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Who We Are

Keep America Beautiful inspires and educates people to 
take action every day to improve and beautify their 
community environment. 

We envision a country where every community is a 
clean, green and beautiful place to live.

We provide the expertise, programs and resources to 
help people:

– Prevent litter;
– Reduce waste;
– Increase recycling; and 
– Protect the natural beauty around us.

Our collective action champions environmentally 
healthy, socially connected and economically sound 
communities. 
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America Recycles:
National Recycling Initiatives

Objective: Increase participation in recycling
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National Recycling PSA Campaign

Increase recycling 
participation by creating 
strong passion and reason to 
believe in recycling



The Challenge

Unemotional brand

The recycling brand feels “old school” and 
needs to be modernized

Lack of access or inconvenience

While access has grown, many people 
cite lack of access in their community and 
inconvenience as barriers to consistent 
recycling

Lack of awareness or understanding

Confusion around what, where, and how 
to recycle 

Lack of motivation

Recycling rate is at 34.5%* 

*According to EPA
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The Issue

Issue Background

Despite heightened visibility of public recycling receptacles and more curbside 
programs, national recycling rate is 34.5%

Average person recycles 1.5 of their 4.4 pounds of trash per day

Objective
Educate and motivate people to recycle more, turning recycling into a daily 
social norm

Target
All Americans, particularly sporadic 
recyclers

Call to Action
Give your garbage another life.
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Campaign Goals

• Increase recycling participation

• Educate and motivate people to recycle more

• Transform recycling into a daily social norm

• Provide tools to inform people how & where to make 
recycling happen
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Campaign Review
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Strategic Territories
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After secondary research and expert interviews, we concluded that…
MOTIVATION is the thread tying all our barriers and messages together. 

Make recycling matter emotionally Motivation: 
Let’s not be wasteful

What We Learned
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Humanizing the issue
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Campaign Partners
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Campaign Creative
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:60 Journey
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Integrated Campaign

Mobile   ◦ Social ◦ Outdoor   ◦ Partnership   ◦ TV   ◦ Online   ◦ Radio 

15



Phase 2: Personal care focus

Context
People forget that recycling is not just limited to the kitchen.
Only 10% of Americans have a recycling bin in the bathroom, 
compared to 45% who have recycling bins in the kitchen. 

Challenge
Plastics are recycled into fairly common, utilitarian products.  
How can we tell a story of beauty that is aspirational?

Idea
Extend recycling beyond the kitchen.
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Smile :30

17






Superhero :30
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Campaign Results

19



Donated Media

TV

OOH

Radio

Digital
Print PR

$77.8 M
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Prominent Placements
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Social Media Results

Tumblr followers

47 K +

Facebook likes
150k 

Average new Twitter 
followers per month

197
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Facebook Page Engagement Rates

147,100 
likes

≈ 3,478 
people 
talking

2.3% 
engagement

108,327
likes

≈ 1,379 
people 
talking

1.2% 
engagement

314,749 
likes

≈ 244 
people 
talking

.07% 
engagement
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Case Study: City of Austin
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From July – September 2014, the average pounds of household recycling per household were 
higher compared to the same time period in 2013.

Source: City of Austin

Average pounds of recycling per household

Austin Recycling Rates



Survey Methodology & Objectives

Measure: 
• Awareness of issue messaging and the campaign advertising 
• Trends in attitudes and behaviors related to recycling campaign PSAs

Online survey: U.S. adults 18-64 years old who reside in Austin DMA (n=150/wave)

Benchmark: April 30 – May 13, 2014

Post-wave: November 21 – December 22, 2014

The sample size of this survey is 150 total respondents per wave.  Reported shifts from pre to post should 
be interpreted with caution. 
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Aided PSA and URL Recognition

Respondents were exposed to video files of the TV PSAs, audio files of radio PSAs, and static images of the outdoor and online PSAs.  All ads 
were rotated to avoid order bias.  

Base: n= 150

From May to December, awareness of the campaign advertising increased significantly, from 
25% to 44% among Austin residents.  Recognition of TV, radio, and OOH increased.  

Recognition of TV Assets May Dec

Net Seen/heard any campaign ad 25% 44%*

TV TV Net
Journey
Stadium

13%
11%
7%

27%*
22%*
13%*

Radio When I Grow Up 9% 21%*

Outdoor Any Outdoor Ad (Bike/Bench/Jeans) 14% 23%*

Online Any Banner ad (Bike/Can/Jeans) 8% 7%

URL IWantToBeRecycled.org 6% 7%



Beliefs about Recycling

Base: n = 150
Q: Please tell us how strongly you agree  or disagree with the following statements

Circle indicates statistical significance at 90% confidence level

Statistically significant increase in the percentage of respondents saying that “recycling is a major 
way to reduce wasteful use of landfills” and that “recycling creates opportunities to make new 
products,” the core focus of the PSA campaign.   

71%

73%

81%

85%

83%

89%

90%

94%

68%

70%

77%

80%

83%

83%

87%

88%

Recycling helps build the local economy and creates jobs

Recycling improves public health

Recycling is a major way to reduce pollution

Recycling will improve environmental quality

Recycling is a major way to conserve natural resources

Recycling creates opportunities to make new products

Recycling is a worthwhile activity

Recycling is a major way to reduce wasteful use of land for landfills

May Dec



Austin Web Data

Visits to Austin Recycling 
website spiked during planned 
media placements

Flight 1 Flight 2



Activation
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Activate the PSAs Locally

 Encourage placement of the ads in donated
media
 Reach out to local media. – TV, radio, 

OOH
 Run PSAs on TV monitors in your 

workplace or public buildings, schools 
etc.

 Invite other “media” outlets to donate 
time to run PSA (e.g. movie theaters)

 Feature PSAs on government-owned 
recycling trucks or bus stops 

 Run PSAs on government-owned 
stations

Guideline: Ads must run in donated media 
To access broadcast-quality TV files, visit 
iwanttoberecycled.org
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Activate Online

Your website
 Post a web banner ad or the campaign logo  and link to 

IWantToBeRecycled.org.
 Customize our sample blog post for your site. 

Social media
 Retweet or share content from Keep America Beautiful
 Make the campaign logo your profile picture. 
 Join the conversation on Twitter using #BeRecycled. 

E-Newsletter
 Tell your community/members how you’re supporting 

the campaign, and share links to the PSAs.
 Remind your community where to find out about local 

recycling options. 
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Special Opportunity: States and Municipalities

• National initiative involving industry-leading companies, forward-thinking 
municipalities and nonprofit associations

• Branding of campaign assets in donated and paid media

• Expansive, expert digital and social content integration and sharing

• Combine national messaging with your local educational outreach

Contacts for more information 

• Christina Kiernan, Manager, Marketing Communications ckiernan@kab.org or 203-659-3078

• Brenda Pulley, SVP, Recycling bpulley@kab.org or 202 688-0603

• Mike Rosen, SVP, Marketing & Communications mrosen@kab.org or 203 659-3008
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Christina Kiernan, Manager, Marketing Communications ckiernan@kab.org or 203-659-3078
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