎƘƛƴƎ 
machine in the street. This seems very ominous and 

threatening. I much prefer the image which is showing 
ǿƘŀǘ ǇŜƻǇƭŜ ŀǊŜ ŘƻƛƴƎ ǘƻ ǘƘŜ ŎƻƳƳǳƴƛǘȅΦΩ

ςABC1, Not Disposed of Waste, Salient, Sutton Coldfield 

Stage 3:  
Platform testing

Research materials only. Images and text not for reproduction.



4.6. Feedback on communications ǇƭŀǘŦƻǊƳǎΥ 5ƻƴΩǘ tŀȅ ¢ǿƛŎŜ   

Behavioural Strategy Findings which support 
this 

Findings which do not 
support this 

Leverage loss aversion by 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 
concerned tone /  language 
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Overarching Feedback: Participants responded positively to the overall tone of the platform, 
which signalled a concern about loss to the individual. However, for some this caused confusion 
ŀǎ ǘƻ ǘƘŜ ŀŎǘƛƻƴ ǘƘŜȅ ƴŜŜŘ ǘƻ ǘŀƪŜ ǘƻ ŜƴǎǳǊŜ ǘƘƛǎ ŘƻŜǎƴΩǘ ƘŀǇǇŜƴΦ

ΨL ƭƛƪŜ ǘƘŜ ƛŘŜŀ ǘƘŀǘ ǘƘŜ ŎƻǳƴŎƛƭ ǎŜŜƳ ǘƻ ŎŀǊŜ ŀōƻǳǘ 
ǳǎ ōŜƛƴƎ  ƻǳǘ ƻŦ ǇƻŎƪŜǘΦ ²Ƙŀǘ LΩƳ ƴƻǘ ǎǳǊŜ ŀōƻǳǘ 
ƛǎ ǘƘŜ ǳǎŜ ƻŦ ŀƴ ƻƭŘ ǇŜǊǎƻƴΩǎ ƘŀƴŘǎΦ Lǘ ƳŀƪŜǎ ƛǘ 

seem like this is an anti-vulnerability campaign, 
whereas this can happen to anyoneΦΩ

ςABC1, Have Disposed of Waste, Not Salient, Newcastle

ΨL ŦŜŜƭ ƭƛƪŜ ǘƘƛǎ ƛǎ ǘƘŜ ŎƻǳƴŎƛƭ ǎŀȅƛƴƎ ǘƘŜȅ Řƻ ŎŀǊŜ ŀōƻǳǘ ȅƻǳ 
ǇŀȅƛƴƎ ǘǿƛŎŜΣ ŀƴŘ L ǘƘƛƴƪ ǘƘŀǘΩǎ Ƙƻǿ ƛǘ ǎƘƻǳƭŘ ōŜ ŦǊŀƳŜŘΦ L 

ŘƻƴΩǘ ǊŜŀƭƭȅ ǎŜŜ ǘƘŜ ƭƛƴƪ ōŜǘǿŜŜƴ ǘƘƛǎ ŀƴŘ Ŧƭȅ-ǘƛǇǇƛƴƎ ǘƘƻǳƎƘΦΩ  

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

Stage 3:  
Platform testing

Research materials only. Images and 
text not for reproduction.



4.7. Feedback on communications platforms: Collection Scammers  

Behavioural Strategy Findings which support 
this 

Findings which do not 
support this 

Emphasising that fly-ǘƛǇǇŜǊǎΩ ōŜƘŀǾƛƻǳǊ 
is wrong and antisocial, especially 
since, in this case, householders are 
paying in good faithto have their 
rubbish taken away

Participants responded 
positively to messaging 
which clearly draws
attention to the anti-social 
behaviour of the fly-tipper

Leverage the Sapir Whorf hypothesis 
to categoriseand label unlicensed 
waste carriers that fly-tip by creating a 
new name for them. 

Participants recognised the 
importance of naming the 
negative consequence of 
not-complying with the 
duty

tŀǊǘƛŎƛǇŀƴǘǎ ŦŜƭǘ ǘƘŀǘ ΨŦƭȅ-
ǘƛǇǇƛƴƎΩ ǿŀǎ ŀ ǘŜǊƳ 
which they were already 
aware of
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Overarching Feedback: Participants 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 fly-tipping and not the householder.

ΨL ŘƻƴΩǘ ƎŜǘ ǿƘȅ ƛǘΩǎ ǊƻōōŜǊȅ ǿƘŜƴ LΩǾŜ ŀƭǊŜŀŘȅ ǇŀƛŘ 
ǘƘŜƳΦ [ŜǘΩǎ Ŏŀƭƭ ƛǘ ǿƘŀǘ ƛǘ ƛǎΣ Ŧƭȅ-ǘƛǇǇƛƴƎΦΩ

ςC2DE, Have Not Disposed of Waste, Not Salient, London

ΨL ǘƘƛƴƪ ƛǘΩǎ ǇƻǎƛǘƛǾŜ ǘƘŀǘ ǘƘƛǎ ƳŜǎǎŀƎŜ ƛǎ ǎǳƎƎŜǎǘƛƴƎ ǘƘŀǘ ǘƘŜ ǿǊƻƴƎ-doing is on behalf of the fly-tippers. But the images 
make you think of someone moving house, not fly-ǘƛǇǇƛƴƎΦΩ

- ABC1, Have Disposed of Waste, Not Salient, Newcastle

Stage 3:  
Platform testing

Research materials only. Images and text not for reproduction.



4.8. Drawing the findings together
.Ŝƭƻǿ ƛǎ ŀ ǎǳƳƳŀǊȅ ƻŦ ǇŀǊǘƛŎƛǇŀƴǘǎΩ ǇǊŜŦŜǊŜƴŎŜǎ ŦƻǊ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŀƴŘ ǘƘŜ ƴŜƎŀǘƛǾŜ ƛƳǇŀŎǘ ƻŦ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎΦ ¢Ƙƛǎ ƛǎ ōŀǎŜŘ ƻn both the contextual discussions regarding awareness 
of and attitudes towards the Duty of Care, as well as specific feedback on the platforms and example prototypes. 

Preferences forcommunications Negative impact of communications 

Participants preferred messaging which was educational and aimed at raising 
awareness of their responsibility

A punitive tone was viewed as ineffective at incentivising participants 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 a  
concern of loss to the individual

Leading with a threat of enforcement through fines generated some concernabout 
councils potentially profiting through participants' lack of awareness. It was also viewed 
by some as having little credibility, as participants thought it was unlikely they would get 
caught 

Messaging which clearly makes the link between individual household rubbish and 
the act of fly-tipping was preferred ςsuch as showing images of household rubbish 
dumped in local areas or areas participants were aware of 

Across the groups participants struggled to make the connections between household 
rubbish and fly-tipping when images did not explicitly show this (e.g. by only using 
images of the household item / household removal instead of the act of fly-tipping)

Participants preferred messaging which was more collaborative in its tone and 
delivery ςwhich suggested that local participants and councils should be working 
ǘƻƎŜǘƘŜǊ ǘƻ ǊŀƛǎŜ ŀǿŀǊŜƴŜǎǎΦ hǊΣ ŀƭǘŜǊƴŀǘƛǾŜƭȅΣ ǎƘƻǿŜŘ ŎƻǳƴŎƛƭΩǎ ŎƻƴŎŜǊƴ ŀōƻǳǘ ƛƳǇŀŎǘ 
of local participants 

Framing messaging  in terms of individual responsibility and action was described as 
confusing and off-puttingςsuch as by suggesting it is solely householders who have a 
duty to check whether a carrier is licensed 

Messaging which criticises fly-tippersand draws attention to their anti-social 
behaviour was preferred 

Framing messaging in terms of penalising householders ŦƻǊ ŀƴƻǘƘŜǊΩǎ ŀƴǘƛ-social 
behaviour was viewed as unfair and dis-incentivising 

Participants preferred messaging which suggested the process was simple, easy and 
required little additional effort on behalf of members of the public

participants were frustrated by messaging and guidance which suggested that members 
of the public would be required to take lengthy or multiple steps towards checking a 
waste carrier was licensed, with limited guidance as to what they actually needed to be 
looking for
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Stage 3: Findings



5. Communications principles & 
guidance


